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UNIT-1
BUSINESS COMMUNICATION

Learning Objectives

gty ® To understand the process of business

communication
= To acquire required skills to manage business
: communication G
AEINTEM = To give awareness about and to help develop
14H i G, : ~ the personality of the students.

o

Meaning » . ) &1

Communication is the life blood of social as well as corporate world. We exist because we
communicate. Even our silence communicates a lot. We all have a layman’s idea of what
communication is, but let us try to understand the concept fully so that we can use it effectively.
Communication is the process by which we exchange meanings, facts, ideas, opinions or
errfotions with other people. It is an essential condition of our existence and the most important
activity of ours. The word communication has been derived from Latin word ‘communicare /
communis’ that means to ‘share’ or ‘participate’. Everybody knows that most of the time, through
speech or writing or any other means like exchange of a common set of symbols, we are sharing
information with other human beings. It is, therefore, first and foremost a social activity. Man as
a social animal has to communicate.

Communication is defined as “The flow of material, information, perception
understanding and imagination among various parties”, Business includes those orgam‘zations,
which are engaged in the production and distribution of goods and services to earn proﬁtj
Therefore Business communication means, “Flow of information, perception etc. either within q
business organization or outside the organization among different parties”.

. Simply, Communication is an exchange of facts, ideas, opinions or emotions by two or more
pe"f;ons. Ge'nera!_ communication is different from business communication ! Administratiye
corfimunication. i plh 0 |

4 According to leh‘am chtt in h1§ boPk organizational theory “Administrative Communication /
business communication is a process wh.lc.h. mvol\{es the t'ransmission and accurate replication of ideas
ensured by feedback for the Ppurpose of eliciting actions which will accomplish organizational goals”

Weé can extract the following points from the above definition;
(1) Flow between two or more parties. :

In business communication the materials flow from one person to another person or fy

many persons to different people. This flow may either be inside the organization or outside :hn;

organizatior:

W
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(ii) Flow of information, perception, imagination etc.
Flow of information takes place when a party transfers the material to another mind.
Flow of perception means transfer of different feelings. Finally, flow of imagination that occurs
when a painter conveys his/her imaginations through a portrait.
Objectives of Business Communication
1. Stronger Decision Making
Your ability to communicate effectively increases product1v1ty, both yours and your
organization.
2. Increased Productivity
With good communication skills, you can anticipate problems, make decisions, co-

ordinate work flow, supervise others, develop relationships and promote products and services.
3. Steadier Work Flow

Communication acts as tool for the effective work related flow of information.
4. Strong Business Relationships & Enhanced Professional Image

You can shape the impressions you and your company make on colleagues, employees,
supervisors, investors, and customers in addition to perceiving and responding to the needs of
these stakeholders (the various groups you interact with) without effective communication,
people misunderstand each other and misinterpret 1nformat10n Ideas misfire or fail to gain

attention and people and companies flounder.
5. Clearer Promotional Materials

Your organizations need for effective reach of company name and public promotlons are based
on effective promotional material such as advertisements , bill boards , online add , posters etz::

are all communicated for effective message delivery and i meamng
6. Provide Advice

Giving advice is based on individual-oriented and work-oriented ,advice should not ngen '1
to the person for pinpointing his mistakes rather it should be helpful for his improvement,’,
Effeciive advice promotes understanding and it can be a two way process if the subordinate staff.
given freedom.
7. Provide Order o

Order is an authoritative communication pattern and it is directive to somebody always a.
subordinate to do something. Orders will be written and oral orders , general and specific orders-_‘
;procedural and operational orders , mandatory and discretionary order. Order should be clear
and complete, execution should be possible and given in a friendly way.

8. Suggestion

Suggestion is supposed to be very mild and subtle form of communication. Suggestlons
are welcomed for it is not obligatory to accept them, it can be voluntary and anonymous and
submitted through suggestion boxes. e ! ol
9. Persuasion T o

Persuasion may be defined as an effort * to influence the attitudes , feelmgs ,or beliefs of
others , or to influence actions based on those attitudes , feelings , or bellefs Persuasion can be
done to others if you are convinced, you do not imposed, you are not rigid are p;-epared to meet
half-way and you can look at the situation from the other person’s angle also.
10. Education 4

Education is a very conscious process of communication, it involves both teaching and
Jearning by which organizations provide to their employees in the form of training. Education is-:
given for management, employees and outside public.

12. Warning

If the employees do not abide by the norms of the organization warning is a power

communication tool and it can be general and specific. Specific warning should be administered

m »
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in private and after thorough investigation. The aim of the warning should be the organization
oetterment.
13. Raising Morale and Motivation

Morale stands for mental health and it is a sum of several qualities like courage,
resolution, confidence. High morale and effective performance go hand to hand. Metivation is a
process that account for an individual intensity, direction, and persistence of effort towards
aitaining a goal.
i4. To Give and Receive Information

Communication’s main idea is to give and receive information because managers need
complete, accurate and precise information to plan and organize employee need it to translate
;_.?annihg in to reality. Information will cover all aspects of the business. &
15. To Provide Counselling :

Counselling is given to solve employee’s mental stress and improve the employee’s
productivity.

15. To Improve Discipline

Finally discipline is the foremost part of any business communication. The various
disciplinary codes are effectively communicated to employees through disciplinary codes,

The role of effective business communication within and outside the organization OR
Why Business Communication is called, “Life blood” of an organization?

A business Organization is a group of people associated to earn profit. Various kinds of
activities have to be performed by the people of an organization so as to earn profit. These
activities need an effective and systematic communication. Without efficient communication
one cannot even imagine to do work and hence will be unable to earn profit. Since the aim @%
business organization is to earn profit, the organization will die without profit and this death isa
result of the absence of communication. This is why communication is called life blood of a
business organization. We can prove this statement in the following manner.

Communication inside an Organization:

Different employees and officials in an organization need to communicate to each othes
This internal communication with its importance is shown in the following way: "
1. Setting goals and Objectives:-

Mostly, the organizations have a variety of formal and informal objectives tq
These objectives may be financial results, product quality, market dominance,
satisfaction, or service to customers. So the communication enables all the per:
organization to work towards a common purpose.

2. Making and Implementing decision:-

In order to achieve the objective, people in a business organization colle
evaluate alternatives, and they do so by reading, asking questions, talking or by pl
These thoughts are put into a written form. Once a decision has been made,
implemented which requires communication.

3. Appraisal:- A

Having implemented the decision, management needs to determine whe
outcome is being achieved. Statistics on such factors as cost, sales, market sh
and inventory levels are compiled. This is done through computers, manual p
reports.

4. Manufacturing the products:-

Getting an idea for a new product out of someone’s head, pushing it

production process and finally getting the product also require communication,

S
e-

accomplish.

employees

ct facts and
é}in thlnklng
it has to be

ther the desired
are, productivity
apers, memos or

through the
Designing the
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plan regarding product, intreducing the workers, purchasing raw material, marketi d
distributing the product all require effective communication. , S
s. Interaction between employer & employee:-

Employees are informed about policies and decisions of employers through circulars
reports, notices eic. Employers also get in touch with employees through applicatio; com lain;
etc. So, communication plays a vital role in the interaction of employer and employee’ 5
External Communication: '

1. Hiring the employees:-
If a company wants to hire someone, it advertises the vacancy, receives applications, calls
’

the candidates, takes the .interview and then offers job to the successful candidates. The whole
process requires communication.

2. Dealing with customers:-
Sales letters and brochures, advertisements, personal sales calls, and formal proposals are

all used to stimulate the customer’s interest. Communication also plays a part in such customer
related functions as credit checking, billing, and handling complaints and questions

3. Negotiating with suppliers and financiers:-

To obtaln n.ecessary g}xp pilies and services, companies develop written specification that
outlines their requirement. imilarly, to arrange finance, they negotiate wi

e e with

joan applications. : 8 lenders and fill out
4. Informing the investors:-

Balance sheet, income statement, and ratio analysi :

2 ; ’ ysis are used to .

regarding performance of business. A inform the investors

5. Interacting with Govt.:-
Government agencies make certain rules to regulate the economy. These rules are

comn:nunicatefi to o'rganizatiﬂons through various papers. These organizations try to fulfil, thes

requirement like filling taxation form and other documents. - i

The importance .of c_ommunication for an individual and for an erganization
‘:Cgmn}umcatmn is the process by which information is transmitted between individuals

and organlzatlon, SO th.at.an understanding response results”. “Communication is the process

which involves .transn"ussmn .and accurate replication of ideas, ensured by feedback for &hé

purpose of eliciting action which will accomplish organizational goals”.

Importance of Communication for an Individual

(1) Helps in getting a desired.job:-

Getting a desired job is not an easy task. It requires a person to be excellent, especially in
terms of communication abilities. Communication abilities can be classified into five categories
that is reading, writing, speaking, listening and observing. If a candidate is a good reader gf not
only text books and reference books _but aIS9 of newspapers and magazines, this would help him
developing confidence level at the: time of interview. Writing skills are necessary for preparing
an appropriate Bio data and' covering letter., so that a better initial impression could be created.
No doubt, conversational skill ’r{g.ilt at the time of interview is equally countable towards success
of the candidate. Listening abilities on t.he other could prove to be fruitful especially when the
interviewer is making a comment or asklpg a questif)n. In short we can say that the presence of
above mentioned five communication skills could give a better chance of being selected during

an interview.
g social relationships:-

Page 7
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We as human beings live in a cobweb of relationships rather social relationship. These

<ocial relations compel us to act simultaneously in the capacity of father, child, husband, uncle,

~ neighbour, cousin, teacher, nephew and so on. All these relationships especially near one’s could

- be mainiiined properly if we can communicate well to all these relations, that we are here to

*take care of them and our services are always there to help them in case of any needs.

(3) Helps in getting on the job promotion:- ' A

Perhaps finding a job would not be a big deal in case of if the candidate is well connected

and belongs to a well off family. But promotion on the job requires some extra skills on the part

- of the candidate. Amongst those skills, communication abilities rank on the top. If a person can

~ “speak well during interactive and presentation  sessions, can reports properly,” hé will

automatically be in the eyes of the management and whenever a chance for promotion: comes

_he will be on the top of the list. AT

" (4) Helps in solving other’s problems:- e aHisie ‘
o It is commonly observed that around us there are so many people whom we like to meet;
= their company is a source of enrichment for us. When we are with them we feel secured Thé
only reason for such types of feelings is that such type of people are not only good listeners but
_they also know it well that whenever they would speak; it would only be for the sake of
encouraging, not discouraging others, only for solving other’s problems and not for creatin
problems for others. Such people are no doubt excellent communicators. &

i
i

5 UNIT 2 o
Barriers or obstacles of Communication

1
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The various inadequacies that can be identified through communication evaluation are
required to be analyzed in terms of various factors - obstructions and barriers - that impede flow
communication. Any managerial action in this regard can be effective only when it strikes at the
very root of the factors that lie at the very root of the problem. From this viewpoint
identification of different factors is necessary. Recognizing barriers to effective communicatior;
is a first step in improving communication style. Following are the barriers of communication

process. ! i ¢ ~ :
Encoding Barriers. The process of selecting and organizing symbols to represent a
message requires skill and knowledge. Obstacles listed below can interfere with an effective
message. ’ ' ;

1. Lack of Sensitivity to Receiver. A breakdown in communication may result when a message is
not adapted to its receiver. Recognizing the receiver’s needs, status, knowledge of the su?r.:j’ect
and language skills assists the sender in preparing a successful message. If a customer is annry,
for example, an effective response may be just to listen to the person vent for awhile. o s

2. Lack of Basic Communication Skills. The receiver is less likely to understand the message if the
sender has trouble choosing the. precise words needed and arranging those words in a
grammatically-correct sentence. L _ :

3. Insufficient Knowledge of the Subject. If the sender lacks specific information about something
the receiver will likely receive an unclear or mixed message. Have you shopped for an item such’
as a computer, and experienced how some salespeople can explain complicated terms and ideas
in a simple way? Others cannot. : '

4. Information 0v¢rload. If you receive a message with too much information, you may tend to
put up a ‘barrier because the amount of information is coming so fast that you may have
difficulty comfortably interpreting that information. If you are selling an item with twenty-five
terrific features, pick two or three important features to emphasize instead of overwhelming
your receiver. : #3 chay :

5. Emotional Interference. An emotlo_nal individual may not be able to communicate well. If
someone is angry, hOStI!E, resentful, joyful, or fearful, that person may be too preoccupied with
emotions to receive the intended message. If you don’t like someone, for example, you may have

trouble “hearing” them.

Transmitting Barriers: Things that get in the way of message transmission are sometimes
Communication may be difficult because of noise and some of these problems:

. Physical  Distractions. A !.)ad cellular phone line or a noisy restaurant can destroy
communication: | I, an E-mail message or letter is not formatted properly, or if it contains
grammatical and spelling errors, the receiver may not be able to concentrate on the message
because the physical appearance of the letter or E-mail is sloppy and unprofessional.

». Conflicting Messages. Messages that cause a conflict in perception for the receiver may result in
incomplete communication. For example, if a person constantly uses jargon or slang to
communicate with someone from another country who has never heard such expressions, mixed
messages are sure to result. Another example of conflicting messages might be if a supervisor

report immediately without giving the report writer enough time to gather the proper

called “noise.”

requests a i ;i ? v
information. Does the report writer emphasize speed in writing the report, or ..
gathering the data?

MC2C8 —Business Communication Page 9
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3. Channel Barriers. If the sender chooses an inappropriate channel of communication,
communication may cease. Detailed instructions presented over the telephone, for example,
may be frustrating for both communicators. If you are on a computer technical support help
line discussing a problem, it would be helpful for you to be sitting in front of a computer, as
opposed to taking notes from the support staff and then returning to your computer station.

4. Long Communication Chain. The longer the communication chain, the greater the chance for
error. If a message is passed through too many receivers, the message often becomes
distorted. If a person starts a message at one end of a communication chain of ten people, for
example, the message that eventually returns is usually liberally altered.

Decoding Barriers. The communication cycle may break down at the receiving end for some
of these reasons:

1. Lack of Interest. If a message reaches a reader who is not interested in the messége, the reader
may read the message hurriedly or listen to the message carelessly. Miscommunication may
result in both cases.

2. Lack of Xnowledge. If a receiver is unable to understand a message filled with technical
information, communication will break down. Unless a computer user knows something about
the Windows environment, for example, the user may have difficulty organizing files if given
technical instructions.
3.Lack of Communication Skills. Those who have weak reading and listening skills make
ineffective receivers. On the other hand, those who have a good professional vocabulary and
who concentrate on listening, have less trouble hearing and interpreting Boad
communication. Many people tune out who is talking and mentally rehearse what they are
going to say in return.

4. Emotional Distractions. If emotions interfere with the creation and transmission of a message
they can also disrupt reception. If you receive a report from your supervisor regarding pro o;ge (i
changes in work procedures and you do not particularly like your supervisor, you ma pha
trouble even reading the report objectively. You may read, not objectively, but to find faUI}tr; Yve
may misinterpret words and read negative impressions between the lines. Conseque tl; ou
are likely to misunderstand part or all of the report. Sty you
5. Physical Distractions. If a receiver of a communication works in an area with bright |j hts. ¢l
on computer screens, loud noises, excessively hot or cold work spaces, or phySica] ailn?en:’ 8 tﬁri
receiver will probably experience communication breakdowns on a regular basis, R
Responding Barriers-The communication cycle may be broken if feedback ig unsuccessful

1. No Provision for Feedback. Since communication is a two-way process, the sender ) ; s
for a means of getting a response from the receiver. If a team leader does not pe searc ,
interruptions nor questions while discussing projects, he may find that team membeI:- rmit any
completely understand what they are to do. Face-to-face oral communication g COns'Sdmay not
best type of communication since feedback can be both verbal and nonverbal \;vﬁl’ed the
communicators are separated, care must be taken to ask for meaningful fee dback . en two

2. Inadequate Feedback. Delayed or judgmental feedback can :
communication. If your supervisor gives you instructions in lop
sentences without giving you a chance to speak, you may prete
instructions just so you can leave the stress of the conversation. Be
fully underst]ood the intended instructions, your performance may sizglés: you may have not

interfere with good
& compound-complex
nd to understand the

Types of communication (classification)
We classify the communication into different types as following;

S ———
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1) Intrapersonal communication - it is talking to oneself in one’s own mind
Soliloquies or asides in dramatic work are example of intrapersonal

communication.

2) Interpersonal communication - it is exchange of messages between two p ov= s
Conversation, dialogue, interview etc. are examples of interpersonal
communication.

Group communication- it can be among small or large groups, like an
organisation, club or class room, in which all individual retain their individual
identity.

4) Mass communication- it occurs when the message is sent to large groups, for

I example, by news paper, radio, or television etc.

5) Verbal communication-(details are given in following pages)

6) Non verbal communication-(details are given in following pages)

7) Meta communication- Here speakers’ choice of words unintentionally
communicates something more than what the actual words state. For example 3
flattering remark like “I've never seen you so smartly dressed” could also mean t};at
the regular attire of the listener needed improvement.

8) Formal communication-(details are given in following pages)

9) Informal communication-(details are given in following pages)

10) Electronic communication-(details are given in following pages)

Channels of Communication
Channel of communication means how communication flows from one point to another

point. It may be divided into the foliowing types
Internal Communication,

External Communication

Internal Communication
When the flow of communication is within an organization it is internal communication

It does not include outs?ders. Internal communication helps people to interact in the
mganization to pla_n, organize, staff, lead and control. It is used by all people in the organizatiox;i
at every level. It is Intra-company communication. Internal communication can be furthe
subdivided into the following parts or channels: ;

¢ Horizontal communication

o Downward communication

e Upward communication

3)

Horizontal Communication
It is the communication between people of the same department, or with other
people of the same level in otl:er departments. It is also called cross-wise communication.
Horizontal communication helps in sharing information through meetings, chats, brain
storming sessions and peer-to-peer talk.
Downward communication
When the flow of communication is from the superior level to a downward level it is
called downward communication. When managers pass instructions to subordinates they
he downward channel of communication. Downward communication helps in

are using t ! _ .
ies and procedures, assigning tasks and controlling subordinates.

leading, giving polig :
Upward Commumnication

jcation Er
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When the flow of communication is from the subordinate to the upper level it is called
upward communication. When subordinates submit reports and give information to
managers they are using upward channel of communication. Upward communication
helps in submitting reports, appeals, requests, sharing problems or asking for advice and
guidance. % '
External Communication A

In external communication the flow of information is outside the organization. It is Inter-
company communication. It is used to communicate with vendors, suppliers,
competitors, Government, Consumer groups - and general public. In' ‘external
communication special care and consideration has to be given as it is also important for
the goodwill and image of the company. Legal aspects are also given special aftention
while communicating externally. ! Ml SR AN 4 80 10

R

Differences between formal and informal language;
' N Ry

Formal language ' Informal Language (
(1) It is the language spoken in office, | (1) It is the l_anguage spoken at home or
business and other formal places. with friends. id

(2) Proper and standard words are used. . | (2) Improper words and slangs are used,

(3) It consists of specific purpose words
like  manager, supervisor, owner,
| employer etc. '

(3) It has all purpose words like “boss”
that stands for various personalities.

(4) It is used comparatively less than
informal language.

(4) It is used in daily life

(5) It is used when the speaker is relaxed.

(5) It is used when speaker is in 3 hurry.

The process of communication. OR “Communication is a two way

process of exchanging

ideas or information between two human beings”.
Communication simply means exchange of ideas & information between two
sends a message to another person and gets the response from the receiver on
whole phenomenon can be explained as under.

1. Sender’s thoughts:- ' :

The very first step in the process of communication'is generation of thou
mind. These thoughts may be about a request, order,
activity.

2. Encoding / Message:-

The thought generated in the mind of sender is ambiguous and unable to be communicated
unless it is put into a receivable form. This step is known as encoding where the sender Conve:t
his thought into a message by means of a language. For example, a sender thinks about having :

job. Now, he will put his thought on a paper. That is called job application. In his way. hi
thought becomes a message. ' Y, his
3. Transmission through media:-

mm&m\
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Once a thought is converted into message, it should be transmitted to the receiver through a
suitable: medium. This media might be electronic media as T.V., E-mail, radio etc. or it may be -
print media like newspaper, magazines, letters or merely sound that is transmitted through the

medium of air. s
4. Noise and Barriers:- S

‘While transmitting the information to the receiver, the sender faces lots of barriers. These noise -
and barriers are explained as under:

(i) On sender’s side:- Noise and barriers may take place during the process of encoding. Some of
them may be caused by distraction, lack of concentration, typing mistake, poor language etc.

(ii) Imythe medium:- Some barriers are-caused by medium such as poor transmission on T.V. and
radiq ;rmspnnt:ng in newspapers etc,,: i,

(iii) On receiver’s side:- The receiver can also create certain barriers to the receiving of message
such as poor reading ability, emotions, lack of concentration etc.

5. Decoding by Receiver:- ) -
Having received the message from the sender ‘the receiver attempts to understand and interpret
the message. This process of convesting the language of message into thoughts is known as
decoding. For instance, the receiver, having received job application, reads the application and
understands the message conveyed by the applicant. _ AL
6. Idea Received:- 0 : =
As soon as the process of decoding is- ﬁmshed the idea given by the sender is received by the
receiver. It means the thought that was generated in the mind of sender has been transmitted to
the mind of receiver. In our example, the sender wanted to mform the receiver about his-
thought of havmg ajob. Now the sender has got this 1dea i |

7. Feed back:- I A
Process of communication is incomplete until the receiver responds to the sender. This response
may be negative, positive, or for further enquiry. It means when the receiver of job application
welcomes or regrets the sender, the process of communication is deemed to be complete. This
whole process can be depicted through the following diagram.

Five elements (Factors) of the process of communication;

|+ |ENCODE DECCDE R Eeag |
EENDER | : —___IRECENVER| | s
‘becone | pAe [

~Communication as a process can be understood from the given diagram. A sender

:.encodeS the message, and sends it using a channel to a receiver, who then decodes the message.
The receiver, in turn, encodes his feedback on the message received, and sends it to the sender,

. .which is then decoded by the sender. Different channels or media is used for this transmission of
" message. Noise, in the communication process, refers to any obstruction that hampers the

transmission of the message from the sender to the receiver or the feedback from the receiver to

MC2C8 —Business Communication Page 13
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the sender. Noise here can refer to both the verbal and non-verbal cues, oral and written
communication etc. For instance, language barriers, misinterpretation of symbols used,
incoherent diction and articulation, unintelligible handwriting etc.

Cemmunication is the exchange of ideas between two minds. This process of exchanging idea is
based on following five factors. ‘

1. Sender:-

Sender is the person who initiates the process of communication. He generates an idea in his
mind regarding production invention, innovation, request, order, enquiry etc. So, he is the first
factor of communication process and his function is to generate an idea. Therefore, it is
necessary that the idea should be clear, and convertible into message. For this purpose, the

sender needs to apply his knowledge and imaginative power.
2. Message:-

The idea in the mind of sender is transformed into words that is called message. The sender
decides on the length, style, organization and tone of the message. The message may be
presented in many ways, depending on the subject, purpose, audience, personal style, mood and
cultural background.

3. Media:-

The media of transmission of message are electronic media as T.V., radio, computer and print
media as newspapers, letter, magazine etc. media play a very important role in helping the
receiver's understand the message. A wrongly chosen medium can interrupt the process of

communication; Selection of medium depends upon message, audience, urgency and situation.
4. Receiver:-

Receiver is the person who gets the message from the sender, decodes it, understands it and
interprets it.
5. Feed Back:-

Havinng under.stood the message, the receiver responds to the sender in yes or no or asks further
questions. This process is called feedback.

UNIT II1
FORMAL AND INFORMAL COMMUNICATION

MC2C8 -Business Communication e ————
Page 14
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Formal Communication

Formal communication refers to interchange of information officially. The flow of
communication is controlled and is a deliberate effort. This makes it possible for the information
to reach the desired place without any hindrance, at a little cost and in a proper way. This is also
known as ‘Through Proper Channel Communication.’ AN
Characteristics i
Following are the chief characteristics of the formal communication:
(1) Written and Oral: ' ’ 3 ‘
Formal communication can both be written and oral. Daily works are handled through oral
communication, while the policy matters require written communication. ' L LT
2) Formal Relations: {4 badsl (21 CLUAR
This communication: is adopted among those employees where formal relations have been
established by the organisation. The sender and the receiver' have some sort of organisational
relations. i ‘
(3) Prescribed Path:
The communication has to pass through a definite channel while moving from one person to
another. For example, to convey the feelings of a worker to the manager, the foreman’s help has
to be sought. L
(4) Organisational Message:
This channel is concerned with the authorised organisational messages only and the personal
messages are out of its jurisdiction.
(5) Deliberate Effort:
This channel of communication is not established automatically but effort has to be made for jts
creation. It is decided keeping in view the objectives of the organisation.

.. Advantages

- The formal communication has the following advantages:

(1) Maintenance of Authority of the Officers:

Formal communication maintains constant relations among the superiors and the
subordinates as a result of whom the dignity of the line superiors is maintained. Consequently, it
is convenient to control the subordinates and fix their responsibility which is absolutely needed
for effective and successful control. :
(2) Clear and Effective Communication:

In formal communication, there is a direct contact among the managers and the
subordinates. Both understand the capability, habits, feelings, etc. of one another. Managers
know as to when and under which conditions their subordinates need information. In this way,
this communication is capable of making available timely information. Hence, it is clear and

effective.
(3) Orderly Flow of Information:

The information has to pass through a definite route from one person to another, Hencé,

the flow of information is systematic.
(4) Easy Knowledge of Source of Information:

In this type of communication, the source of each information can be easily located.

Following are the disadvantages or limitations of the formal communication:
(1) Overload of Work:

MC2C8 —Business Communication Page 15
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In a modern business organisation much information, many messages and other things
have to be communicated. Under formal communication, they are routed through a definite
channel and this consumes much of the time of the superiors and thus some other important

works are left unattended.
(2).Distortion of Information:

This method can be a hindrance in the flow of information. Sometimes the distance
between the sender and the receiver is so big that the information has to pass through many

hands and by the time it reaches the receiver it is distorted. Thus it fai :
: . Thus it fails
(3) Indifferent Officers: to serve 1its purpose.

4 dThe off}cers io not pay much attention to the suggestions and complaints of the
subordinates. In such a case a subordinate may come lose hi TR ;

5y S e his faith in th
communication. e effectiveness of

Types of Formal Communication (Channels of Communication)
Formal communication is of two types:

(1) Vertical Communication:

(i) Downward Communication

(ii) Upward Communication

(2) Horizontal Communication.
(1) Vertical Communication

Vertical communication is of the following two types:
(i) Downward Communication: .

A The c.omrrnrlﬁfucatlon b).I top hierarchy with their subordinates is called downward
Commﬁlnlcﬁ_tl?n-d 1s communication includes orders, rules, information, policies, instructions
ch. T e chief a vanta_ge of the downward communication is that the subordinates get us fui
timely information which helps them in their work performance. 5
(ii) Upward Communication:

d'.ThIS 1s ql;llte the. reverse of the downward communication. This flows from the

subOtI: inates tOrtt e Supell'19rs. The subject-matter of this communication includes suggestions
reactions, reports, complaints, etc. This sort of communication hel iors i i

Ay 2N s the superio :
decisions. P periors 1n taking
(2) Horizontal Communication
4 Hf)l‘lZOIltal. communication takes place when two individuals of the same level exchange
mfo.m%atlon. Horizontal communication is used by the same level officers to solve the problems
of sxmllar‘ na_ture' and prqﬁt by the experience of other people. The subject-matter of horizontal
communication .1ncludes information, requests, suggestions, mutual problems and coordinatio
related information. n-
Formal Communication Network

The way in which formal communication is done, is known as formal communicati
network. Formal communication can be done in different ways-it may be v A
communication or horizontal communication. The different forms of formal commu _ert{cal
network have been shown in the following diagram: nication

1.Chain Communication:
Chain communication refers to the communication between a superior and a subgrd;
All the people in an organisation from top to bottom are linked with the help of a Scz:l1 Orglnate.
ar chain ag

———— e e

MC2C€8 —Business Communication
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has been shown in diagram (1). A is placed at the highest rank, B is a subordinate of A, Cis the
subordinate of B, D is the subordinate of C and E is the subordinate of D. ,

1.Wheel Communication: ‘
In this form of communication, all the subordinates of a superior talk to one another through his
medium. The superior works as a hub of a wheel. In the diagram (2), A is the superior and B, C, |
D and E are the subordinates. All the four subordinates communicate through the medium of A.
(1).Circular Communication: '

This communication takes place among the members of a group. Every member of a group
can communicate with the nearest two members. In the diagram (3), A can have communication '
with B and E. Similarly, B can have communication with A and C. The same applies to all the
members of the group. In this case the communication moves at a slow speed.

(1).Free Flow Communication:

This form of communication also takes place among the different members of the group.
Its special feature is that every member of the group can talk to all the other people in the group.
This has been clarified in diagram (4). A can talk directly to B, C, D, E. In the same way B can
talk directly to A, C, D, and E. The same applies to all the members of the group. In this case, the
communication moves at a rapid pace.

(1) Inverted 'V’ Communication:
In this form of communication, a subordinate is permitted to communicate with the boss of

his boss. In this form of communication the messages move at a rapid speed, fn the diagram (5),
C and D are the subordinate of B who, in turn, is a subordinate of A. Here C and D can talk
directly to A who happens to be the boss of B.
Informal communication

It refers to interchange of information unofficially. This communication is based on
informal relations (like friendship, membership of the same club, the same place of birth, etc.)
and, therefore, is free from all the organisational formalities. 3

The exchange of informal messages usually takes place on the occasion of community
meals, social occasions, parties, etc. On such occasions, the superiors gather such information
from their subordinates as may be difficult to get through formal communication. Such
communication includes comments, suggestions, etc. >

Under this, communication takes place through gesticulation, moving of head, smiling
and by remaining quiet. For example, a superior wants to complain against his subordinate to’
his higher officer and at the same time he is afraid of giving it in writing. This can be conveyed to
the higher officer through informal communication, say during the course of a conversation.

Informal communication is also called grapevine communication because there is no’
definite channel of communication. Under it some information passes through many individuals
and covers a long distance making its origin obscure. This is exactly like a grapevine where it is_
difficult to find the beginning and the end.
Characteristics
Informal or grapevine communication has the following characteristics:

(1) Formation through Social Relations:

This communication is born out of social relations who mean that it is beyond the
restrictions of the organisation. No superior-subordinate relationship figures therein. A more
sociable superior can gather much information through this channel.

C2C8 —Business Communication
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(2) Two types of Information:

Through this communication, information about the work and the individual can be
collected.

(3) Uncertain Path:

Since it is beyond the restrictions of the organisation, it follows no definite channel. Lik
jgrapevine, it moves in a zigzag manner. TR

(4) Possibility of Rumour and Distortion:

Responsibility for the true or false nature of communication does not lie on any individual
and, therefore, not much attention is paid to its meaning while communicating. Con e
the rumours keep floating. ! Asdtently

(5) Quick Relay:

Informal communication makes news spread like wildfire. Not only this, people st i
something of their own which sometimes changes the real meaning of the communi Ty adding
Advantages " ot

The informal channel of communication has the following advantages:
(1) Fast and Effective Communication: '

Under this communication, the messa i

; ges move fast and their effect j

the people. §¢t 15 equally great on
(2) Free Environment:
Informal communication is done in a free environment. Free environment mean
no pressure of any office-big or small. The reactions of the employees can easily b A
(3) Better Human Relations: y be collected.
Inforn.lal communication saves the employees from tension. Freedom from tens;
establishment of better human relations. This also affects the formal communj R helps the
(4) Easy Solution of the Difficult Problems: el
There are many problems which cannot be solved with the help of formal commupniceas:
is more free.edom in informal communication which helps the solution of diffic lumcatlon. There
(5) Satisfying the Social Needs of the Workers: uit problems,
E.verybo'dy wants good relations with the high officers at the place of his work
give Satlsfa('Ztlon to the employees and they feel proud. But this can be po iy Such relations
help of the informal communication. PR only with the
Limitations
The defects or limitations of the informal communication are as under:
(1) Unsystematic Communication: ‘
hiis communication is absolutely unsystematic and it is not necessary that j
the person concerned. Information reaches
(2) Unreliable Information:
Most of the information received through this communication is und
important decision can be taken on its basis. Ndependable apq no
Difference between Formal and Informal Communication

1. Formal communication is communication that takes place through
channels. Whereas informal communication is communicati gh the formg] official
passing the formal channels fon that takeg place b
2 Formal Communication_is not flexible but Informal communicatiop ; Y
3 Formal communication is totally controlled by the management (;‘ is flexible,
communication cannot be controlled by the management. - Yn other hapq informal

MC2C8 —Business Communication
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4. Informal communication has documentary evidence. Informal communication has no
documentary evidence.

5. In Formal communication official discipline is strictly maintained, but in informal
communication Official decorum and discipline are not followed.

6. In case of formal communication secrecy can be maintained. Here in
informal communication maintaining secrecy is very difficult.

g2 Formal communication is time consuming. But in case of informal
communication Less time is taken for transmitting information.

8. Formal communication is expensive where as informal communication is less

expen sive than formal communication.

In case of formal communication, there is almost no chance of misunderstanding.

In informal communication due to lack of control misunderstanding can takes place.

10. In formal communication official discipline is maintained chance of mistakes is
very low. On the other hand, in case of informal communication strict rules are not
followed, there for possibility of mistakes is very high.

Business Writing Principles or Seven C’s in Business Communication

1. Correctness:

Normally it is assumed that correctness only refers to spelling, punctuation and grammar etc.

but business Communication is something more than that. Following guideline should be

considered for achieving correctness.

Use the correct level of language

Include only accurate facts and figures.

Maintain acceptable writing mechanics.

(a) Use the Correct Level of Language:

There are usually three levels of language that is formal, informal and sub-standard. Informal
level of language is the language of business letters, memos and reports. Formal language is used
for writing research papers and legal documents etc. Sub-standard level of language is not used
in any type of communication because it either refers to the street language or unacceptable
language.

(b) Include Only Accurate Facts and Figures:

The writer of a business message should specifically be careful when he is quoting any fact or
figure. The situation is more critical when the reader relies on the accuracy of facts and figures.
An incorrect figure may lead even to the loss of customer, because customer might feel that he is
not dealing with business like people. For example if a bank manager provides a wrong balance
figure to his account holder, the result might be disastrous for the bank.

(c) Maintain Acceptable Writing Mechanics:

Writing mechanics include a number of considerations. For instance, use of grammar rules,
Sentences structure, composition, punctuation, spelling and all other considerations.

2. Conciseness:

With the advent of information revolution, business messages are getting short day by
day. This is because of huge inflow and outflow of messages on daily basis. Therefore,
conciseness is a prime requirement. Following points should be considered for achieving
conciseness.

Omitting trite expressions.

Avoid unnecessary repetition.

Include relevant facts.

(a) Omitting Trite Expressions:

o

-w
e 0 e ————— e e e
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Trite expressions are also called clichés or stereo typed expressions. They are usually longer,
formal and relatively meaningless because of over use.

- Example:

Trite: In accordance with your request of recent date, we are enclosing herewith our cashier’s
cheque in the amount of Rs 20,000, representing a withdrawal of said saving A/c. No. 359s.

:~Improved: According to your request of April 25, cheque of Rs. 20,000 is enclosed.

(b) Avoid Unnecessary Repetition:
Skilful business writers avoid unnecessary repetition by rewording their message and trying to
reduce it by almost 50%. In other words first draft of the message is never final and it always
requires a second reworded reduced draft before dispatched to the receiver.
Example:
Wordy: I have your letter of October 14 and wish to say that we will be glad to give you a refund
for shirt you purchased here last week.
Improved: You can avail refund for the shirt you purchased last week.
(c) Include Relevant Facts:
.Relevant facts refer to those necessary facts which should be present and should never be
- compromised for achieving conciseness.
3. Clarity:
Clarity refers to a clear understanding of the message by the receiver. In other wor
should not face any problem in getting the meaning of the messa
achieved by the following techniques.
Choose words that are short, familiar and conversational.
Construct effective sentences and paragraphs.
Achieve appropriate readability.
Include examples, illustrations etc.
(a) Choose Words that are Short, Familiar and Conversartional:
The vocabulary of English language is so rich that a number of words are Possible for 3 s;

: ion. In today’s business English, analysts suggest that it’s bett a single
OSSR L SR et VFAIEHES seantoRuselsuch: words.in
business writing, which are normally used in day to day conversation. Therefore, it ; I
better to avoid difficult and high sounding words. » 1+ 18 always
Example:

The bank statement shows an Overdraft of Rs. 10,000.

The bank statement shows an excess withdrawal of Rs. 10,000.

(b) Construct Effective Sentences and Paragraphs:

The number of paragraphs for a business message should not exceed more thap 3-

Within one h, number of sentences should not exceed more th 8 4 paragraphs.
(s paragraph, an 3-4 Sentence d

within one sentence, number of words should not exceed more than 12-15 words, Hoq

(c) Achieve appropriate Readability:

For achieving readability FOGINDEX' is calculated. The calculation is given below

Formula: :

Word Count 110

No. of sentences 7

Average sentence length (110 + 7) 15.7 (a)

Hard Words 13

% age of hard words (13 + 110 x 100) 11.8 (b)

Total of ‘@’ and ‘b’ 27.5

Multiplier (27.5 x 0.4) 0.4

MC2€8 -Business Communication ——
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FOGINDEX =1
If the answer of Fog Index ranges between 10 andis, this means the message is readable by a
person having average educational background the answer exceeds the mark of 15, this means to
understand the message, some higher educational qualification is required.
(d) Include Examples, Illustrations etc.: v
Examples and illustrations work as supplementary tools for the writer. Examples help the reader
to understand meaning of the message.
4. Completeness: -
It is not necessary that all seven C’s could be applied to all types of business messages. The ‘C’ of
completeness should be kept in mind especially giving replies to inquiries and WI‘ltlIlg
adjustment letter. Following points are considered for the ‘C’ of completeness. ¥
Answer all questions asked. ¢ '
Give something extra when desirable. ‘
Check for five W’s.
(a) Answer all Questions Asked:
If in the product related inquiry the prospective customer has asked four questions, it is much
necessary to answer all the four questions. Even if a single question is missed and not answered,
the inquirer is having all the reasons to believe that the person giving reply is a careless person
or he is not interested in answering the questlons or there is something wrong which he is
willing to hide.
(b) Give Something Extra When Desirable:
Normally a good marketing technique applied by managers is to offer something extra apart
from original questions asked. This something extra may be the point of sale for the producer
because customer would like to buy from such a manufacturer who is offering something extra,
which others are not offering.
(c) Check for 5 W’s:
Five W’s to Who, What, When, Where and Why. For example to order merchandise, we should
make clear What we want, When we need it, Where it is to be sent, How the payment will be
needed.
5. Concreteness:
Concreteness adds conviction to the message. It is easy for the reader to believe on concrete
messages. Concreteness also increases credibility of the sender of message. Following points
should be considered for achieving concreteness.
Use specific facts and figures.
Put action in the verb.
Choose vivid image building words.
(a) Use Specific Facts and Figures:
Use of fact and figures play a vital role especially when describing a product or service.
Example:
General: These brakes stop car within short distance.
Speciﬁc: The hydraulic pressure brakes stop a car with a distance of two feet as soon as they are

applied

put Action in the Verb:

(b)

’M—
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The basic function of the verb is to describe action of a noun or pronoun. Therefore, care should
be taken that the action should always be represented by verb and an action is found in a noun,
it should be converted into verb.

Example:

Noun: They held meeting in the office.

Verb: They met in the office.

(c) Choose Vivid Image Building Words:

Vivid image building words are generally used for creating an impression upon the reader, so

that the reader should start building an image of the product or service in his mind. Such words
are used in sales and sales promotion letters.

Example: This is a very good computer.

The P-IV 800 MHz, 20GB HD, 64MB RAM, 500 MB CACHE, Intel genuine processor, in ATX
casing is a computer of new millennium.

6. Consideration: 25t

Consideration refers to giving importance to the other person whether he is a reader audience,

spectator or listener. For achieving consideration following points are considered.
: You attitude

Show readers interest
Apply integrity in the message
Emphasize the positive

(a) You Attitude:

You attitude means writing a business message from the point of view of the customer or at

least showing that the customer is very important.

Example:

I - Attitude: We allow 5% discount on Cash Payment.

You - Attitude: You can enjoy 5% discount on Cash Payment.

(b) Show Readers Interest:

People are basically selfish in their nature. They are only interested in themselves and they
always look for some material benefit. Therefore business messages should always be drafted in
such a manner to offer something to the customer, which is of interest for him. Mind it
customers are not interested in the producer or service provider. Their focus of concentration is

their own self. A customer will be a loyal customer, if he is obtaining some benefit on a regular
basis.

(c) Apply Integrity in the Message:

Integrity refers to character in the business message. This would come by being honest and
truthful with the customer. Never make such a promise, which can be fulfilled never give false
hopes to the customer and also never bluff the customer.

(d) Emphasize the Positive:

Most of the statements even in business messages could be written from angles. One is the

positive angle and the other is the negative one. It is always better to highlight positively rather
than negatively.

Example:
Neg_aFive: We do not refund if the refund item is soiled and unsalable.
Positive: We do refund if the returned item is clean and saleable.

7. Courtesy:

MC2C8 ~Business Communication
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Surviving in today’s business world requires court
discourteous producer or service provid(i_r cannot suecfz,eeoél iflh :hg al)riy(;i,spfr‘:::l:ir %"1 se!ler. A
famous slogan of ‘Customer is always right’ invented. To achieve court fe A V.Vhy
should be considered. esy following points
Be tactful.
Omit expressions that can irritate.
Answer/mail promptly.
Grant and apologize.
(a) Be Tactful: .
Tact means handling customer wi i ; R
X e e mga A, th a right technique. Othermse, if customers are not handled

Example: -
Tactless: Your letter is not complete I cannot understand it.

Tactful: If I understand your letter correctly, you want to say that
(b) Omit Expressions that Gl linitatess - dlR. b v b 0 |
[rritating expressions are disliked by all and customers are not any exception

) i)
M

T

Example:
You have failed

You have no choice
You neglect
You claim that
(c) Answer [ Mail Promptly:
It is a matter of business courtesy that all mails sh
y ; ; ould be answe
give an impression that the manufacturer is not interested in the 50 promptly. A ese ERll
(d) Grant and Apologize: chstomer,
It is always advisable to give some favour to th :
! £ € custom : . A
is committed, it is better to apologize. er if he asked for it, and if some mistake

F
: P
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UNIT IV
BUSINESS LETTERS

True ease in writing comes from art,
not chance, As those move easiest who
have learned to dance.

-Alexander
Pope

Aletter is a written message from one party to another containing information. Letters
guarantee the preservation of communication between both parties. They bring friends or
relatives closer together, enrich professional relationships and provide a satisfying mean of self-
expression. Letters contribute to the protection and conservation of literacy, which ig the ability
to write and read. Letters have been sent since antiquityand are mentioned in
the Iliad by Homer (lived around 7th or 8th centuries B.C.). Works by both Herodotus and
Thucydides, also mention letters.

Letters can be used for internal communication but are mainly used for external
communication. The personnel departments to inform workers of wage rises, promotion or
redundancy and disciplinary procedures will often use them. They provide written means of
communication and can also include diagrams. Depending on how the message is sent, it will
take a certain amount of time to reach the recipient, e.g. if it has to be delivered abr ’
airmail, it can take longer than delivering it from London to Leicester. This can alg

what class stamp the letter is being sent through. If it is through first class it
recipient much quicker.

The advantages of letters
o provides written communication
o visual information is included
e canrange from one to many pages
» doesn’t use any electronic means so is a lot cheaper
e awritten record of the message will be kept
o the message is communicated in written format and therefore should be unambiguoyg
» can contain detailed information such as figures
o enables long distance communication to take place
The disadvantages to this method
o can take time to deliver
o can be lost

o not 100% sure of security , can easily be opened and read or sent to the wrong address

o Takes time to produce letter and can be inconvenient if an urgent message has to be
delivered

o No guarantee or assurance that message has been received unless feedback has occurred

o If recipient does not understand any information, then they have to reply to the message
stating the problem and then wait for another message reply from the sender.

_“
WICICh=pismess Commurlieation | LT T IR DR e
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The channels of communicati
. nication are usually restricted
AN . : y restricted as they are normall
=5 Carlessl otherw1$:e stated. This ensures that the information goes t)c’) addH?SSEd o
writt.en 3 11 a ;o F:ontrlbute to the confidentiality and security of infor S_PeCIﬁEd ey
ormally if it is between organisations but they can also be informal ifmation. Lfitters e
sent to a friend.

Business letters
The letter that contains busi
siness related issues and i i
information is called busi
usiness

f)rfcomm.eraal.letter.. It refer§ to the letter in which business people or

information with various buS{ness firms, customers, suppliers, employee lfemon.exchange

companies, govern.rnent agencies, business associations with ail,ned at SY 1].S, anks, insurance,

obtaining information, placing orders, making inquiry etc and other rel edl.ng or buying goods,

Some important definitions of business letter , reatec SSUSS;

Acc-ordlng to Hanson, “The %etters which are exchanged among busi

business affairs are called business or commercial letters.” : ipessmeRwguuscted with

According to M. Omar Ali, “Any letter designed and directed to the exch i :

connected with trade and trade related activities is known as a business lett ange of information

: : “ 3 > ess letter.”

ACCOI‘dlI:lg ?o W J. Westf’m, Business letter is the process of acc lishi :

transaction in written form. omplishing a business

So, Business l‘etter refers to formal written letter where business related issue ;

exchanged with the suppliers, customers, clients, banks, insurance Co‘:;; an_d information is
’ anies, government

agencies or other external parts of the organization.
Essentials of a good business letter

The following are some of the important characteristics :

1. Well defined objectives: of a business letter.

There is an old saying an aimless ship never able to reach the destination. I f
on. In case o

business letter-a letter without specific objectives i
jectives is meaningless. Th
. Thus to be effective

business leaders need to have well defined objectives

Contact information:
The header of the business letter includ
es the senders nam
e, phone number, addr
s ess and

email address, which may be left or right justi
} ght justified or centred
follo?vefl by the date the .letter was sent, which in turn is follc?\fvle:lebtolt)hof ‘Ehe page. This is
The inside address contains the recipient’s name, job title and  tsyansidgaddress.”
3. Benefits: ; and company address.
Discuss the benefits offer to the receiv
; ; er or customer bef I
1nf0rmat19n. B.eneﬁts‘ to the customer could be tangible, Sui}? : :;:innuts-and_bolts ba.sic
more chqlces in service packa}g.es or intangible but still more ChOiCesg money and having
or intangible but still valuable, including gaining peace of mind in service packages,

4. Brief description:
Any business letter must be short. The significance of a short letter is that th
e person

reading the letter must understand the significance of the letter in the mini
lines. This is usually done in order to save time and energy of th I the minimum possible
Definite structure: e receiver of the letter.
The structure or main text of a business letter is typically divided into th )
introduction, the body and the closing. Introductory paragraphs (}’lt EEe sections: the
explain the Jetter’s intent. The body should elaborate on that intepnt a;dou ; l?e prick And
and statistics, descriptions and or explanations. The closing should th;?liytlg;lud? f.acts
recipient

Page 25
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for his time and include a “call to action,” which indicates the next step in the
communication process, such as a phone call or a scheduled meeting. i
6. Positive approach:

The writer has to be optimistic regarding the achievement of the goal. Thus throughout
the letter a positive tone must be present. Positive approach not only helps to convince
the reader but also express the confidence of the writer.

7. Courtesy:

The tone of the letter is another very important aspect of the letter. The letter must
sound polite, courteous and firm. The letter should also sound convincing the must have
a polite tone.

8. Coherence:

Factually the business letter must be relevant and the facts and thoughts should be

presented in a very systematic manner.
9. You-attitude:

To ensure effective writing the writer should put himself or herself in the reader’s lace
and then try to realize how the reader will respond to the letter. The ‘you attilzud &
emphasis on the readers rather than the writer. Example of you-attitude is as follows: |
we attitude: I will give you a 10 % discount. You-attitude: You can get a 10 % e

10. Clearness: _
A business letter must be readable and clear. If the reader of a business letter faj]
understand the message, it will matter little to him. So the messages of the lett e
clear in meaning. er must be
11. Relevance:

One of the important qualities of a business letter is relevance. The writer of a busi
letter should avoid the irrelevant matter that can vex the reader’s mind. g N
words should be avoided. + 90, Unnecessary

12. Simplicity:

A good business letter should be simple and easy. The writer of a businesg 1
use simple language in drafting a letter so that the reader can easily dEtter Ahgud
meaning and significance of the letter. ¥ understand the

13. Free from error:

A business letter should be free from all kinds of errors. So, the writer should b
spelling, grammatical sense and letter style in drafting a business letter. T L

i4. Appropriate timing:

Appropriate timing is one of the important qualities of a good business Jett
must be sent and replied at the most appropriate time. er. All letters

15. Clear concept:

If the writer does not have a clear concept about the subject matter then ke

difficult on his or her part to make the subject matter understandable tq h T belvery
16. Evaluation of the reader’s position: the reader,

This is perhaps the most important thing that should be taken into considerat:
an effective letter. The attitude, cultural and religious background, educat; eration to draft
of understanding etc. If the reader is likely to be different from those of thlonal' level, level
why to be successful the writer must try to get an idea about the afg e Thateds

resaid
reader. aspects of the
17. Accuracy or correctness:

discount.
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There is nothing painful than i

? preparing a letter with wr i :
achieve the goal but also detrimental for the goodwill ?n}% A
message must be ensured. of the firm. Thus correctness of the

18. Completeness:
It means messages should b
e presented in such a wa
y that helps the reader to
understand

what the writer actuall
y wanted to conv
confusion but also can dam Srplitomplred e
a1 . : ges not onl

bt g mutual relationship. g

To convince the reade i

ro i
Ry ‘ r to motivate him or her to do some f: i
ot asvaoie, avour business letters must

20. Use of simple language:
To be effective business letter sh
ould avoid the use of di
ifficult words and j ’s. Si
jargon’s. Simple

and plain language should be used to clarify the message

Business letters are a formal means of communicati
i * tion.
lr)gc;;rilet r‘:s ;g(elyr;?)%?ie: by rfEad_ers. They include the date 2ncrlr };(ei}crlrtz‘sleo? l)sghfo}rlmat TN
Business letters afe pro e.SSIOHal record of correspondence that b ) 7 sender' 2t
generally printed on company stationery and are h s kept ndefinitely:
They are n-mst often ser.lt. through a postal service, though the Cr: gnd'S‘gned l?y the author.
some consider letter writing a lost art, it remains an importan)t, m:diuemhzrf‘(il'd.ehvired. While
oing business all

over the world.

PUI‘POSCS
here are many reasons for creating a i
| g nd sendlng busin
ess letters. People Vi
. P de elop sales

tters, bUSifzisfreP;FOPO(ialS an.d invitations to functions to send to associates. Oth
for sel)r(\)z?cezn:rel;llc[i;::l:egers O(fl_mtroduction, requests for apl;ro‘:alezgza;sgg.for
e e applicantsr OCrre it. There are also business letters that providmg,
ods such as electroni il proposals. Business letters are typically used w
ic mail or phone calls are too casual for the situati}(’a i e

le
this type of

appreciation
formal means
informal meth

Effects
The effects that vario i
us business letters can have on their audience are as varied
aried as their

oses. For inst'ar}ce, many letters are written to persuade someone to d i

h advertlslng a new Product or service that a small businessoha0 s g

le to action. For instance, a company leader might draft a is 4 (;ffer. R

her employees to meet a particular business goal for thpe eyceiu? Cii)ll;reislpctmdence
; etters are

explaining a particular process.

purp
sales pitc
can call peop
meant to inspire
meant to instruct by

Personal Medium
Communication through letters is a personal
act even when the writi
itings are formal wi
ith a

!gusmess_ propose. These pieces are generally addressed to a specific i
information Or make an appeal. The writer speaks directly to his audi i provigs
organized manner. The tone is respectful and often inviting and encolenc'e il th(?l.}ghtful ar
can be dealt with in a private business letter that allows for tact and erﬁraglﬁlg' Se.n51t1ve R
of communicating allows for the reader to think before responding unlli)lat el b
of com A ! ke a phone call or face-
The term “business Jetters” refers to any written communication that begins with
ature and whose contents are professional in nature gHistgitcaﬁysaLlLta'tion’
. , business

ends with a signa! . :
s were sent via postal mail or courier, although the Internet is rapidly changing th
g the way

Communication
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businesses communicate. There are many standard types of business letters, and each of them
has a specific focus.
Types of Business Letters -

Letter writing is a prized skill in the world of work. The higher you advance in your career,
the more you will need to write letters. Letters are more formal and official than other types of
business communication. They offer personal, verifiable authorization. Unlike e-mail, letters
often must be routed through channels before they are sent out. Letters are the expected
medium through which important documents such as contracts and proposals are sent to -
readers.

There are four basic types of business letters: inquiry letters, special request letters, sales
letters, and customer relations letters. Business letters can be further classified as positive,

neutral, or negative. Inquiry and special request letters are neutral, sales letters are positive, and
customer relations letters can be positive or negative.
1. Business Inquiry Letters v

An inquiry letter asks for information about a product, service, or procedure. Businesses
frequently exchange inquiry letters, and customers frequently send them to businesses. Three
basic rules for an effective inquiry letter are to state exactly what information you want, indicate
clearly why you must have this information, and specify exactly when you must have it.

Inquiry letters ask a question or elicit information from the recipient. When composing

this type of letter, keep it clear and succinct and list exactly what information you need. Be sure
to include your contact information so that it is easy for the reader to respond.

MACO TR B T e B T T T e ————————
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UNIT V
OFFERS AND QUOTATIONS

OFFERS
In business, it is essential to enter into various agreement and contract with oth R
ers suc

as suppliers, bankers, employees, trade partners, government, trade unio : q
an offe‘r letter contain a proposal to sell or' buy a specific pr’oduct or serrxllsi s lél busmgss,
conditions. an offer letter may give promise to supply or to sell or to buy or tcelurl iy SpeCl.ﬁC
goods or services to or from other parties. simply, here, one party ma}l;es 0 lease or to hire
othe.rs. As per The Indian Contract Act, 1872, “A person is said to have mad tphr ‘et o
he signifies to another his willingness to do or to abstain from'doing a i' : Pfoposal. when
obtaining the assent of that other to such act or abstinence.” YA RSt

there are various types of offer
a. Specific Offer- -~ ;
A specific offer is one which is made to a definite X
! : person or particular
specific offer can be accepted only by that definite person or that particulaliiggpo(ffligrss(:)r:. tA
s to

whom it has been made.

b. General Offer-
A general offer is one which is not made to a definite person, but to the world at large or publi
ic

in general. A general offer can be accepted by any person b i
case of general offer, the contract is made with gell?son whg, Ifl‘l;giixl'lhgnfh:‘hlirltsx;lscl()f A
comes forward and acts according to the conditions of the offer. i edge of the offer
c. Standing offer/open offer/continuing offer-
An offer of a continuous nature is known as ‘standing offer’ A standi o
tender. Example X Ltd. rquir(.es' a large quantity ofgcertain gooilnsdcll?iiggetrhl: i themgtue (.)fa
ertisement inviting tender in the leading newspar-r Z submitlt2 clln(;lnths period
supply those goods at a specific rate. Z's tender is accepted ¢ approved I\eI the ,tender to
becomes a standing offer. Each order given by X Ltd. will be an acccptance of t.h ow, Z’s tender
An offer may also be defined in the context of employment c:ommunicatione (i)gfer."J i

. 1e. "Job offer

and gives an adv

letter”.

Quotation :
A Quotation 1s a business offer made by a seller to an interested Buyenitaticallioeis
ell certain

oods at specific prices and on certain terms and conditions. It i
f)rospectivg buyer. Hence, the quotation letter should be pre;)ta;sec{a Zglr)el?uﬁy tli‘e s}»leller to the
should contain information on all points mentioned in the inquiry letter y by the seller. It
The seller should send the best possible quotation so that it induées the b
e basis on which the interested buyer decides whether to iu; yoirnt;)tplace an

order because it is th
courteous and concise.

The quotation must be clear,

Contents of Quotation
The quotation may contain the following points :-

1. Details about quality of goods offered for sale.
Details about quantity of goods offered for sale.
Type of quotation.

Sale price per unit of the commodity.
Term of payment like Cash or Credit, trade discount, cash discount and other allowances

RNV

if any.

~Busil jcation
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6. Time, mode and place of delivery.

7. Details of duties, Octroi, etc., payable.

8. Details of packing, labelling, insurance, etc.

9. Net price payable. '

10. E and O.E. (errors and omissions expected)
Kinds / Types of Quotations
Following are the main kinds or types of quotations :-
a. Loco Price Quotation

loco means 'On the spot'. Therefore, the loco price refers to the cost of goods at the factory or
godown of the seller. This is the lowest price quotation.
b. Station Price Quotation

Under this quotation, seller's responsibility is to send the goods to the nearest railway station
from his warehouse. It includes the cost of carriage of goods to the station.
c. Free On Rail (FOR) Price Quotation
Free On Rail (FOR) price quotation covers the expenses of carrying the goods to the railway
station nearest to seller plus the loading expenses, freight and unloading expenses are to be
borne by the buyer. FOR price quotation = Station price quotation + Loading Charges
d. Cost and Freight (C & F) Price Quotation
Cost and Freight (C & F) price quotation includes the cost of the goods and all the expenses like
carriage to the seller's nearest station, dock and loading charges and freight. Expenses like
insurance, unloading and cartage to the buyer's place are to be borne by the buyer.
C & F price quotation = FOR price quotation + Railway Freight.
e. Cost Insurance and Freight (CIF) Price Quotation
There is a risk involved in transporting goods and this risk is covered by insurance. So, the price
includes cost of the goods plus carriage upto seller's nearest station, loading, freight and
insurance charges. CIF price quotation = C & F price quotation + Insurance.
f- Franco Price Quotation
Franco price quotation is the highest price quotation. the goods are delivered to the buyers at
their door-step. The buyer is relieved from the tension of transporting goods from the seller's
warehouse to his own warehouse. Franco price quotation = All expenses upto the buyer's
warehouse.
g. Free Alongside Ship (FAS) Price Quotation
FAS price quotation = Loco price quotation + cost of carriage of goods upto the harbouyr nearest
to the seller.
h. Cash With Order (CWO) Price Quotation
In Casl} With Order (CWO) price quotation, the buyer has to send cash along with the order
otherwise, the order may not be executed. 2
i. Cash On Delivery (COD) Price Quotation
In Cash On Delivery (COD) price quotation, the buyer has to
delivery of the goods ordered by him.
Sales Letters

A sales letter is written to persuade the reader to buy a product :
cause, or participate in an activity. No matter what professioz yoril are in,, gi;;ge?allce) lsuppor't a
valuable skill. To write an effective sales letter, follow these guidelines: o8 letters is a
(1) Identify and limit your audience. .

(2) Use reader psychology. Appeal to readers' emotions, pocketh
focusing on the right issues. ¥ ook, comfort, anq S0 on by
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(3) Don't boast or be a bore. Don't gush about your company or make elaborate explanations
about a product.
(4) Use words that appeal to readers' senses.
(5) Be ethical.

‘ Typical sales letters start off with a very strong statement to capture the interest of the
reader. Since the purpose is to get the reader to do something, these letters include strong calls
to action, detail the benefit to the reader of taking the action and include information to help
the reader to act, such as including a telephone number or website link.

The "four A's" of sales letters are attention, appeal, application, and action. First, get the
reader’s attention. Next, highlight your product's appeal! Then, show the reader! the product's
application. Finally, end with a specific request for action! ' ARSFRRRM

In the first part of your sales letter, get the reader's attention by asking a question, using a
"how to"'statement, complimenting'the reader, offeringa free gift, introducing a comparison, or
announcing a change. In the second part, thighlight' your product's allure by appealing to the
reader's intellect, emotions, or both. D'onft‘ 'fose the momentum you have gained jwith your
introduction by boring the reader with petty details, flat descriptions; elaborateinventories, or

trivial boasts. In the third part of your sales letter, supply evidence of the value of what'you are

selling. Focus on the prospective customer, not on your company. Mention ‘thei cost' of your
product or service, if necessary, by relating it to the benefits to the customer. In the final section,
tell readers exactly what you want them to do, and by what time. "Respond and be rewarded" is
the basic message of the last section of a sales letter. 1
Customer Relations Letters

These deal with establishing and maintaining good working relationships. They deliver
good news or bad news, acceptances or refusals. If you are writing an acceptance letter, use the
direct approach-tell readers the good news up front. If you are writing a refusal letter, do not
open the letter with your bad news; be indirect.
a. Follow-up Letters. A follow-up letter is sent to thank a customer for buying a product or
service and to encourage the customer to buy more in the future. As such it is a combination
thank-you note and sales letter. Begin with a brief expression of gratitude. Next, discuss the
benefits already known to the customer, and stress the company's dedication to its customers,
Then extend this discussion into a new or continuing sales area, and end with a specific request
for future business. '
b. Complaint Letters. this letters communicates the inconvenience or problems faced by
customers or consumers or stake holders after purchasing, availing, or consuming of product,
service etc. These require delicacy. An adjustment letter is normally sent in response to a claim
or complaint. If the adjustment is in the customer’s favour, begin the letter with that news. If
not, keep your tone factual and let the customer know that you understand the complaint. The
right tone will increase your chances of getting what you want. Adopt the "you" attitude. Begin
with a detailed description of the product or service you are complaining about. Include the
model and serial numbers, size, quantity , and colour. Next, state exactly what is wrong with the
product or service. Briefly describe the inconvenience you have experienced. Indicate precisely
what you want done (you want your money back, you want a new model, you want an apology,
and so on). Finally, ask for prompt handling of your claim. '
c. Adjustment Letters. Adjustment letters respond to complaint letters. For an adjustment
letter that tells the customer "Yes,” start with your good news. Admit immediately that the
complaint was justified. State precisely what you are going to do to correct the problem. Offer an
explanation for the inconvenience the customer suffered. End on a friendly, positive note, For

. . oLna T e————— =S
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adjustment letters that deny a claim, avoid blaming or scolding the customer. Thank the
customer for writing. Stress that you understand the complaint. Provide a factual explanation to
show customers they're being treated fairly. Give your decision without hedging or apologizing.
(Indecision will infuriate customers who believe they have presented a convincing case.) Leave
the door open for better and continued business in the future.
d. Refusal of Credit Letters. Begin on a positive note. Express gratitude for the applicant for
wanting to do business with you. Cite appropriate reasons for refusing to grant the customer
credit: lack of business experience or prior credit, current unfavourable or unstable financial
conditions, and so on. End on a positive note. Encourage the reader to reapply later when his or
her circumstances have changed.
Order Letters

Order letters are sent by consumers or businesses to a manufacturer, retailer or
wholesaler to order goods or services. These letters must contain specific information such as
model number, name of the product, the quantity desired and expected price. Payment is
sometimes included with the letter.
a. Purchase Order Letter is a document that confirms to the seller that the customer in a

specified time frame requires a particular quantity of the product. Nowadays one company to

the other confirming the order, which is generally a bulk order, writes Purchase Order Letters or ]

it is written by an individual to a company again in the case of placing a bulk order.
Dos And Don’t’s of Purchase Order Letter
o A Purchase Order Letter should be written as soon as the decision for the
been made
- o The company with whom the order is being placed should be
execute the order
o The letter should clearly indicate the product code or item number,
quantities being ordered
+ o The date when the Purchase Order Letter is being generated is i
that identifies when the order was placed 515 XS Hportant because
o If the order is being placed by a company then it usually should be in
format
o The Purchase Order Letter should also indicate the date by
be executed or delivered
o The mode of delivery of the material should also be identified in the letter
o The letter should also carry the mode of payment by which the payment Wwill be made

o If any advance has already been paid against the order, it must be . ;
Purchase Order Letter mentioned in the

o The address where the order has to be delivered should be ve
letter along with a‘\ﬂny landmarks, if any, to locate the address
o The Purchase Order Letter should give the details of the costin i
taxes, etc so that there is no confusion while making the Paymentg of the price Including
o The name of the company or dealer with which the order is being placeq
clearly written on the letter to avoid any miscommunication of details should pe
o There is no scope for any grammatical or punctuation errors in the P
"o The contents of the letter must be carefully read through to ensure
have been correctly mentioned

o The Purchase Order Letter should ideally be typed but the si
gnatory sh
sign it 1. 2oguld Personally
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5.b. Order execution letter: :

The letter through which the seller informs the customer that the ordered goods have
been delivered is called order execution letter. Once seller receives order from customer, he can
accept or reject it. Whether the order is accepted or rejected, the seller must inform it to the
customer. When the seller accepts the order and delivers the ordered items, he writes the order
execution letter. The purpose of writing this letter is to inform the customer about the date of.
delivery, mode of transportation used, the probable date at which customer will get the
shipment and the total price. The invoice is usually enclosed with this letter.

Contents of order execution letter
Generally, and order execution letter conations the following points:
= Reference number of order letter with date
= Name, brands and quality of products
Quantity of products
= Date of delivery of goods ’
= Expected date of reaching goods to the buyer’s address
= Nature of packing of goods
» Transportation used for delivering goods
= Total price of the products and
Expected date and mode of payment
5.c. Order cancellation letter:

When the buyer writes letter to the seller requesting him not to deliver the ordered
goods, it is called letter of order cancellation. Generally, customer places orders for delivering
some specific goods in his address. Having been received an order from customer; the seller
takes step to deliver goods immediately. Because, delay in delivery can cause the customer to do
business elsewhere. However, after placing the order, the customer may be unwilling to get the
delivery. In this situation, the customer writes a letter to the seller cancelling the previously
placed order. This letter is known as letter of order cancelling the previously placed order. This
letter is known as letter of order cancellation.

Causes of oerder cancellation
A potential buyer may cancel his order on the following grounds:
* Ifthe seller fails to deliver goods within the specified time
= Ifthe prices of ordered products continues to decrease
= If the demand of the ordered items declines gradually
= If'the customer gets an offer from elsewhere to buy the same product at a lower price
= Ifthe customer decides to discontinue his business
Contents of order cancellation letter
A letter of order cancellation usually conations the following:
= Date and reference of the order letter placed earlier
= A direct request to cancel the order
e Cause of canceling the order
= A declaration stating his unwillingness to receive goods if the seller delivers
= Regretting for any inconvenience of seller caused due to cancellation of order
= Expressing the hope of maintain business relationships in future
= Assuring to compensate any loss suffered by the seller due to o
future business dealings
6. Follow-Up Letter

MC2C€8 —Business Communication e
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Follow-up letters are usually sent after some type of initial communication. This could be a sales
department thanking a customer for an order, a businessman reviewing thc outcome of a
meeting or a job seeker inquiring about the status of his application. In many cases, these letters
are a combination thank-you note and sales letter.

=. Acknowledgment Letters

Acknowledgment letters act as simple receipts. Businesses send them to let others know that
they have received a prior communication, but action may or may not have taken place. -

8. Cover Letter

Cover letters usually accompany a package, report or other merchandise. They are used to
describe what is enclosed, why it is being sent and what the recipient should do with it, if there
is any action that needs to be taken. These types of letters are generally very short and succinct.
g.Notice:

A notice is a written or an oral statement that contains the particulars of holding a meeting.
‘When a circular is served among the members of the meeting to attend the meeting, it is called a
notice. It is letter of invitation that carries the request to the members to attend a meeting. A
notice includes time, place, date and agenda of a meeting. The notice should be sent bybthe
proper authority in due time so that the members can attend the meeting in time.

Essential elements or factors of a valid notice:
The essentials or elements or factors of a valid nence are given below:
1. Signature: The notice must be signed by the proper authority. Only the legal aut
should serve the notice. AL
2. Proper time: The notice must be served in proper time. It should be circulated 3
to the rules and regulations of the company or the organization.
3. Time date and place: The time, date and place of the meeting must be stated in the
notice.
4. Unconditional: There must be no condition or complexity in the notice a
meeting. Always a notice is unconditional.
5. Agenda: Agenda means topics to be discussed in a meeting. A valid notice s
the agenda of the meeting.
6. Conciseness: The notice must be short in size. It should be clear, simple and eagsy
7. Proper persons: Notice should be served to the proper persons 1t
the meeting.

8. Enclosure: An explanatory statement should be sent with the notice.

10. Circular letters

Circular letter is one of the oldest types letter. This kind of letter originated in ancient time
when people felt the necessity of circulating any message to a large number of eof ‘ﬂg at B
in the same way. circular letter is a kind of written announcenmr;t Hamiay distr {Il)) ﬁt}:ﬁ ; ‘a lume
number of people to convey any commercial or non-commercial message‘ Ly m‘in—i i 0a arge
costs and efforts. Drafting circular letter is purely an art. It should be drafte;i e Um tnme‘,
can attract readers’ attention and can serve its purpose ch a way that
Prof. W. J. Weston said, “A circular letter is one which is meant to be read by a numi L
correspondents. It is of the nature of an advertisement and is usually a business ann SN
or an attempt to advance business.” nouncement

hority

ccording

bout attending

)
hould contain

who are entitled to attend
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Importance or advantages of circular letter

Circular letter circulates information relating to a company, its products and services etc. to a
large number of people at a time. It plays an important role in the growth and development of
business. Its importance is briefly discussed below:
1. Easy method of conveying information: Circular letter is the most easy, simple and
effective way to convey any infermation to a huge number of people.
2. Achieving economy: Circular letter can be used for wide publicity of products. As a result,
organizations can save cost of sending letters to different parties separately and can gain
economy. ‘
3. Saving time: Circular letter transmits information to a large number of people at a time. It
does not require reaching each individual separately. Thus, it saves time.
4. Less effort: Circulating information to each individual separately is a time consuming and
laborious job. Circular letter helps to overcome this problem. Through circular letter, we
can communicate with large number of people at a minimum effort.
5. Creating market: Through circular letter, a company can inform the potential customers
about its products and services. In this way, new market can be created.
6. Increasing consumer’s confidence: Convincing and attractive circular letter can easily
touch the reader’s heart and thus helps to enhance consumer’s confidence on the
company’s products.
7. Creating public consciousness: In circular letter, information like price, quality, utility,
place of availability etc. are mentioned in details that make people more conscious about
the product.
10. Special Request Letters

Special request ietters make a special demand, not a routine inguiry. The way vou present
your request is crucial, since your reader is not obliged to give you anything. When asking for
information in a special request letter, state who you are, why you are writing, precisely what
information you need, and exactly when you need the information (allow sufficient time). If you
are asking for information to include in a report or other document, offer to forward a copy of
the finished document as a courtesy. State that you will keep the information confidential, if that
is appropriate. Finally, thank the recipient for helping you.
11. Status Enquiry letter

The letter that is written for obtaining information about a business enterprise is termed
as business status inquiry letter. Generally, one business enterprise writes this letter to another
business enterprise for collecting information about a prospective customer.When a business
firm wants to buy goods on credit, it gives one or more reference to which the seller can ask for
some information about the credit seekers. Usually banks, trade associations or competing
business firms are mentioned as references. The seller then writes the inquiry letter to the
referees requesting them to provide some information about the customer.

The purpose of writing this letter is tc obtain information relation to:

» Financial capability or credit worthiness
» Goodwill

» Nature of business dealings

» Honesty
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» Relationship with business association, etc

In light of the above discussion, we can conclude that when a business enterprise writes an
inquiry letter to another business enterprise, financial institution or trade association to obtain
information about credit worthiness or financial capability of a customer who has applied for
credit purchase, it is called business status inquiry letter. Basing on the information supplied by
the referees, the seller decides whether to establish business transactions with the irm.

Objectives or importance of business status inquiry letter

Business status inquiry letter plays an important role in modern business. Th
major objectives of writing this letter:

1. Obtaining information about financial capability of prospective customers.
Determining the risk of credit sales.
Deciding whether to enter into credit transactions.
Getting information about honesty, goodwill and business morali
Knowing about the relationship of the prospective buyers with o
and associations.

Enhancing sales with various parties by evaluating their financial and businesg viability

e following a =

ty of the probable buyer.
ther business community

NS VAW

Form and Lay out of business letter

The appearance of business letter should be impressive. The lay out should be neat, with
proper margin of all sides. The letter is placed according to the size of content. typing ghon, ltfiﬂ-&'
attractive. Most business letters must include a return address (letterhead or yourgn i
address), date, an inside address (receiver's name and address), a salutation, body arame arnd
and a closing. However, there are several ways to format this information. For exarg lagrap:isy
addresses can be cantered or begin at the left margin or begin at the horizonta] cerl:tn?é fgﬁii

age. .
pUsg\l.lally, an organization may selects one of the followin
it for all letters.

1. Full-block style ,
the full block style is normally used for typing message, as it is convenient for the {ym:

left hand margin for all the paragraphs and other parts of the letter. it also looks S?’plst b et
lines begins at left margin and thus makes each paragraph look like a distinct block O;n il
2. Semi-block style e
In semi block style, the beginning of paragraphs is not left al
margined. The date is placed at the centre. Further, the closing,
placed and aligned at the centre of the page

3. simplified style

il In the simplified style, the letter neither has a salutation
subject line takes place of the salutation. All lines begins from the

g styles of letter p_lacemen{ and follows

1g1.1ed; only the lines zpe left
Signature, name and title are

for a complement,

left margi ry close. A

n in alighmeny
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Letter Format Features i 1

_| Full Block All letter parts begin at the left margin.

gy Date, signature, and closing begin at the
horizontal center of the page. All bod
Paragraphs pag Y
Modified v paragraphs are indented.
Block
Blocked Date, signature, and closing begin at the
horizontal centre of the page. All body
Paragraphs .
paragraphs begin at the left margin.

All letter parts begin at the left margin. This
Simplified format includes a subject line but omits the
salutation and signature.

Block Format: Business Letter

The block format is the simplest format; all of the writing is flush against the left margin.
With all business letters, use one inch margins on all four sides

m
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Return Address Line11
Return Address Line 2.

Date (Month Day, Year) 2

Mr./Mrs./Ms./Dr. Full name of recipient. 3
Title/Position of Recipient.

Company Name

Recipient’s Address Line1

Recipient's Address Line 2

Dear Ms./Mrs./Mr. Last Name: 4

Subject: Title of Subject 5 :

.........................
....................................
s e
...........................

............................
.............
.......
“ee
...................

..............................................
..........
.........
*eea
..

Closing (Sincerely...), 7
Signature 8

Your Name (Printed) 9
Your Title

Enclosures (2) 10
Typist's Initials 11

MC2C8 —Business Communication \
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Parts of Business Letter
1. Your Address
The return address of the
sender so the recipi
Skip a line between your addre cipient can easily find out
r where Aol
the Earipang letterh)éad i ;;soa;lnicz ;he date. (Not needed if the letter 1 I;r(;rft:eﬁiiﬂ areply to.
2. Date ] on paper with
Put the date on which the lett .
" er was written in the f
Skip a line between the date a : e format Month D i
nd the inside ay Year i.e. August 30, 201
3. Inside Address address (some people skip 3 or 4 lines if*et;g 2?45' )
The address of the person ps S ionike
you are writing to alo :
: ng with th .
compaiy name if you are not g e name of the i At Pedeis
£ i "Di:lelcrte wh;) the letter should be addressed t orz(i:éﬁleﬂt’ tl:lefl" title and
or of Human Resources". Skip a line betw h }c;avs s
een the date and the

salutation.

4. Salutation
Dear Ms./Mrs./Mr. Last Name:, Dear Di
;, Dear Director of De
partment Name: or To Wh '
i om It May

Concern: if recipient’s name is unkn
= ; own. Note that there i
line between the salutation and th : at there is a colon after th ion. S|
e : e salutat ek
5. Subject Line (optional) subject line or body. S
Makes it easier for the recipient t
g o find out what th :
subject line and the body at the letter is about. Skip a li '
1 . Skip a line between the
% L] etween the
The body is where you write th
. i g e content of the 1 !
with a skipped line betw e letter; the para :
PP etween each paragraph. Skip a line belt)weeiratliltses:g lcl)lfdt}ll}e nglﬁ fhased
e body and the

closing.

7. Closing
Let's the reader know that i
you are finished with your letter; usually ends with Si
vith Sincerely,

Sincerely yours, Thank

iyt onl‘;f tyhe L };ﬁut,handl s0 on. Note that there is a comma after th

i 8 s he closing is capitalized. Skip 3-4 li e end of the closing

printed name, so that there is room for the signature 3-4 lines between the closing and the
£ olLLE 1 the

8. Signature
Your signature will

9. Printed Name
The printed version of your name, and if desired you can put your titl
e or position on the li;
n tne iine

underneath it. Skip 2 line between the pri
printed name and

10. Enclosure fheenclosure;
’I'f letter cornlta;ni1 Othgr document other than the letter itself your letter will i

Enclosure. If there 1s MOTe than one you would type, "Enclosu r.. W]fﬂ include the word
number of other documents enclosed, not including the letter it ll”es (#)" with the # being the
11. Reference Initials Lelf. L
If someoneé other thgr} )"01.11"59-” Wed the letter you will include your initials i
followed by the typist's initials in lower case in the following format; X‘(‘;t/lals in capital letters

ted the key elements or parts of a Business Letter it’ is imise?rtAG:gs
’ rative to get

Having aPPfe :i
;ainted with some of the tips or techniques that ma ful f Titing
Yy be use l or busi
ness letter writin

which include:
a) useof profes

go in this section, usually signed in black or blue ink with
a pen.

sional tones
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b) clear and precise writing

¢) simple English

d) proper flow of points

e) >olite but persuasive language
f) appealing structure or format
g) proof reading

Lastly but not the least, attention must be paid to the opening and closing sentences. Examples
of good opening sentences are given below.

: Examples of opening and closing sentences

With reference to your letter of 8 June, I ... .

I am writing to enquire about ... .

After having seen your advertisement in ... , I would like ....
After having received your address from ..., [ ...
I received your address from ... and would like ... .
‘We/I recently wrote to you about ... .

Thank you for your letter of 8 May.

Thank you for your letter regarding ... .

Thank you for your letter/e-mail about ... .

In reply to your letter of 8 May, ... .

VVVVVVVYVYVYVY

Conclusion

Business Letters play an important role in written business communicatig
still are considered and remain the preferred official way of communicating impo
Although emails are the fastest way of sending written messages, they are not considered to b
as official as printed business letters. A business letter that is well structureq writ: to (el
printed on a letterhead carries more authority or weight than an email with ,an b ertlr an
signature. Therefore, it is important for students to appreciate, develop and P g ectronic
business letter writing skills. ¢ excellent

Although there are many types of Business Letters and their structyres may differ, all
Business letters have similar, key, common features, elements or attributes, Despite J’le iffer,
in the content across the typologies of business letters, the fundamenta] features variance
remain constant across languages, cultures and setups. or elements

n because they
rtant messages.

MC2C8 —Business Communication ——
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Sample Business Letter (Letter of Offer)

8th November 2015[Date]

PERFECT Builders

Sender’s
Po Box 2347, addreSS
Calicut.
GC Madappally, Recipient’s
Po Box 1432, address
Vatakara.
Dear Mrs Sreedevi, [Salutation]

Ref: House No. 345 Westhill Township[Subject or Heading] ~

We write to offer you House No. 345 located in Westhill
Township which you applied for on 24.06.2014.The reserve price

for the house is 50 lakh.

Find enclosed the terms and conditions for the offer and the

forms that you will need to fill in.

Megum s e T o oy

Yours faithfu
Signature and

Name of sender

M G Pratap,

J

MC2C€8 —Business Communication
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2.MODEL PURCHASE ORDER LETTER

( For detailed models please refer Annexure )

(Name and address of company with whom order is being placed)

__(Date)

Subject: Purchase Order for 1000 pairs of White Canvas Shoes 3

Dear Sir or Madam

This is with reference to our meeting on __ (date) when we visited your factory in
connection with purchase of socks for our schoo! children.

We are pleased to place an order for 1000 pairs of white canvas shoes against item number
__andsize ______ . We would appreciate if the order is delivered at the
address given below latest by ___ (deadline date) so that we can start selling it to
the children before the summer vacation.

(Name and address where delivery wiil be made)

The terms and conditions of the purchase order are as follows:

1. Order for 1000 pairs of white Canvas Shoes with item number and size
e ————

2. Delivery will be made at the address mentioned above.
3. The order should be delivered latest by

4. 100% payment will be made on delivery. ¥
5. If the order is not delivered by the due date, please consider it as cancelled.

6. The price per pair, as mutually agreed,isRs. _________inclusive of all taxes.
We hope to have a long business relationship with you.

Please feel free to contact the undersigned for any clarifications or discrepancy in the orde
T
details.

Best regards,

[ e R e YA B

MC2C8 —-Business Communication
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UNIT VI
COMMUNICATION FOR EMPLOYMENT

what lies behind us and what lies before us are
tiny matters compared to what lies within us

-Oliver Wendell

Unit highlights- In this unit we discusses the important means of communication for the
purpose of employment. they are:

1. Resume /Curriculum Vitae

2. Application for Job (Cover Letter) .

3. Letter of Appointment (offer Letter)

4. Interview

5. Reference Letter e

Meaning-Employment communication plays an important role between an applicant and
the employer, Emp]oy'ment.communscatlon is a conve‘rsation you have with an employer. For
example you have an interview for a job you have applied, you show up, the interview starts by
asking several basic questions such as Whé'lt is your age, name, history, etc.

Later the employer a.pproaches you with more profound questions such as what qualities do

ou have that will be suitable for the ).ob position you hav.e applied? And why should I hire you?

From the beginning of the communication to the end is what is considered an employment

nication- » .
;om:,nrl;ance of employment communication
[ Imagine if an employer where to just hire people randomly without knowing if the person

lifies for the position of not. Unfortunately the risk will be extremely high, resulting to a lot
qual vals and end up wasting a lot of time to fix the situation by retraining the person.
of dlsa%%? example, if the person who the employer chose to randomly hire without an
i :ew, where to be unfamiliar and inexperienced with the tasks that are given,
mtel'Vlb ,’0 usly the result would be dramatic in a negative perspective. Now if the employer sat
then obvi conversation such as an interview to question the person applying for the jeb, then it
dc::lrﬁl tgeamore of a possibility that the employer would hire someone that would best fit the
wi
avallablehPosilstl‘zil}'ly it is important for employment communication to be present since it
3 ’g ::1 for the employer. Er.nployment communication is very important for an employer as
is benefic applicant. How is it important for an applicant? First of all employment
it is fOI‘_ a?.onr;hould be seen in a positive action for the reason being that it is an opportunity
communica lurself' For the applicant, it would be an opportunity since the applicant can explain
to express }Iglls that are suitable for the position. First of all you want to know what an employer
his or her il g in ajob applicant. i
will be 100 RESUME / CURRICULUM VITAE
There are several steps an ‘individual needs to take to acquire ”his/' her (.iream job. The first

th preparing a good CV or resume. CV stands for curriculum vitae. It is known by

resume, personal profile, bio-data, personal data sheet, qualification sheet and
ractice, it is a written statement of our personal history-biographical detais,

step starts Wi
several names-
summary- [ P
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educational qualification, work experience, achievements and other strong points that make us
for getting selected for a job. In short, a CV/resume is a self introduction to promote you.

The resume is an organized suminary of the applicant’s particulars. It is not a substitute
for a job letter, but a supplement to it. Its alternate titles are “Data Sheet”, “Bio-Data” etc. a
resume is usually attached to an application letter. It is therefore, read only after the application
letter, but we should prepare first. A resume is a written compilation of your education, work
experience, credentials, and accomplishments and is used to apply for jobs.

There are several basic types of resumes used to apply for job openings. Depending on
your personal circumstances, choose a chronological, a functional, combination, or a targeted
resuime.

The usual contents of a resume are: |

» Heading: Name, address and telepkone number. of the applicant. Job title and career
objectives may also be included.

» Education: Academic qualifications mentioning degrees, certificates, scholarships,
awards, honours, and other academic recognition received by the applicant. It should
begin with the most recent information.

> Experience: Listing of previous employers, job titles and period of service. Brief
description of job duties and names of superior may also be included. It should also begin
with the most recent information.

> Personal Data: Age, height, health, marital status etc., of the applicant.

> Reference: Names, titles, addresses and telephone numbers of people who will
recommend the applicant for the job. These people should know about applicant’s job
skills, aptitude and experience.

> Miscellaneous: Co-curricular activities, interests and hobbies of the applicant. Driving
license, passport, domicile and national identity card number may also be mentioned if
material.

Some useful tips for preparation of resume

o Be brief and concise: You've got about 30 seconds to make your pitch so don’t beat
around the bush.

» Be perfect: Proofread ruthlessly. Weed out typos and grammatical boo-boos. Double-
check dates and facts. Ensure punctuation marks are correct and in their proper places.

o Be active: Go for action verbs. Delete personal pronouns and articles. These wil]
invigorate your resume and free up space for more information. ‘

o Be inviting. Your resume must look attractive to be read. Use conservative fonts ljke
Times New Roman or Arial, at least 10 in size. Include ample white space. Organize items
under section headings to give the eyes a break. Print on crisp, white paper.

Types of Resumes:

There are several basic types of resumes used to apply for job openings. Dependin

. . : S on
personal circumstances, choose a chronological, a functional, combination, or a t argeteg your

d resume,

1) Chronological Resume: A chronological resume starts by listing your : :
the most recent position listed first. Your jobs are listedyin revgeZse d::g;l:)g SFory, with
with your current or most recent job, first. Employers typically prefer this gical order
because it's easy to see what jobs you have held and when you have worke(tiyp © of resume
type of resume works well for job seekers with a strong, solid work history St thisns Thiie

MC2C8 —Business Communication e ——
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2) Functional Resume: A functional resu :
than on your chronological work hist;nr;ﬁ;fuissesuond)’our skills and experience, rather
changi.ng careers or who have gaps in their emPIOymzent f?ilct)St often by people who are
Combination Besume:.A combination resume lists your Skci’lli); ‘and 1
employment history is listed next. With this type of resume you v ey first. Your
you have 'that are relevant to the job you are applyin )1; can highlight the skills
chronological work history that employers prefer. g for, and also provide the
Reszjlme ’Wit.h Proﬁlt.e: A resume with a profile section includ
applicant’s skills, experiences and goals as they relate to a spe ﬁc S e ey of an
5) Targeted Rf.s,’sume: A targeted resume is a resume tEafliC]Ob' '
specifically highlights the experience and skills you have that aS Cui%tomlzed so that it
are applying for. It definitely takes more work to write a ta rgetec;e relevant to the. job you
to aPPIY with your existing resume. However, it's well worth mreSLflfme e s click
applying for jobs that are a perfect match for your qualification e s ort, especially when
6) Mini Resume: A mini resume contains a brief summa s?n experience.
qualifications. It can be used for networking purposes orrZhao c)l’OUf career highlights
prospective employer oOr reference writer who ma Wantre upon re.quest from a
accomplishments, rather than a full length resume. v an overview of your
7) Non-traditional Resume: A non-traditional . S
resume that may include photos, graphics, imag::,Slglrr;l;hlssa;d“;iE-eT\fiesiar SR A
.

CV Vs Resumeé
Generally,
between these twWo; they are;

Curriculum Vita (CV)
What is it?- A summary of your educational and academic backgrounds 1l
as well as

teaching a.nd IeseaICh exPEIience; publicat'()ns T
1 ’ p esentations aw. l—‘
’ ards, onors i
33 OIS and

affiliations.

How long should it be?
What is it used for?-
faculty openings, assistants

3)

4)

-There is no page limit.
Typ;ﬁalsly ai(::l g.,riduate.school and academic positions including
ps, internships; also grant scholarship and fel]owshir%

applications.
Resume
. What is it? - A synopsis of the most relevant professi i
particularj()b Asmoneselih Vi professional experiences you have for the
. Howlong should it be?- One to two pages in length.

r?- Typically, you will use a resum
’ _ e when you appl iness
tal, anc% non-profit ;o})s. The main purpose of thepig’uggz il:iisufess’
A polished resume is your chance to make a good ﬁrét im}r@ 'ls‘ﬁielp
ession

What is it used fo
industry, governmen

ou get an interview.
with potential employers.

_ APPLICATION LETTER

An a plication for employment, job application, or application fi A
P form or collection of forms that an individual seelq'c;f;n eggﬁ) ’;nf}mfplgr ”cii!ed
ent, called an

an application) is @
applicant, must fill out as part of the process of informing an employer of the applicant’
cant's

ommunication
_ Page 45
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availability and desire to be employed, and persuading the employer to offer the applicant
employment.

A letter of application, also known as a cover letter, is a document sent with your resume
to provide additional information on your skills and experience. A letter of application typically
provides detailed information on why are you qualified for the job you are applying for. Effective
application letters explain the reasons for your interest in the specific organization and identify
your most relevant skills or experiences. Your application letter should let the employer know
what position you are applying for, why the employer should select you for an interview, and
how you will follow-up.

'rom the employer's perspective, the application serves a number of purposes. These vary
depending on the nature of the job and the preferences of the person responsible for hiring, as
"each organization should have an application form that reflects its own environment”. At a
minimum, an application usually requires the applicant to provide information sufficient to
demonstrate that he or she is legally permitted to be employed. The typical application also
requires the applicant to provide information regarding relevant skills, education, and previous
employment. The application itself is a minor test of the applicant's literacy, penmanship,

and communication skills - a careless job applicant might disqualify themselves with a poorly
filled-out application.

Contents of application letter
1. Your address and contact details
2. the date

3. the full name of the person you are writing to, and/or his/her job title "The
Personnel Manager'

4. the address of the organisation you are appl

5. the salutation; e.g. Respected Sir/Madam

6. a subject heading; e.g. Application for the Post of Asst. Manager

. First paragraph: 'l am writing t or t i : |
d (datcl)). e ng to apply for the post of ..., which was advertised ... on

8. working experience relevant to this job
0. education relevant to this job
10. descriptions of how you fulfil all the requirements in the

ying to

4 job adve .
for this post ) ert or necessary
1. why you want to work for this organisation (showi
S Ing your k ek
organisation) gy nowledge of the

12. when you are available for interview

13. Yours sincerely / faithfully

14. your signature

15. your full name

16. enclosures

Organisation of Application

o order: decide whether your education or your worki . :
the employer, and put that in the Second);)aragrg;l;lng €xperience is more useful to

o Write good topic sentences: start each paragraph with words th
about; e.g. ‘My working experience...’; "My degree in... &
“The reason that I would like to work for your company is

o Write a different job application letter for each or
will need different addresses, dates, and names

’

S at show what it is
; My leadership skills...’
ganisation that you apply to. You
and you will need (o e

[t e
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different skills, qualifications and experience depending on the requirements of
the job.
o Dbe polite and formal, but not too polite; e.g. don't use "esteemed"”
A job application letter should be organized like sales letter, because it intends to
sell the writer’s services to the reader. The immediate purpose of a job letter is to secure
an interview and the final goal is to get employment.

2.a. Solicited Job Letter:

Solicited job letter written in response to an invitation (usually advertisement) has
the advantage that a vacancy exists and that the emploYer iis anxious to fill it. Its
disadvantage is that if faces competition. ‘ |4 -

i {r iax kY,

Unsolicited job letter, written to an employer who has not 1nv1ted an application,

does not face competition. But, possibility of non* avallabxhty ‘of job is 1ts!dlsadvantage

pei 8
Functions of Job Application Letters:

1. Attracting Attention: HiE e

Attracting attention of the employer through appropriate stationery, neat typing,
proper layout, paragraphing, etc. further, the opening should not be stereotyped.

2. Creating Desire:

Creating desire to engage the applicant by describing required qualifications,
interest in the job and environment, and personal favorable circumstance. Because
employers prefer those candidates who have the required qualifications, interest and
favourable circumstances.

3. Convincing the Employer:

Convincing the employer by giving specific details of qualifications and experience,
names of references, and results of aptitude and intelligence tests previously taken.
Further, enclosed certificates, recommendation letters from former employers, teachers,
etc. and simples of work, e.g. translations, poetry, paintings, etc., may also convince the
employer

4. Stimulating Action:

Stimulating action by making courteous, graceful and confident request for
interview that may lead to the ultimate goal of the job letter — the employment.

Considerations of Writing Effective Job Letters:

1. Using appropriate stationery.
2. Neat typing with proper layout.
3. Describing qualifications, experience interest, etc.
4. Avoiding stereotyped opening.
5. Being specific, definite, courteous and graceful.
6. Giving names of references.
7. Mentioning the results of aptitude and intelligence tests previously t taken.
8. Making request for interview.
o 9. Explaining reasons for leaving the previous job or for being
necessary.

unemployed, if

m
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10. Enclosing copies of the certificates and recommendation letters.
.Job Application Vs Resume
An application is a form that a job candidate fills out to apply for an open position with a
~particular company. The application asks all sorts of personal and career information-such as
contact info, career positions held, responsibilities had, and sometimes social security
numbers etc (for preliminary background checks). There are two main places in which you will
.find the presence of an application: for entry level job positions and online at large corporations.
~The first-the entry level position-often requests that you fill out their standardized application,
because they know that you probably do not have a lot of career history information to fill a
-fesume; and instead, want to evaluate you based upon their requirements and what they find
-significant for that position'and that company. The second of these-the large online corporation-
while offering this sort of format for entry level candidates; offer online applications for the tnain
-purpose of sifting throughrcountless scores of applicants that probably contact them on a daily
basis. Large corporations typically have a lot of interested applicants-when they are hiring‘and
-even when they are‘not. This:said, it is much easier for a human resources department at one ‘of
these companies to review resumes in the same online format-to measure one against another as
efficiently : W (OIS i as 2 possible.
A resume is a list of an applicant’s qualifications, career experience, and skills as it relates
.to their professional working history. There are a handful of professional formats that applidants
use to demonstrate the most important skills and experience they can offer, as a means of
concisely presenting to a possible employer what they can offer a position they are hiring for,
that another applicant cannot. People send in resumes-accompanied by cover letters or letter of
interest-by mail, email, and fax; and these documents act as the first impression‘that a possible
employer gets of a candidate for a job-evaluating both the career history of the applicant, as well
as the format of the resume. Resumes are used for entry level jobs; but are most often geared
towards positions that require candidates with experience in the industry and/or position. ' !
~«; While it really depends on who you are applying to, many types of positions and companies
that you might consider as requiring either a resume or application; may well surprise you, and
»ask for the other instead. Moreover, for large corporations, it is not uncommon that they require

an applicant to not only fill out an online application; but also, upload a current copy of your
resume and cover letter.

il INTERVIEW
The word interview means ‘sight between’ or ‘view between’. It is an encounter or
meeting between two parties, say employer and candidates or otherwise. Interview 'is an integral
part of selection process of candidates for employment, admission, grant of scholarship and
fellowship. An interview is a formal affair, a meeting at which a prospective employee, student or
awardees of a fellowship is asked questions in order to find out whether he or she suitable for
that purpose. i
; An interview can be defined as an oral tool to test candidate’s traits for employment or
admission to an institution or organisation. Being an oral test, it calls for your skills of oral and
nonverbal communication to support your performance before a panel of experts.

Types of patterned interview ‘
“In a patterned interview the interviewer controls the direction of conversation. It is of following

two kinds.

&
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1. Direct Interview: In the direct interview the interviewer keeps very close control at all times
by directing limited and specific question. He / She asks close ended question and does not let
the interviewee speak freely.
2. Indirect Interview: In the indirect interview the interviewer makes little or no attempt to
direct the applicant conversation.
Different purpose/objectives of interview Fe
Interviews are face-to-face communication. It is a form of interpersonal Communication.
Interviews are not just for job procurement. The purpose for which interviews are carried may be
as follows: 15
1. Counselling: taken by a supervisor, officer, or counsellor who may ask questions relating:to
work or problem from the employee. In other cases interviews:may be conducted by .a
doctor/psychlatrlst of patients or person facing psychologlcal problems.. - ! v
2. [Evaluating: taken by supervisor, manager to review and evaluate the| performance of the
employee(s). ; SIS T
3: Disciplining: taken by an officer, manager if the behav10ur of the employee(s) require action to
maintain discipline. ' 1
4. Complaining: taken by an officer, manager if the ernployee(s) wish to lodge complamt for
certain dissatisfaction or action required. £ 2
5.:Terminating: taken by an officer/manager to inform employee(s) about the termination from

job.

IL. Other objectives there are following objectives of patterned interviews. it
1. The resume provides a lot of information about the candidate but not all the information so
this interview is conducted to evaluate job qualification that the resume can’t provide.

2. Another purpose is to determine the real communication ability of the interview.

3. This interview also helps the interviewer provide essential facts about the job and company

4. It also instils a feeling of material understanding and confidence in the applicant, who accepts
the job.

5. It promotes good will towards the company, whether the applicant accept the job or not. Itqs
important to give the right impression to the candidate who is disappointed by a turndown.
Types of Interview

1. Structured Interview

Here, every single detail of the interview is decided in advance. The questions to be asked, the
order in which the questions will be asked, the time given to each candidate, the information to
be collected from each candidate, etc. is all decided in advance. Structured interview is also
called Standardised, Patterned, Directed or Guided interview. Structured interviews are pre-
planned. They are accurate and precise. All the interviews will be uniform (same). Therefore
there will be consistency and minimum bias in structured interviews.

2. Unstructured Interview s
This interview is not planned in detail. Hence it is also called as Non-Directed interview. The
question to be asked, the information to be collected from the candidates, etc. are not decided in
advance. These interviews are non-planned and therefore, more flexible. Candidates are more
relaxed in such interviews. They are encouraged to express themselves about different subjects,
based on their expectations, motivations, background, interests, etc. Here the interviewer can
make a better judgement of the candidate's personality, potentials, strengths and weaknesses,
However, if the interviewer is not efficient then the discussions will lose direction and the

interview will be a waste of time and effort.

ﬁ
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3. Group Interview
Here, all the candidates or small groups of candidates are interviewed together. The time of the
interviewer is saved. A group interview is similar to a group discussion. A topic is given to the
group, and they are asked to discuss it. The interviewer carefully watches the candidates. He
tries to find out which candidate influences others, who clarifies issues, who summarises the
discussion, who speaks effectively, etc. He tries to judge the behaviour of each candidate in a
group situation.

4. Exit Interview

When an employee leaves the company, he is interviewed either by his immediate superidr orb
the HRD manager. This interview is called an exit interview. Exit interview is taken to find ou);
why the employee is leaving the company. Sometimes, the employee may be asked to withdraw
his resignation by providing some incentives. Exit interviews are taken to create a good image of
the company in the minds of the employees who are leaving the company. They hel ig.'th
company to make proper HRD policies;-to create a favourable work environment, to tlz?rie}ate
employee loyalty and to reduce labour turnover. | Hiziy

5. Depth Interview i) il
This is a semi-structured interview. The candidate has to give detailed information ab e
background, special interest, etc. He also has to give detailed information about hi R
Depth interview tries to find out if the candidate is an expert in his subject or not ;Su
interviewer must have a good understanding of human behaviour. : i
6. Stress Interview

The purpose of this interview is to find out how the candidate behaves in a stressfu] sjtuatin:
That is, whether the candidate gets angry or gets confused or gets frightened or get B on
remains cool in a stressful situation. The candidate who keeps his cool in a stresfﬁﬂs r.lervo.us e
selected for the stressful job. Here, the interviewer tries to create a stressful situatic Sltlla.tlon- %S
interview. This is done purposely by asking the candidate rapid questions i dunng the
answers, interrupting him repeatedly, etc. » Criticising his
7. Individual Interview

This is a 'One-To-One’ Interview. It is a verbal and visual interaction between
interviewer and the candidate, for a particular purpose. The purpose of this int
the candidate with the job. It is a two way communication. 5
8. Informal Interview

Informal interview is an oral interview which can be arran
are asked to collect the required information from the can
followed. It is a friendly interview.

9. Formal Interview

Formal interview is held in a more formal atmosphere. The interviewer agks'

questions. Formal interview is also called planned interview. % S Pre-planned
10. Panel Interview

Panel means a selection committee or interview committee that is appointed for';
the candidates. The panel may include three or five members T best or Interviewing
candidates about different aspects. They give marks to each candiCiate The fi C{UGSt-lo.ns to the
taken by all members collectively by rating the candidates. Panel inteI:vie'w isnal decision will be
an interview by one interviewer because in a panel interview, collective jud pays l?etter than
selecting suitable candidates. 2 Judgement is used for

bject.
e, the

two people, the
TView is to match

ged at any Place. Different questions
didate. Specific rigid procedure is not
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Various symbols of positive and negative attitude of an interview

An interview may have a negative or positive attitude during the time of interview. The

summary of these negative or positive symbols is as below.

A. Direct Interview:

Positive Negative

a) Early arrival Late arrival )
b):Alert, responsible attitude Intensive, dull attitud
c) Emphatic attitude Withdrawn attitude
d) Relaxed manner Tension, body tremor
e)'Stniles Frowns::

f) Clear voice Choked voice

g) Diligent, responsible, smart

Lack of concentration, dull, weak

h) Strong and determined attitude

Lack of determination

B. Verbal Behaviour:

Positive

Negative

a) Sticking to the main point

Changing the subject

b) Relevant responses

Irrelevant responses

c) Well organized presentation

Disorganized presentation

d) Appropriate use of humour

Uncalled of levity

e) Spontaneous replies

Long pause before replying

f) Speaking well of people

Criticism of others

g) Eye contacting confident

Looking sideways , downward.

The guidelines to conduct an effective interview or the responsibilities of an interviewer

Giving an interview is equally important as taking interview, one has to be very careful while
giving an interview, there are following guidelines in general which could enable an interviewer
to conduct a good and effective interview.

Preparation

During conducting of interview

Evaluation
I. Preparation:
The interviewer should prepare himself before the interview; the following points are to be
Considered in this regard are; '
1. Reading applicant’s Resume: There is much information provided by applicant in his resume.
so the resume should be read in detail in order to asks the question in the perspective of
resume. ; :
2. Being aware of state Regulation: There are many policies and rules and regulation made by a
state about the recruitment of employees. The interviewer should be aware of them so as to
avoid any unlawful act. :
3. Planning the questions: The interviewer should plan the pattern of question, the number of
question types length duration etc. should be clear in the mind of interviewer.

A
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4. Omitting personal bias: There might be many biases in the minds of interviewer about the
candidates. In order to make the interviewee fair he should avoid these biases.

I1. During the interview:
Having prepared for the interview the interviewer should consider the following points during
Interview. .

1. Letting the candidate speak: The main objective of interview is to have the information from
the candidate as much as possible, so interviewer should let the candidate speak as much as
possible. SO
2. Using the language of candidate: If there is no restoration regarding the lan
language should be used in which the candidate feels easy and free.

3. Avoiding arguing with the candidate: The purpose of interview is to evaluate the candidate:
to solve a dispute, so argumentation with the candidate should be avoided.

4. Not interrupting the candidate: The candidate is already under a lot of
candidate should not-be interrupted. i (
5. Controlling the emotions: During the interview there are many stages on which th
interviewers might get emotional. This may ‘cause failures to the interview process. 3
6. Establishing eye contact: In order to be confident and the put the candidate
interviewer should establish an eye contact with the candidate.

Zl-l eljz;%l lg)acz.language. Use of body language can play an important to make the question clear
8. Asking open ended questions instantly: The close or dead ended questions are not ve

to acquire more information. So open-ended question should be asked as much as POssilfly useful
II1. Evaluation: ; S
After the interview the last step is to evaluate the interviewee. For this purpose the
following points which should be given importance. ere are
1. No personal bias: There might be many candidates with whom the inte
personal bias. This should be avoided in any case so as to hire the potential pe
2. Clear cut standards: The interviewer should try to establish a clear-
such as point system.

What are the pitfalls an interviewer should avoid?

There are many things in which the interviewer can easily be tra
pitfalls which should be avoided. They relate mainly to the followin
weaknesses within the interviewer.

1. Halo Effect:

It is the tendency of the interviewer to from an overall opinion regarding the
basis on a single aspect of his or her personality. For example, if the candidate ;
hairs properly the interviewer might have an image that the applic

guage suchi a

not

pressure. So ‘the

at case, the

Tviewer may have
ople.

cut standard for evaluation

pRed. There are the general
g biases Prejudices and other

_lzlplicant on the
1 ;
ant is a carelegg pg:’stoflOmb his
2. Stereotype Error Trap:

It is the tendency to categorize the candidate on the basis of features of surfa

superficial hints. ce cleans o b o
3°Expectancy Error:

It is the tendency of the applicant to anticipate the need and preference of the j
to respond accordingly. For example, the candidate may give an answer, whiche' in
in accordance with the interviewer preference. So the interviewer shoulq oo t}is correct byt pet
candidate. e leVerage ik
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4. Ideal image error: ;
Usually, an interviewer has an image of a candidate. This usually happens that the image in the
mind interviewer does not coincide with the candidate. So the interviewer should go on for a
compromise.
5. Personal bias of the interviewer: e
The interviewer may have many personal biases against the candidate. Poor handshake, biting of i
finger, gum, chewing, loud, clothes, poor eye contact etc. these should be 1gnored
6. Pseudoscience and myths:
Handwriting, outward features, date of birth number of letters n the name lines or makes on the-
palm of hand and shape and bulges of the skull are not scientific tolls to ]udge the ab111ty of the
candidate. An interviewer should avoid them. wessih dw
7. Stereotypes Mechemiol: 11 81 Y318 <
Interviewer might indulge in monotony in different questlons in dlfferent ways should be asked
8. Other pitfalls: ) U130 it ;
There are a number of pitfalls other than those mentioned above: ‘These are as follows; 3
3 e Illusion that the previous experience of itself guarantees ability to do the job well
e Being impressed because the applicant' needs a job even though the necessary
a1k qualification is lacking. .
e Talking too much by interviewee not listening.
e Poor preparation before interview. U
e Asking inappropriate questions.
e 'Being discourteous and rude towards the applicant.
e ‘Jumping to conclusion.
o Accepting facts without intending to determine meaning and accuracy.
e ' Leaving unexplored gaps.
e Allowing candidate to guide the interviewer.
o Depending on memory to conduct interview and to evaluate the apphcant s
qualification.
o Asking other questions when the applicant hesitates a moment.
e Appearing to be critical and cold towards the applicant.
e Not observing non-verbal be clues.
e Poor questions (a) leading question (b) loaded question (c) dead ended questlon
The role of interview in interpersonal communication or the purpose / Ob]ectlve of
patterned interview or the importance or interview

Interview plays a very important role in interpersonal communication, since it is between two

persons or parties i.e. interviewer and interviewer, its importance is discussed with respect to.
both aspects.

A. From Interviewer Point of View: :
Interview has following importance for the interviewer.

3
AXGLT

T+
i

1. To match the apphcant and the job:
A job has specific requirement. Every person is not suitable for every kind of job, so tl‘eh
interviews enable the interviewer to match the applicant and the job requirement. Thjs:
matching may be in the following way.

(a) Matching Qualification:

e -
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A candidate having a master’s degree does not mean that he has the knowledge of master level.
Asking questions about the field of candidate enables the interviewer to know as to how much
knowledge the candidate has acquired.

(b) Matching Candidate Ability: ]

Different candidates have different abilities. The interview helps know the abilj
candidate according to the job requirement.

(c) Other Areas:

Candidate’s conduct, attitude, confidence, communication skill and other areas
means of interviewers. .

2. To develop the image of organization:

Another secondary role of interviews is to establish a good image of an organization before
candidate and ultimately before the market. ‘
B. From Interviewee Point of View: AR,

An interview is equally important for interviewers as it’s for interview. This j
enumerated as follows. ! T

a. To have information:

An interviewee can have different information about the organization. This inform,
be about the organization, nature of job, salary, rules and regulations, etc.

b. To have a suitable job: '

Interview helps the candidate know about the job. In this way, he / she can choose the best one
of him / her.

ties of every

are expressed

mportance,  is

ation might

APPOINTMENT LETTER

. The letter written by the employer requesting the selected candidates to join in a specific
position is known as appointment letter. Appointment letter is also called ‘job offer letter’ or ob
letter’" When people apply for jobs, they will undergo a selection process. At the end of the
selection process, some candidates are finally selected for the job. Once the selection process. At
the end of the selection process, some candidates are finally selected for the job. Once the
selection process is over, the employer sends appointment letter to those candidates who have
successfully completed the selection process. Through this letter, the employer informs the
candidate that he or she has been finally selected and invites him or her to join in the specified
post. This letter also states the conditions of the job, its duties and responsibilities.

Contents of appointment letter

Appointment letter must give a full disclosure of the terms and conditiong from the
employer’s side. Because, the candidate will join only when those term and conditions are
acceptable to him. An ideal appointment letter should contain the following contents:

= Name and address of the organization (employer)

= Name and address of the applicant

= Name of the position

= Duties and responsibilities of the job

= Conditions of job: whether permanent or temp
simultaneously.

=  Monthly salary

= Time length of the contract

= Date of joining

= Documents to be submitted during joining

= Security requirements

MC2C8 —Business Communication e ——
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s  Commitment or declaration and
= Provision regarding termination

REFERENCE LETTER

The definition for areference letteris an evaluation of a person’s characteristics and
personal qualities, rather than professional qualities which are expressed when writing
a recommendation letter. It is very common for the two labels to be used interchangeably but
there is a distinct difference in their meanings as their purposes are not the same. For
the reference letter format, personal attributes are given more importance, such as attitude
and interests. i

As Wwith the importance of a recommendation letter, ‘t'}lleA importance of a reference letter will
depend upon the individual company or academic body. 'Those that are interested more in the
personal characteristics of a future employee or student will look to learn more about you as a
person’ rather than you as a professional. In both cases, there are procedures to take and tips
and advice for writing a recommendation or reference letter.

Who is Supposed to Write a Reference Letter? )

Ini ‘order to have a good reference letter it must be written by someone who will know you
well enough to be able to express your best qualities. With a reference letter, there is usually
more flexibility on who can write it, as it does not have to specifically be someone that you
have a professional relationship with, but rather a personal one. However, writing a reference
letter will still require the person to be able to express in the best way possible why you would
be the perfect candidate for a job or university place.

Reference Letter -Importance

(/- The difference between a reference letter vs recommendation letter is important as a
reference letter will go more into detail about your personal performance than your
professional performance. This allows the recipient to know more about you other than your
professional qualities and past; an opportunity to make you stand out from the crowd.

Application processes are always slightly different so you may not need to provide

a reference letter, make sure to ask about the procedure before handing over any

documents.

MODEL APPOINTMENT LETTER (Template)

m
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Ms/Mr.

Address of the selected candidate
Date or'issue of Appointment Letter

Subject: Your application for the post of

Dear Ms/Mr
3.
We are in receipt of your applicatién for the post of 51831
We are pleased to inform‘yeou that our organization has found you ehglble ‘ A Y
for the profile descrlbed 2

B2 slzaia
You are requested to report atour ofﬁce as per address given below at : Ot
"930AMon________ (date from when the individual is expected to join) tt T
in approval to your appointment. ‘

Name of the Company
Complete address with phone numbers/landmarks (if any)

This is to inform you that this letter will be null and void in case you
do not report at the date and time specified in this letter.

As per our Company policy, you will be on Contract for a period of St
(specify the period as per the HR policy) and then, based on your
performance and review you will be taken to the next level of employment
in the organization.

During your Contract period you are entitled to take (specify the
leaves that the employee can take as per your Leave policy). In cases of

emergency for any extra leave requests however the decision will be upon
the management.

We hope to have a long successful professional relationship with you and
wish you all the very best.

Yours sincerely

(Designation of the authority)
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UNIT-VII -
BUSINESS REPORT
Like a bathing suit, a report covers

everything that has to be covered but
nothing more”

- H A Shearing

ortare = to ¢ . General i i i
I) an'Y) lly d Ieport 1sa descrlptlon ofgnxgyent Cal'I'iEd baCk to saomeone WhO was no
ant on the scene |hus na sense, many memor;qndums, letters and news items 1r'e P\"1 .5 t
b[‘()a(l ; t S | > 1% AFe CaMaG as

reports.
When a report is written f i '
or business purpose, it i '
it is called busine : :
s siness report. It is a little bit different

m other reports. i i ;
Iirssiness relatsd inf;:'rges'ls Wlthth bu51.ness related  information. A business report is prepared i

ation that assists the management ltotake better decisions IS)onll)ercei;f“ Lcjltl.tﬂh.mg

s mtions on

business report are given below-

What is Business Report
According to Lesikar and Petit, “A business report is an orderly, objective communicati f
g ication of

factual information that serves some business purpose.”

Boqne and Othfer sald,. ‘A business report is a document that organizes inf i

topic for a specific business purpose.” ormation and a specific

According to Murphy -and Hildebrandt, “A business report is an impartial, obijccti

presentation of a fact to one or more persons for a specific, significant bIl)l Sines’s objective, planied
purpose.”

So, a business report can be defined as an organized, writt
J en statement of facts rel
ated to specific

business matter. It helps the interested persons to get insight into the problem and ¢
to overcome the

problem.
Characteristics of Business Report

Business repforts carry information on facts relatgd to business activities. The £ bhusi
report differentiates 1t from other reports. The unique characteristics of b.usi iy S el =
report . ness report are discussed

Specific Issue: Every report, including business one, is written on specific subject. It is wii
fulfil certain need. P ¢ subject. It is written to

"'a  Pre-Specified Audience: An important characteristic of report is that it ha
. i s re-epnacifed
audience. Usually a report Is written for a limited number of audiences and5+ }z: pre r:‘g,m..,;\d
the need of the

audience is always kept in mind.
={ ~Spedific Structure o0 Layout: In preparing report, certain structure or layout or format is followed
otiowed.

The layout or structure of report is almost same in every case

B iAWY Past Byehiey In most of the cas_es, the reports are written on past events. Mast of t]
buies: WEparte Gy the reasons of happing the incident, the ways of recover - Most of the
also written in past forms. i

= Neutral in FEU0E ?n draftu?g Iehorts, impartiality it strictly maintained. No biased

1 is included in it. Biased report may lead to disastrous decisions sed or non-

objective materia { _
Business report is always written based on factual information. The data
e R ALl

« Factual [nformation: ;
collected on specific events is factual, not factious.

P
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= Joint Effort: A report is an outcome of joint efforts of a group of people. No one can personally or
solely prepare a report. Now-a-days, in most of the cases, committee is formed containing three to
seven people for furnishing a report on certain incident.

= Orderly Presentation: The information of a report is presented orderly so that the audience can
get his needed information from where it is located. :

« Upward Flow: The direction of a report is always upward in the organizational structure. The
higher authority normally assigns the duty of preparing reports to their immediate lower
authority and after preparing the report, they submit it to their boss or higher authority.

« Some Additional Aids in Presentation: A report is always presented in an attractive way. In
addition, analytical ‘réports contain executive summary, contents and index, necessary charts,

- graphs and design and conclusion and recommendation etc. voi
= Signature and Date: It is customary to put the signature of the reporter with date at the end:6fithe
report. If it is prepared by a committee, signature must be given by each member bfi the

i i . comnmittee. ! ki 1. ' it Lo

The Objectives of Preparing Report , seplen
The prime objective of report is to provide information about any event or object or situation to'the

proper persons. It helps business people to take accurate and pragmatic decisions. The purposes of i 3
Report can be mentioned as below- e 1 1
To carry business information to the concerned quarters e
To analyze the data for interpretation
To help planning by providing factual information
To help decision making by providing necessary information and evidence
To reduce administrative cost by eliminating searching cost for information
To help establish effective control system through the information on employee performance
To help reduce and resole organizational disputes 1
To help to bring effective coordination between and among the departments
To help to bring dynamism in the organization by supplying latest information
To find out the reason behind a problem
To present the findings of investigation or inquiry
To recommend specific action to solve a problem
So, we find that report serves some important purposes. In fact it aims to provide every support to

business people through providing necessary factual information.
Elements of a Business Report

1. Title Page

Begin most bus:mess reports with a title page that contains the full title of the report, the name of the
author or compiler, the name of the intended audience and the date of submission. A title page may also
include the name of the organization for which the report has been prepared. 4

2. Abstract or Executive Summary

Highlight the main purpose and the primary points of a business report with a 200- to 250-word
" bstract” or a one-page or shorter "executive summary." Abstracts and executive summaries usually

follow the title page on a separate page and highlight the purpose th i i
and recommendations of the report. Rurpose, methodssgope fingRusiconclusions

3 Table of Contents

List the contents of a business report on a separate "Table of Contents"

may precede or follow the abstract and should identify each pfi?rtlir;l)asgei.t i'f)}llle(:?btll?eoi eco::terl;ts page
number and in order of appearance. P y page
4. List of Figures, Tables, Abbreviations or Symbols

¥f you include more than five figures or tables, list these items by page number on a "List of Figures"
"List of Tables" page following the table of contents. If the report uses several abbreviations orgu lS) ;)r
identify these as well on a separate "List of Abbreviations” or "List of Symbols" page. symbols,

VVYVVYVVYVVYYYVYYVY

”
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5. Introduction v
Begin the body of your report with an introduction that presents the purpose and scope of the re 0:{
Any background information or research necessary for understanding the rest of the report shoulg be.
presented here.

6. Body

Identify primary sections of the body of the report with appropriate headings. These sections will cover
the central content of the report, whether you are reporting on a current problem, a potential solution or
some other subject of interest to your audience. Compliment this material, where appropriate, with
illustrations and tables as well as with research and sources. ’

7. Conclusions and Recommendation '3

At the end of the body of the report, present your concluding ideas and arguments in the "Conclusions"
section. If appropriate, state your "Recommendations” as well, indicating the course of action you suggest
in light of your arguments in the body of the report. e S8 T :

8. Endnotes or Explanatory Notes it s i -8
If you do not include footnotes in the body of the report, you may find it heii:;ﬁil to‘ilnéilude "Endnotes" or
"Explanatory Notes" after your conclusions section. These notes provide additional: helpful information
for:your readers that may be distracting if it were included injthe body _cif the report.: ' Lkl
9. Bibliography, References or Works Cited e I

List the references that you use either to prepare your report or to support the argument and ideas in
your report on a separate "Bibliography," References" or "Works Cited" page after the endnotes section

Include any research sources, such as websites, books or interviews, that you used during your researc};
or referenced directly in the text of your report. ' :

10. Appendix and Glossary

If helpful for your readers, you may also want to include an "Appendix” or a "Glossary" at the end of );oui‘v
report. An "Appendix" provides information that is too detailed or involved to be included in the body of
the report, but that may be helpful as additional reading. A "Glossary" alphabetically lists specialized
terminology with definitions.

The elements of a report vary depending on the organization or structure of the report and there are »
various styles of organizing a report. Normally reports are organized in three ways-

s Letter-Text Combination From: Letter-text combination form is the widely adopted form for
origination long report. Letter-text combination form finally takes the book form when it is
presented or handed over to the authority formally. A complete report in letter-text combination
form includes the following parts and sub-divisions-

Body of the Report
Introductory Parts 1. Introduction
2. Discussionor Major Findings
/ii. Cover 3. Conclusions : "
>, Title Page ke 4. Recommendations
3. LerterofAuthonzatlon hitp://bizcommunicationcoach:com/
5. CopyrightNotice
5 Let':er of Transmittal Body of the Report
6. Acknowledgement 1. Appendices
7. Tableof Contents 2. Listof References
g, Listof lllustrations 3. Bibliography
Abstract or Executive i
9. S 4. Glossary
summnary 5. Index
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»  Letter Form: If the materials of a report are short, brief and informal, they can be arranged as a
form of business letter. The main parts of a letter report are heading or title, date, address,
salutation, the body, complimentary close and signature. It is usually written in the first person I
or We.
« Memorandum Form: A simple way of presenting report is a memorandum form as it maintains
less formality. The date of the report is mentioned at the top. It is followed by the name of the
person to whom the report is addressed, the name of the writer and the subject of the repoft.
Next follows the actual text and the conclusion. Like the letter form, the text of the report here is
also divided into paragraphs with headings and sub heading.
Writing the report: the essential stages .

All reports need to be:clear, concise and well structured. The key to writing an effective report is
to allocate time for planning.and preparation. With icareful planning, the writing of a report will be made
- much easier. The essential stages of successfulireport writing are described below. Consider howlong

each stage is likely to take dnd divide the:time:before the deadline between the different stages.: Be sure
- t6 leave time for final proof reading and chedking.

Stage One: Understanding thereport brief: . by ! 3ue)
This first stage is the most important: You need to be confident that you understand the purpose
of your report as described in your report brief or instructions. Consider who the report is for and why it
is being written. Check that you understand-all the instructions or requirements, and ask your tutor if
anything is unclear. Wy ; o
Stage Two: Gathering and selecting information L

' . 1L

Once you are clear about the purpose of your report, you need to begin to gather rele\h'ant
information. Your information may come from a variety of sources, but how much information you will
need will depend on how much detail is required in the report. You may want to begin By reading
relevant literature to widen your understanding of the topic or issue before you go on to look at other
forms of information such as questionnaires, surveys etc. As you read and gather information you need to
assess its relevance to your report and select accordingly. Keep referring to your re NC Tk tolheh
decide what is relevant information. 3 : i p yon
Stage Three: Organising your material i 4
Once you have gathered information you need to decide what will be included and in what
sequence it should be presented. Begin by grouping together points that are related. These may form
sections or chapters. Remember to keep referring to the report brief and be prepared to c?nt any

information that is not directly relevant to the report. Choose an order for your material that is logical
and easy to follow. &l

Stage Four: Analysing your material ,
Before you begin to write your first draft of the report, take time to consider and make notes on

the points you will make using the facts and evidence you have gathered. What conclusions can be drawn

from the material? What are the limitations or flaws in the evidence? Do certain pieces of evidence

conflict with one another? It is not enough to simply present the information you have gathered: you
»

must relate it to the problem or issue described in the report brief.
Si ive: Writing the report - . :
ing organised your material into appropriate sections and headings you can begin to write th
st draft of your report. You may find it easier to write the summary and contents page at the e c; e}: :
you know exactly what will be included. Aim for a writing style that is direct and preéise Av I:l 2 f:ln
and rmake your points clearly and concisely. Chapters, sections and even individual paragra' h 0;1 :,vl:l ;
written with a clear structure. The structure described below can be adapted and a ﬁeg Fehouldibe
sections and even paragraphs. e to chapters,

« Introduce the main idea of the chapter/section/paragraph

»  Fyplain and expand the idea, defining any key terms.

» Present relevant evidence to support your point(s).

» Comrent on each piece of evidence showing how it relates to your p'oint(s)

£y

L0 )
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e Conclude your chapter/section/paragraph by either showing its
significance to the report as a whole or making a link to the next chapter/section/paragraph.
Stage Six: Reviewing and redrafting
Ideally, you should leave time to take a break before you review your first draft. Be prepared to
rearrange or rewrite sections in the light of your review. Try to read the draft from the perspective of the
reader. Is it easy to follow with a clear structure that makes sense? Are the points concisely but clearly
explained and supported by relevant evidence? Writing on a word processor makes it easier to rewrite
and rearrange sections or paragraphs in your first draft. If you write your first draft by hand, try writing
each section on a separate piece of paper to make redrafting easier. ;
Stage Seven: Presentation 3
Once you are satisfied with the content and structure of your redrafted report, you can turn your
attention to the presentation. Check that the wording of each chapter/section/subheading is clear and -
accurate. Check that you have adhered to the instructions in your report brief regarding format and
preseiftation. Check for consistency in numbering of chapters; sections and appendices. Make sure that
all your sources are acknowledged and correctly referenced.<You will need; to proof read your report for
errors of spelling or grammar. If time allows, proof read: more than :once. Errors in presentation or -
expresgion create'a poor impression and can make the reportidifficult'te read i
Types of Business Report (il gre.l
1212 Reports may be classified based on several criteria; including their use (progress reports and
financial reports), purpose (informational, analytical and persuasive reports), frequency of preparation
(annual, monthly, weekly and hourly reports), length (short and long reports) and whether they are
internal to’ the ‘business, or are used outside the business.
The most common types of business reports may be divided into the following categories;

1. Periodic reports : 3

These are reports that are prepared on a regular basis, for both internal and external audiences. Their
purpose is solely to inform. Examples of this type of report are

a) Routine management reports — These are reports such as equipment reports and sales uPdates and are
prepared for internal audiences.

b) Compliance reports — These are submitted to external stakeholder ' such as the government, stating
compliance with regulations such as environmental norms. _
c) Progress reports — These reports may be prepared for both internal audiences such as top management
and shareholders, as well as for external audiences such as customers. A project report stating progress
on a long-term project is an example of this type of report.

2. Proposals

Unlike periodic reports, the purpose of a proposal is to persuade. Proposals may be prenared for both
internal and external audignces. Examples -of proposals include research proposals and marketing
strategy proposals to top management, proposals to the government to grant funds for building a
research facility and proposals to consumers to buy a company’s products.
3. Policies and Procedures

The purpose of these reports is solely to inform. They are also prepared only for internal audiences.
Examples include reports on company policies and procedures, written'by top management and sent to
all employees. This is part of downward communication.

4+ situational reports _ '

These are one-time, exceptional reports that are prepared when a unique event occurs. For example, if
sales of the company has shown a significant decline, a study may be carried out to determine the reasons
for declining sales and a report prepared on the findings. Similarly, a market feasibility study may be
carried out before launch of a new product and a report prepared, based on the study. The purpose of
such reports is usually to mforfn, analyze and persuade.

Types of Reports and Their Functions
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Type Function
1. Laboratory Report Communicate the procedures and results of laboratory activities
2. Research Report Study problems scientifically by developing hypotheses, collecting data,

analyzing data, and indicating findings or conclusions

3. Field Study Report | Describe one-time events, such as trips, conferences, seminars, as well as reports
from branch offices, industrial and manufacturing plants

4. Progress Report Monitor and control production, sales, shipping, service, or related business
process

5. Technical Report Communication process and product from a technical perspective

6. Financial Report Communication status and trends from a finance perspective

7. Case Study Represent, analyze, and present lessons learned from a specific case or example

8. Needs Assessment  |Assess the need for a service or product

Report

9. Comparative Discuss competing products or services with an analysis of relative advantages

Advantage Report and disadvantages

10. Feasibility Study Analyze problems and predict whether current solutions or alternatives will be

practical, advisable, or produced the desired outcome(s)

1. Instruction Manuals |Communicate step-by-step instructions on the use of a product or servjce

12. Compliance Report |Document and indicate the extent to which a product or service is within
established compliance parameters or standards

13. Cost-Benefit Communicate costs and benefits of products or services.
Analysis Report
14. Decision Report Make recommendations to management and become tools to solve problems

and make decisions

15. Benchmark Report | Establish criteria and evaluate alternatives by measuring against the establish
benchmark criteria

16. Examination Report |Report or record data obtained from an examination of an item or conditions,
including accidents and natural disasters

17. Physical Description | Describe the physical characterisﬁcg of a machine, a device, or object
report

18. Literature Review | Present summaries of the information available on a given subject

Annual Report

The single source of getting information about any company whether jt is th

present performance or for that matter, the future outlook, detailed financial € past or
through the financial statements, corporate governance or CSR activities, al] j ol Pe}‘forr_rlance
Annual Report of the company. It helps in assessing the year's operations andmpllefl in the
company's view of the upcoming year and future prospects. It is a report that Provides the
must provide to its shareholders’ at the end of the financial year, rather it is 5 each compan

investor must read. It is the most comprehensive means of communication b report that every
and its stakeholders, rightly called the pinnacle of corporate communicationg etween 3 Ccompany
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Key constituents of Annual Report:

The major components of the annual report mirrors the psyche of the company, giving a fair
idea on the sustainability of business and how sound the business is.

o Letter from the Chairman: This part of the annual report mainly tells you how the
company has performed during the year. It's a place to find apologies and reasons if the
performance doesn't meet the expectations. The goals and strategies for the future are
also laid down by the leading hands in this section of the annual report.

" o Ten-year financial summary: Assuming that a company is at least ten years old, many
annual reports contain a snapshot of the financial results over that period of time. This

helps in seeing the growth / de-growth trend of revenues and profits and other leading
indicators of a company's financial success.

e List of directors and other officers: All the data regarding the leading managers like the
president, chief executive officer (CEO), vice presidents, chief financial officer (CFO) is
provided: hiere. Also, information pertaining to the other seniors who may not be a part of
the organization, but are present on the board of the company, to help and guide the
organization is available in this section of the annual report. 4

e Management discussion and analysis (MD&A): This is the place where the company's
management has the opportunity to present a discussion on the significant financial
trends within the company over the past couple of years. It also includes data on the
industry of which the company is a part of. Reading between the lines gives all the hirits
that the management is trying to indicate regarding where the company is and where'is
it expected to be. It also contains a brief SWOT analysis (strength, weakness, opportunity
and threat) and highlights the business strategy that the management intends to follow
for the coming fiscal.

o Directors report: The director's report comprises of all the key events that happened
during the reporting period. It contains all the information like summary of financials,
operational performance analysis, details of new ventures, partnerships and businesses,
performance of subsidiaries, details of change in share capital and details of dividends. In
short, it provides a recap of the fiscal year under consideration. .

o Corporate information: Subsidiaries, brands, addresses: This section has all the
information regarding company locations (domestic and foreign), contact information, as
well as brand names and product lines. M

e General shareholders' information and corporate governance: The report on corporate
governance covers all the aspects that are essential to the shareholder of a company and
are not a part of the daily operations of the company. It provides all the details regarding
the directors and management of the company, for e.g. their background and
remuneration. It also provides data regarding board meetings as to how many directors
attended how many meetings. It also provides general shareholder information such as
correspondence details, details of annual general meetings, dividend payment details,
stock performance (stock history, stock price trends, listing stock exchanges), details of
registrar and transfer agents and the shareholding pattern.

» Financial statements and schedules: This section includes the financial performance data
of the company. It provides details regarding the operational performance and financial
strength of a company during the reporting period through the income statement,
balance sheet and cash flow statement. The footnotes are equally important as they

W
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provide information about the organization's structure and financial status that has not
been covered anywhere else in the report. For example: information on management
reorganization or details on bad debts that was written off by the company. Further, the
schedules provide a detailed breakup of the individual components of the financial
statements.
a) Profit and Loss statement: It is the financial statement that summarizes the revenues, costs
and expenses incurred during a specific period of time. It clearly indicates how much was earned
and what went into getting those earnings.
b) Balance Sheet: This provides the summary of the assets and liabilities of a company. It gives
a fair idea of what the company owns and what it owes.
c) Cash Flow: Cash Flow Statement is the accounting statement that provides the details of how
much cash is generated and used by the company over a specific period of time.
Reading an Annual Report:
. Although one would have all the information about a company readily available, there are
certain things to keep in mind while browsing an annual report.
o One should have the skill to read the annual report to the extent that one can pick the
. hints that the company provides regarding future growth or disasters expected. These are
indicated in the Chairman speech, MD&A or the sales and marketing section if any.
.o Review the company's financial statements and look for trends in profitability, growth
sustainability and dividends. ?
o Footnotes and schedules are to be carefully read for complete understanding of the
financial statements.
"7 o Carefully read the letter of Auditor opinion to be sure that the financial statements are an
: accurate representation of the company's financial reality.
Objectives of Annual Report: It is made with the following objectives:
! o - Taking prospective economic decisions
o Providing information about the financial position, performance and changes in financia]
position of an entity
, o Presenting and disclosing information about the company
- o Tolure new investors and make adequate disclosures to the existing ones
Purpose of Annual Report:

o Provide Financial Information :
An annual report provides information on the company’s fiscal year. The financia] j S
provided in the annual reports helps determine the current status of business, how th, on
is funding operations and growth, and how good the company is placed at making m
investors.

o Accountability
Annual report is considered as the main accountability mechanism. Accoun
requisite, as it gives an idea of how far the company has met its responsibi
owners, and fulfilled the role defined, which through the financial reports s
extent of performance that are related to the entity.

o Decision making
The objective of reporting the financial statements’ is to inform abg
company that could be helpful to a wide range of potential users
economic decisions.

M
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Promote / Marketing the Company

In addition to providing financial information, an annual report serves as a marketing
tool for the company. Inclusion of positive feedbacks from employees and customers or key
developments in the company worth highlighting can increase the readership of the report and
appeal to new investors and customers.

Achievements highlighted

Annual reports provide information on the company’s mission and history and
summarizes the company’s achievements in the past year. The achievement section also includes
information ‘on aspects like sales increases and factors related to growth in profitability and-
productivity. This serves the purpose of making the shareholders and stakeholders feel good
abgut their investments or participation in the company. ‘
Target Audience:

Current shareholders and potential investors are the primary audiences for annual
reports. By and large it is also required by lenders, banks and potential employees for taking
appropriate financially viable decisions. o
Conclusion:

¢ - Although the annual report serves as a communication tool and determines the reality of
the organization in the public mind, it depends on the quality of information provided in the
annual reports. That is why, it is important to filter the annual report for the information
provided and gauge its relevance before taking any investment decisions. :
Committee Reports

A committee is a group of people who represent a larger group or organization and who
make decisions or plans on behalf of that group or organization. In another
wordscommitteeisaa group of people appointed or elected to administer, discuss, or make report
s concerning a subject on which itsmembers are authorities. simply, we can say that a
committee is a group of people officially delegated to perform a function
such such as investigating, considering, reporting, or acting on a matter.
Features of Committee

1. A committee is a group of persons there should be at least two persons. There is no limitation
on the maximum number of persons. However, if number of persons rises above seven,
communication tends to become centralized because committee members do not have adequate’
Opportunity to communicate directly with one another.
2. A committee is charged with dealing with specific problems and it cannot go in for actions in
all sphere of activities. There are strictly defined jurisdictions within which a committee is
expected to justify its existence. Beyond these limited spheres a committee is doomed to fail as”
an organ of action. '

3. Members of the committee have authority to go into details of the problems. This authority
usually is  expressed in  terms of one vote for each member,
4. A committee have the authority either to take a final decision or it may merely decision or it
may merely deliberate on problems without authority to decide. ;
5. A committee may be constituted at any level of organisation. Moreover, the members of A
committee may be drawn from various levels. Usually in such a case, all the members of the

committee enjoy equal authority.

ﬁ
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Types of Committee Reports

1. Standing Committee Reports

These reports are prepared by standing committee. Standing committees are created by the
standing orders, rules, by-laws or regulations of an organization. They exist and function more
or less on a permanent basis (for example, a finance committee, marketting committee,

evaluation committee, executive committee). The board usually takes all advice and
recommendations from a standing committee.

Typical Standing Committees Reports

a. Board Development Committee- Deals with board processes, structures and roles, including
retreat planning, committee development, and board evaluation; sometimes includes role of
nominating committee, such as keeping list of potential board members, orientation
training : 5
b. Evaluation committee reports - deals with sound evaluation of products/se
including, e.g., outcomes, goals, data, analysis and resulting adjustments. P
c. Executive committee report- deals with the operations of the board; often acts on behalf of the
board during on-demand activities that occur between meetings, and these acts are later
presented for full board review; comprised of board chair, other officers and/or committee chairs

(or sometimes just the officers, although this might be too small); often performs evaluation of
chief executive.

vand

rvices/programs,

d. Finance committee report -deals with development of the budget; ensures accurate
tracking/monitoring/accountability for funds; ensures adequate financial controls; often led by
the board treasurer; reviews major grants and associated terms
e. Fundraising committee report-deals with development and implementation of the
Fundraising Plan; identifies and solicits funds from external sources of support, working with the
Development Officer if available; sometimes called Development Committee report
f. Marketing committee reports - deals with development and implementation of the Marketing
Plan, including identifying potential markets, their needs, how to meet those needs with
products/services/programs, and how to promote/sell the programs
g- Personnel committee reports-Guides development, review and authorization of personnel
policies and procedures; sometimes leads evaluation of the chief Executive; sometimes assists
chief executive with leadership and management matters.
2. Ad hoc committee Reports

These types of reports are prepared by a committee which is appointed on ad hoc basis, Aq hoc
committees are appointed or created for a particular purpose or ona short-term basis. The committee ig

dissolved when the job is complete (for example, a committee appointed to build a playground or plan a
conference).

typical ad hoc committees

a. Audit committee-Plans and supports audit of a major functions, e.g., finances, programs or
organization

b. Ethics committee -Develops and applies guidelines for ensuring ethical behaviour and resolving ethical
conflicts

c. Events (or Programs)Plans and coordinates major events etc.
3. Advisory Committee Reports

Advisory committees may be standing or ad hoc and are often set up at the request of
on the condition of a funding body. This committee conduct detailed study in concernedoarz;

ﬁ
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and submit report to the organisation.
reports;

a. Pay revision committee report

b. Investment advisory committee report
c. Technical advisory committee report

d. Legal advisory committee report etc

following are the examples of advisory committees

4. Sub Committee Reports

This reports are prepared and submitted by subcommittees to original committee. All
iypes of committees may form sub-committees if the work loads are very heavy or complex:in
Tidture. ie, original committee delegates part ofthezr duties and functions to a comparatively small
group, then it is subcommittee for original committee.

Iixample, Campaign committee which coordinates major fundraising event; is a subcommittee of the
r1Fundraising Committee.

Nomination committee is act as subcommittee of Board dcvelopment committee

3
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UNIT-VIII
NON VERBEL COMMUNICATION

'60% of all human communication is non-verbal- body language, 30% is
your tone, so that means 90% of what you're saying aren't coming out of
your mouth” :

- Richard Fitch y

© A~

1 1¢0 5

Non-Verbal Communication is the wordless form of communication which ta]ies the form.of
postures, body language ,facial expressions, eye contacts, tension, breathing and tones etc. The majn
distinguishing feature of this form of communication is the use of body language to convey mESSa‘gé};'_
Cues or signs are the main tools used in this type of communication and is essentially word]ess. o

Behaviour and elements of speech aside from the words themselves that transmit meaning. Non-
verbal communication includes pitch, speed, tone and volume of voice, gestures and facial expressions
body posture, stance, and proximity to the listener, eye movements and contact, and dress ap ci
appearance.

Research suggests that only 5 percent effect is produced by the spoken word,

tone, inflexion, and other elements of voice, and 50 percent by body language, move
etc.

45 percent by the
ments, eye cont.

2.Transmission of messages by a medium other than speech or writing.

communication involves more than spoken or written words. For example, when Mr, Shyam arrives
punctually for a job interview wearing a conservative blue suit and when he leans forwarq to answer
questions in an animated voice, he is sending messages to the interviewer. These nonverbal messages will
be observed and registered, just as his words are interpreted and processed, by the interviewer, Learning
to recognize and to control nonverbal cues is important to the successfy] communicator. Some
authorities consider nonverbal signals to be even more important than w9rd§. In experiments testing the
communication of feelings (such as approval or disapproval of another individual), psychologist Albert
Mehrabian found that body movements and tone of voice conveyed 93 percent of a message. The actual
words conveyed only 7 percent. Whether you are communicating feelings or ideas (and’ Mmost messages
contain both), a number of nonverbal factors are at work. ' ;

Kinds of Non-Verbal Communication
L.Paralanguage—How the Voice Communicates.

' The way in which a message is spoken is often as important as what is said. Parala
describes the vocal qualities, such as tone, inflection, volume, emphasis, and pitch, of a spoken
Notice how the significance of the following message shifts according to the word emphasized.

i Although the words are the same, the receiver perceives different messages when voice emphasis
changes. Paralanguage often reveals the emotions, conscious and unconscious, underlying our words,
Dynamic speakers and successful business leaders capitalize on paralanguage to reinforce their words,

Because their voice patterns complement their words, they avoid sending conflicting messages.
2. Kinesics— How the Body Communicates.
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Body Language, the best-selling book by Julius Fast, popularized the concept of nonverbal
communication. It would be inaccurate, however, to suggest that specific positions and movements are
infallible indicators of underlying motivation. Such simplicity, of course, belies reality. Although we may
not be able to catalog every body movement and indicate its hidden meaning, we should be aware that
facial expression, eye contact, posture, and gestures exert a significant effect on viewer perception.

3. Facial Expression.

Experts estimate that we can make and recognize nearly 250,000 distinct facial expressions. The
most common expressions are interest, enjoyment, surprise, distress, shame, contempt, anger, and fear.
In conversations, facial expressions are a principal source of feedback. Alert communicators display and
interpret facial expressions accurately; they modify their messages to produce the effect they intend. For
example, the appearance of frowns, yawns, or smirks on the faces of listeners in the audience should
signal Clark Kent, a sales representative, to alter his presentation because he's not obtaining his desired
result.

4. Eye Contact.

Often described as the "windows of the soul,” eyes are the most expressive element in face-to-face
communication. Among North Americans, individuals who maintain direct eye contact are usually
considered to be open, honest, and trustworthy. "Shifty" eyes suggest dishonesty; and a downward gaze
may be interpreted as a sign of submission, inferiority, or humility In this culture it's difficult to have
confidence in a speaker who is unable to "look you in the eye." It must be remembered, of course, that
the interpretation of much nonverbal communication is culture dependent.

[
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5. Posture. e

Posture means the position in which you hold your body when standing or sitting. It is an
important body language that has specific meaning. The manner in which one sits, walks or stands may
communicate specific feelings. The way you stand and hold your body also sends messages about your
self confidence. Stooped or bowed shoulders may signal that you are burdened, self conscious, lacking
confidence, submissive, beaten, guilty, or afraid. A straight back with squared shoulders typifies strength
and responsibility. Hunched shoulders suggest anxiety or weariness.
6. Gestures.

A gesture is a conscious and deliberate body movement intended to convey specific message.
Many different attitudes and intentions are expressed in gestures. For example, standing when you are
introduced to people who are older or n higher-ranking positions shows respect. A thumps-up gesture
shows that things are under control. Some hand gestures are recognized and easily interpreted. For most
North Americans a circle formed with the index finger and thumb signals satisfaction, shaking the index
finger indicates a warning, and showing the palm symbolizes a peaceful greeting. Other gestures are not
so easily translated. Do crossed arms mean "I will not let you in"? Does rubbing the nose with a finger
represent disapproval? Does patting the hair mean approval? Does forming a "steeple" with the fingertips
indicate superiority? The interpretation of these gestures and others depends greatly on the situation and
also on the culture.
7. Image
fm
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How Appearances Influence Communication. The image an individual projects and the objects
surrounding that person can communicate nonverbally. Clothing, for example, tells a great deal about an
individual's status, occupation, self-image, and aspirations. A researcher testing the perceptions of
individuals conducted an experiment in which two men dressed in inexpensive and expensive clothing on
alternate days. Their task was to enter stores of all types and select merchandise. When it was time to
pay, they searched their pockets and announced that they had left their wallets at home. Then they tried
to pay by check, When dressed in expensive clothing, the men were able to cash twice as many checks as
they did when wearing inexpensive clothes. Clothing apparently communicated a nonverbal message
indicating worth, integrity, and trustworthiness. Appearances definitely affect perceptions. If you look
successful, you are often perceived to be successful. | .,

In addlglon to clothing, Q(person's pogsesshi‘p‘r}s‘gnd ornaments send messages. In a business office
the condition, of an individual's desk, the appearance (or lack) of personal decorations, the kinfl; Q;‘
paintings on the wall, the quality of the furniture, and the books or magazines in view suggest Jt(he
occupant's status, work habits, personal habits and interests, education, and personality, traits. An office
visitor forms opipions, consciqus,and unconscioys, from such nonverbal clues. o
7. Proxemjcs—How Space Influenges Communication. ., ot i
' Proxemics refers to the amount of space that individuals naturally maintain bgtween each otll;;;
Sociologists report four territorial zones: intimate space (up to 1.5 feet), personal space (15 to 4 fe,é't).
social space (4 to 12 feet), and public space {12 feet.or, more). When our territorial space is invaded, we,
resent and resist the intrusion. Business, conyersations may take place in personal or social space, but

A5H3¢

i

never in intimate space. Meetings are usually conducted in public space. Although effectiye
communicators probably could not name these four zones, they instinctively understand and obs efvle
spatial requirements. o ] Ve

: Manipulation of space illustrates another form of nonyérbal communication. The arrangement of
furniture in an office, for example, communicates a variety of information about the occupant. Richard
Snyder, human resources director, places a visitor's chair close to his desk, suggesting that he is opeﬁ
approachable, and genuinely interested in getting to know his visitors personally. On the other hand:
Victoria Santos, branch manager, places visitors' chairs across the room from her desk and keeps a coffee
table in front of the chairs. The nonverbal message is that she is distant, aloof, and uninterested in
visitors.

} "'_lnttmpt&ﬁpﬂ« Yo L
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8.Chronemics or Time Language: ., .
~ Time is an important language in case of non verbal communication By :

message to others. In some countries and cultures, time is ari'important factor in ever bC0nvgys specific

of time by a person reveals his seriousness and general practice. 'ybody life. The use

9.Communication through Action: ,

‘ Action or general practice of a person is another form of non verbal cém icati
a best means of communicating specific message. The liking, S X munication which can be
person may be revealed by his action. For example, if a manager comes tc,) €81re, nature, habit etc of a

means that he is very much punctual and other employees should follow hirtr}l1 :to.fﬁfe on time regularly, it
: rictly.

b
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Non verbal act - :
A senior looks at his watch while you talking | "your time 11)s0 (s)il::f gl(l)n:,‘::;,i-.e diiCeds
A person winks after saying a thing "Do not believe what I just said"
An executive is always late for the meeting "I am always very busy" or "I don't both ;
your time" S
A speaker prefers to speak from the floor, not | * I want to show my sense of equality with
the dais you(audience)” WO

11. Symbols: :
Symbols are an important media of non verbal communication. We use different types of signs or

symbols to communicate specific message to the viewer. We use signs or symbol as representations of
something. For example, we use ‘V’ sign for victory; ‘+’ for add, - for minus or subtraction ‘x’sfo
multiply or prohibition, skull and cross bones for danger and so on. - YN v

n.Audio communication:

When message is conveyed to the audience through sound only, it is called audio di
communication. It is an 1mportant media of non-verbal communication V,Ve use vari : Bt
to communicate different messages to others. : £y FRrgLE RS- sounds
13. Calling Bell: .

Calling bell is another audible means of nonverbal communication which is widel d i
or ' homes. The ringing of a calling bell means someone is waiting for another desired s
exsimen IbRgnER) Secnry esired person. Here no
14. Ringing Bell:

Like siren, r%nging bell also conveys different meanings in different situations. For example, i
educational institutions, ringing bells refers to information related to particular ci B S
station, ringing bell means that train is coming. Al gty ity
15. Audio-Visual Communication: ‘

Whe.n comm}lnlcation takes place by using both sound and pictures, it is called audiovi
communication. It is based on both audio and visual means of comrr;unicati Aau _lOVl_Sllal
communication may be used with oral or written communication. Some important an((l) i UdIO-VlSUfi}
of audio-visual communication are television, cinema, overhead projector, (f Rl meld
16. Silent Communication: ) , video tapes etc.

When message is conveyed through silence, it is called silent communication. It is .
tool of communication. There are some situations where silence best communicates th i pO\.verful
has positive oOr negative meaning. The meaning of silence depends on the sit:al:ilessag& Sﬂe‘nce
carefulness, carelessness, displeasure, lack of interest, failure to understand, anger resentx?ln. S,
20 disapproval or refusal etc. can be communicated very effectively by uéin’g silenée. e i

17. Siren: y
A siren is a deVI_Ce t'hat makes a long loud sound as a signal or warning. It is an important means
of nonverbal communication. It conveys different messages in different situations. For example, In

factory settings 'morning siren’ implies "time to start work". in the context of defence, during war-time

it means incoming attacks by enemies.
Importance / Advantages of Nonverbal Communication
different types of nonverbal communication methods, each of which has certain

There are
advantages. The advantages of nonverbal communicationare discussed below from different
perspectives. 1 .
. Substitute: The major importance of nonverbal communication is that it may be used as the

te of verbal message. For example, while using phone if someone comes to the door of

ou may motion for'the person to come in and gesture toward a chair. These

ressions mean come in and have a seat.

». Instant Effect: All nonverbal cues have almost instant effect as the receivers perceive them
ickly. For example, it takes less time to see a colour or picture and to hear a horn or bell than to

qu
//——-_——_—_—-——————_—ﬂ._
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speak out and understand or to read and understand words and sentences. This quality of being
speedy in conveyance and response makes nonverbal methods extremely useful in many
situations.

3. .iid to Verbal Communication: Non-verbal methods are extremely useful as an aid to verbal
conumunication. Maps, charts and graphs are absolutely necessary for conveying ideas related to
geography, locations, data and most of the sciences. Beside these, non-verbal methods can
present a large amount of complex data in a compact form; a single page can contain materials
which would require several pages to convey in language.

4. Sign or Marks of Identity: Nonverbal communication also functions as the sign or marks of
identity for some objects or people. For example, the dress and ranking sign of USA Navy
differentiate it from USA Army.

5. Colour as a Powerful Means of Communication: Colour is a very important and powerful
means of communication. It is a part and parcel of our daily life. We use it in clothing, design and
decoration. It has psychological effect also. Black and other dark colours are gloomy; very bright
and gaudy colours may be disturbing and over exciting; well matched and softly blending colours
are pleasant and soothing.

6. Pictorial Presentation of Mass Communication: Pictorial presentations are best for mass
communication. In a country like Bangladesh, with a large number of illiterate and semi-illiterate
people, pictorial symbols are more suitable for mass communication. They are universally
accepted and more easily understood. Graphs and charts are used as pictorial representations of
statistical information. Signs and signals are also used as representation of something.

7. Arousing Stronger Response: All human beings respond more powerfully to pictures, colours
and plain sounds .than to language. A cry of agony arouses a much stronger response than a tale of
woe, a ﬁlm' showing the actual events or representing a story is more effective than the verbal
representation. News on the TV is more interesting, effective and realistic than on the radio.

P VA I B0y BT e T aigion o bl

: i . 2R 2 e to talk to you, but then
you continue to work on something else’s instead of listening him. Here, the verba] message, |
h'ave a time to talk to you, is contradicted by your action, which clearly says, I.am too busy for you
right now.

9. Restate or Emphasize: Gestures and facial expressions may be used to restate
particular point. We sometimes nod our heads YES while verbally expressing
sometimes nod our heads YES while verbally expressing agreement. We may smil
say How nice to see you again. Sometimes, our dress may convey the degree of
place on a particular meeting. In many cases, we reaffirm our verbal communi
nonverbal behaviours.

10. For Illiterate People: For the illiterate people, the only method of cq
information is by nonverbal symbols. Bottles and containers of poisons are ma
crossbones as a warning; illiterate drivers can manage with the nonverbal tra
Films are used to explain processes to people who may not follow oral explan

or emphasize a
agreement. We
e broadly as we
importance we
cation by using

nveying important
rked with skull and
Pﬁ_c signals and signs.
ations easily.

From the above discussion we find that nonverbal communication offers various adva
We should use different nonverbal methods of communication to capitalize these advantag
Disadvantage= of Nonverbal Communication in Business

Each co: nunication process has some advantages of nonverbal communication with
disadvantages of nonverbal communication is not an exception. Nonverbal communication hag 20me
important limitations which are discussed below: ome

1. No or Less Effect after the Occurrence: Nonverbal communication has strong instant and

inherent effect but lacks in producing after effect as it cannot be read or heard I e
some case, it cannot produce any effect at all. For example, in telephone co
speakers are unable to learn the body language of each other.

ntages for us.
es.

epeatedly. In
nversation the

MC2C8 —Business Communication Page 72



School of Distance Education
m‘m\
2. Lack of Flexibility: Lack of flexibility is another important drawback of nonverbal communication
There is no scope of changing the meaning of message sent by nonverbal cues because here in

most of the cases nonverbal cues disappear as soon as communication ends.
Grater Possibility of exchanging Fraudulent Message: In nonverbal communication, people can

3.
easily mislead others by using some symbols that don’t match with their mental status. For
example, a person may show respect to superiors bending his head just to take some illegal
advantage or favor. Thus nonverbal communication can increase the chance of exchanging
fraudulent message.

Encoding and Decoding problem: Communication produces best result if the sender encodes the

message considering the re.cei\./er and receiver decodes the message exactly as sent By the sender.
L abut in nonverbal communication encoding and decoding may not be perfect if both the parties
M differ from cultural orientation and from cultural symbolism. ‘
JL Differ'encg;s il’(l:l 'If\lronverball Cues across C.ulture: Most of the nonverl?al cusses produce different
gy meanings %{1 ifferent cultures. These. dlfferenc_es lead the communicators to misunderstanding
and confusion. For example,'people in the United States and Canada say no by shaking their
~_ heads back and forth, people in Bulgaria nod up and down, People in Japan move their right hand
“I " and people in Sicily raise their chin.
E Absence of Permanent Record: Nonverbal communication lacks in permanent record of
" document if it is not recorded. Since it is not a word-based communication method, it does not
*** produce any written message that can be kept as document. It is done instantly and inherently
but not permanently.
“'%. Necessity of Cultural Knowledge: Understanding the message in nonverbal communication
requires cultural knowledge. If the communicating parties are not aware of each other’s culture,
communication will be ineffective. Because the same nonverbal symbols convey different
meanings in different cultures.
‘'8, Dependency on Technology: In modern age nonverbal communication uses excessive
technological instruments that are not comprehensible to all. Without technology, nonverbal
communication seems to be dim. !
Wide Possibility of Distortion of Message: There is greater possibility of distortion of message in
nonverbal communication because nonverbal symbols or cues differ in meanings from culture to
culture from country to country and from region to region. So, the meaning of a message may be
wrongly interpreted by the communicating parties that can make the communication ineffective.

Summary
Ideas and feelings are communicated by more than the words we speak or write. Messages are

also sent nonverbally by paralanguage (how the voice sounds), by kinesics (facial expres.sions, eye
contact, posture, and gestures), by image (clothing, objects, and appearances), and by proxemics (spatial
relationships). Becoming aware of nonverbal signals helps you improve your ability to control t_hese
elements in your own communication. It is not a word-based communication. It does not use any written
or spoken words but uses symbols, body language, colour etc. Messages conveyed by most of the. non
verbal methods are simple and limited, but some methods like maps, charts and grapes are highly
developed and can convey complex data and information. Non-verbal communication does not always
take place separately and independently from verbal communication. In most of the cases, th.ey are
complementary or inter-dependent. It may be used alone or as the supplement of verbal communication

and it may be visual or aural.
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UNIT-IX
LISTENING

“The most important thing in communication
Is hearing what isn't said"

- Peter ¥ Drucker

“We have two ears and one tongue so that we
would listen more and talk less.”

--Diogenes

<

)DLy

% e
1

. Meanjng-Listening; .is the  ability to accurately receive and interpret nl}'sgages .
communication process.  Listening ',is;k;ey to all effective communication, without the “ability to li t]‘c{.’"
effectively messages are easily misunderstood - communication breaks down and th?eE‘fs,"enze t1“s (;12 <
message can easily become frustrated or irritated. Adults spend an average of 70% of theit' time 3 (2, ' 1
in some sort of communication, of this an average of 45% is spent listening compared to 30% enoaged N,
16% reading and 9% writing. 7' 7 ' - 30% speaking, *

"Lisﬁ¢ning does not mean simply maintaining a polite silence while you are rehearsing j i
mind the speech you are going to make the next time you can grab a conversational opcni,;m%\]m your!I:
listening mean waiting alertly for the flaws in the other fellow's argument so that later you cai o dO.CS' ®
‘down. Listening means trying to see the problem the way the speaker sees it--which means not iy
‘which is feeling for him, but empathy, which is experiencing with him. Listening requires ent DR
-and imaginatively into the other fellow's situation and trying to understand a frame of refi ’en
from your own. This is not always an easy task. _ ; St

"But a good listener does not merely remain silent. He asks questions. However, th .
must avoid all implications (whether in tone of voice or in wording) of sccpticigm’o.ese AL oS
hostility. They must clearly be motivated by curiosity about the speaker's views." A  challenge or

i1 Elements and Levels of Listening
i “I'here are four elements of good listening:

ng actively
ce different

i

. attention—the focused perception of both visual and verbal stimuli
2. hearing--the physiological act of 'opening the gates to your cars'
3. understanding--assigning meaning to the messages received
4. remembering--the storing of meaningful information

5. Definition _

"Listening is the active process of receiving and responding to spoken (and I
unspoken) messages”. g ~ \ Sometimes

Type of listening

Ilere are several different types of listening that people resort to, which r,

1. Discriminative listening : A A i pPieRmay be classified as:
2. Biased listening

3. Evaluative listening

4. Appreciative listening

5. Sympathetic listening

6. Iimpathic listening

7. Therapeutic listening

8. Relationship listening
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9. False listening

10. Initial listening

11. Selective listening

12. Partial listening

13. Full listening

14. Deep listening

1. Discriminative Listening

It is the first and foremost type of listening in which we learn to discern the difference in sounds. Th
s. The

best illustration of discriminative listenin i
g as a phenomenon is the way a child le
T ST T 1 arns ak. Th
discriminative listening is both a function of our hearing abilities and the ability to c;?s:il:legui'sh bel"efore,
etween

sound structures.
2. Biased Listening
In biased listening, the receiver holds preconceiv i i '
ed notions, which : :
sender's message. » which shape the way a receiver decodes the

3. Evaluative Listening
Evaluative llstenlggrlls also referred to as critical/judgmental listening. In évaluative listening e Tistand
. )

the sender's message, and make judgments on the same. In evaluative listening, we also tend to eval
SR G LE ) nd to evaluate

e message against our own beliefs and val i ge whether th
s ge ag ues, trying to gauge ‘;whegthgr t:hé message is good or bad.

4. Appreciative Listening
In appreciative listening, the person listens to things that he/she appreciates. For instance, h
) , have you ever

noticed that the day you decide you want to lose weight; you ten ; 1
pertaining to the topic of losing weight? In other words,gwe thd to sgeiooi’td:s:filrz?irj so_und_s/messages
5. Sympathetic Listening : f o s |
‘As the name suggests, we engage in sympathetic listening when we si '

For example, wghen your close friend discusses hiS/herg work concer:lzr‘\e,\lr)i’tl‘ia;f)lalboz;ﬂ]{ef other person.
attention sO he/she knows that YOE.I care about him/her. We show the other Persc;nythat isten with r;?pt
makes it an important constituent in the context of relationship building. .we Care, iich
6. Empathic Listening ' ;

Empatitic Listemng enta.l.l!s noLS5 ly caring for but showing compassion for the other person. When we go
beyoneisyagt athy and literally" feel what the other person is feeling, we engage in empathic listening
However, to get the other person to open up, you must show the person that you share their pain éngci
happiness.
7. Therapeu
Therapeutic

tic Listening X .
Listening does not mean just listening to the other person to express sympathy or to feel

their happiness and pain. Its purpose Is to take remedial actions, which will bring about a desired
behavioural change in the other person.
i ip Listening
8. Relationship List ot e . |
Ayppeel eI C'Om;numl(c:x?mnhl's ;O bu-lld a rapport with another person. This is where
By lsens P elat wr;)S’ ip listening, we simply listen to the other Pe'rson in order to
develop maintain, and nourish a relationship.
. False Listening ' : . |
g'alse Listening 0Ccurs when alf):;gtr:: :: g;i;eilslii'rtlgFZ;shslt'e? but, in reality, does not hear anything that i
: ; . we are a . e listening is often used b t
e Typlcally: i isteni sed by the people who want to
S i i pic the)’:orrt: indeed listening but know completely well that it is not important
for them to listen t0 the other person.
10. Initial Listening ] . .
[nitial Listening occurs when wé 11§flen to ;E?Soﬁher person in B i 1 SO
egenlns et e it ti ap}}:ens owing to one primary reason: You are simply
listeniti5 &3 find an opening in the conversation, so that you can interject with your own points.

11. Selective Listening

P
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Selective Listening takes place when you listen to only those things that you want to hear or to those that
interest you. However, do not confuse selective listening with biased listening. Selective listening is not a
result of our biases; on the contrary, it stems from our interest/disinterest in a particular topic or even the
level of knowledge that we want to gain from the same.

12. Partial Listening

Partial Listening is a subtype of selective listening in which we make an utmost effort to listen but get
distracted midway. The most common reason for this is the speed at which we process thoughts. In other
words, since we process thoughts at three times the rate of speech, even if we try to listen attentively, our
mind tends to wander because of this time differential.

13. Full Listening 114
During Full Listening, we concentrate completely on what is being said. It is also known as agtive
listening, wherein we try to understand the content wholly and completely. This form of listening-is
replete with paraphrasing and seeking clarifications from the speaker, etc. It obviously takes great effort
on the part of the listener but is advantageous since the listener does not miss a point; ;; , |
14. Deep Listening by o1 ¥
Deep Listening is the most profound of all listening types. Deep listening occurs when you go bey;ond
what is being said and try to fathom what is not being said. This entails reading between the lines,
reading nonverbal cues, understanding the speaker's personality, etc. Deep listening is not an easy artto
acquire and requires learning and effort on the part of the listener. However, having said that, c]éép
listening has a lot of advantages in the workplace, therefore making the effort worthwhile. ]
The responsibilities of a good listener OR factors to be considered before starting listening
There are following responsibilities of good listeners;

IS

113

fee

1. Preparation for listening:-

A listener should prepare himself to listen. This preparation includes following point:

1) No talking:- A listener must not talk when he is going to listen otherwise, the idea may not
be received or it may be interrupted.

2) Avoiding distraction:- The listener should not distract his attention from the speaker to
some other object. Shuffling papers or doing any other thing may disturb the person of
receiving ideas.

3) Good environmental condition: - The listeners should arrange a suitable condition before
listening. Noise of traffic, poor ventilation, extraordinary warmness or coldness and many
other such things cause problems in listening.

2. Concentration on message:-

A listener is required to concentrate on verbal and non-verbal message. For having good
concentration, following points are to be considered:

1) Controlling emotion and feelings:- Sometimes it happens that speaker’s words hurt the
feelings of listeners. In this situation the listeners should control his/her emotion and
feeling because if he loses temperament, he cannot get the message.

2) Avoiding evaluation:- The listener should concentrate only on listening and avoid jumpi
to conclusion or evaluating the message. png

3) Showing interest:- The listener should show his interest to the topic so
can be motivated to convey his ideas in a better way. i that the speaker

The faults/pitfalls/Barriers of listening /

Listening is a very important aspect of oral communication. If there is any lacking or fault i
listening, it might cause failure to communication process. So, people should be well aware fault o
listening so as to improve the overall communication ability. These faults are enumerated as under- g

A
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Prejudice against the speaker.
External Distraction.
Thinking speed.

Premature evaluation.
Semantic stereotype.
Delivery of speech.

Language.

Sluggishness.

O AV AW N

The explanation of above mentioned points is as under:
1. Prejudice against the speaker:- b
Sometimes the speaker conflicts with our attitud ‘ 4
e. The summary of these conflicts i
’ : 4 ; conflict :
@) Pefsonahtly of the 1S:peaker- If the speaker is not liked by the listener, thselsia: fo]l.‘f‘,*’s-
attention to listening. ror example a business person might notlisten to Ehi,s' vival llieener :r_r;iay n(]))t pay
cause he is biased

with the personality of that rival.
(ii) Thoughts of speaker:- If the thoughts of speaker are in ‘contrast with' the listene ’L though
| r's thoughts the

listening process could be damaged.

overheated or cold room, poor ventilation and
! many other things distr. i
act a listener’s attention fr
om the

speaker’s message.

3. Thinking speed:-
On average, most of us speak between 8o and 160 words per minute. Whereas, people have the abil
i ) ave the ability to

a‘ ] 38l

process due to the following reasons:
(i) Competition of concentration:- The listen
: er could not concent
rate on the message becau
se he has

many things to think besides listening to the message.
(ii) Doing some other activity:- The listener might be involved in doing some oth tivi
er activity.

1200

4. Premature evaluation::-
When the listeuss Sl evaluating the message during the process ¢ istening, he/she is not att
‘ 2 attentive

enough to the message. This is another fault of listening.

5. Semantic stereotype:-
There are many topics to which the listener has emotional and psychological belongingness. So, th
ss. So, the topic

and issues which hurt his feelings are not absorbed by him easily.

6. Delivery of speech:-

A monotone can easily put the listener to sleep or cause him to lose the interest

7. Language:- : o
Anddtetilaty R afIgHASE. If the speaker using such words, idi
language with which the listener is not familiar, the speaker will face dif?i’c:;ll:i(::r:si,n()::'osrﬁ:c-t ureh(.)f
message. .
8. Sluggishness:-
If the listener is m

message-
The guide lines
Listening is very
Therefore, 0n€ sho
e i. Preparation before listening.
Listéning to understand, not to refute.

2.
 Focusing the attention.

BF
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for adopting good listening habit. There are followingngltcl?d:e(;;zssl;f)trergligd'

to effe
important a
uld strive



School of Distance Education

f

4. Concentration on context.

5. Taking notes.

6. Curbing the impulse to interrupt.
7. Asking questions.

8. Summary & evaluation.

The details of each point are as follows:

1. Preparation before listening:-

As already mentioned that listening plays important role in communication. So one should prepare

himself before starting listening. In preparation, there are following guidelines: 1

(i) Stop talking;- Human brain can perform one activity efficiently at a time, so during listening there

should be no talking by the listener. ‘

(ii) Remove distraction:- Noisy fan, traffic noise, entrance of unauthorized persons may interrupt the

listening process. All these barriers should be removed. ‘ ‘

{iii) Good environmental conditions:- There should not be extraordinary cold or warm environment and

ventilations should be proper.

2. Listening to understand, not to refute:- '

There could be many topics to which the listener has reservations. Apart from these reservations, the

listener should try his best to understand the message.

3. Focusing the attention:-

There may be many objects on which the listener should construct a mental outline of where the speaker

is going in his speech.

4. Concentration on context:-

The listener should keep in mind the background and theme of speech. This thing enables him to Absorb

the material quickly and efficiently. 1

5. Taking notes:- ;

Listener should keep on taking notes. Hence, he should jot down ideas rather than sentences. In this w‘ay

he/she could make the message safe for a long time. / i

6. Curbing the impulse to interrupt:- '

One should avoid interrupting the speech until the speaker invites questions. This habit puts

the speaker and listener both at ease.

7. Asking questions:-

Asking right question on right time is quite different form interruption. Listener should have an idea to

know right time to ask questions.

8. Summary & evaluation:-

The listener should summarize and speech but not during listening process.

Advantages of Good Listening/ Purpose Of Listening L
Listening is an important aspect of business communication. It stands third‘:'ét“ter writing Sad

speaking. A business communicator has to listen to various customer, employees;;,j officer, su liers

financiers etc. Obviously, it is an unavoidable task for a business person. This important 1 : PPIUEES

, } g nt.reason as to why
a business communicator should known about listening is enumerated as under. il ‘hY

ko i
yAERJI

i

To gain new information and ideas.
To question and test evidence and assumptions.
To be inspired and motivated.

o To improve overall communication.

‘e The explanation of these points is as under:
1. To gain new information and ideas:-
A business person has to get new information and ideas from various parties. For example he gets th
information from customers regarding the product. He takes various ideas from the emplol;ees iniide th:

e ————
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organization. He receives order or instruction forms his superiors. He gets training form his instructor.
All these activities require him to be a good listener.

2. To question test evidence and assumptions:-

Any activity, particularly business, activity requires good analytical skill to survive in the environment. A
good listener does not feel much difficulty in doing so. The message of speaker mostly consists of facts
(Verifiable data) or opinions (inferences). Good listeners test those facts and opinions against
assumptions and then question the speaker. In this way he is able to analyze the massage and treat it on

~ its merit.

3. To be inspired a motivated:-
A dynamic business man wants to be motivated again and again. Good listening enables him to take
inspiration from the message and brings about enthusiasm in his attitude.
4. To improve overall communication:- '
A business person needs strong communication skills to survive in the market. And to face a high degree
of competition. This can only be achieved by having strength in all areas of communicating i.e. writing,
reading, speaking and particularly listening. : ‘
Good Listening and Bad Listening RIS T1Y
Good listening means a person’s ability to understand the message effectively and efficiently. It
results in improved communication and quick feedback. EAPSRERE
Advantages of good listening: ot
Listening is not just heart. It permits understanding of what is heard and makes the listener a
share in communication. Listening is a skill that requires parlance and fact. There are certain advantages
of good listening.
e Itleads to helpful positive attitudes.
e It permits the speaker and listener to improve communication.
e It provides a feed-back to the speaker who can adjust to the situation and helps his/her
give better presentation.
° It creates better understanding of the two parties.
Bad listening:- -
It means a person’s disability to understand the message partially or completely. It results in (i)

Poor hearing (ii) Poor understanding (iii) Poor interpretation; it can be overcome by following the
guidelines of listening.

UNIT-X
INDIVIDUAL DIFFERENCES AND COMMUNICATION *
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Page 79



School of Distance Education

"To effectively communicate, we must realise that we are all
different in the way we perceive the world and use this
understanding as a guide to our communication with others".

- Tiny Robbins

All organizations are composed of individuals. No organization can exist without
individuals. Human behaviour, which is; considered a complex phenomenon, is very difficult to
define in absolute terms. It is primarily a combination of responses to external and internal
stimuli. These responses would reflect psychological structure of the person and may be results'
of the combination of biological and psychological processes, which interpret them, respond to
them in an appropriate manner and learn from the result of these responses.

Communication in the organisation is effective when positive relationships are developed
and maintained. Responding positively to individual differences by valuing all individuals and
treating them with respect, courtesy and sensitivity will ensure effective communication. Taking
a proactive approach to acknowledge an individual's differences will build mutual trust and
confidence.

Psychologist Kurt Levin has conducted considerable research into the human behaviour
and its causes. He believes that people are influenced by a number of diversified factors, which
can be both genetic and environmental. The influence of these factors determines the pattern of
human behaviour.

Important dimensions of individual differences
- Self-concept

- Personality

o Attitude

» Perception.

Self-concept

. Self is ‘the core of one's conscious existence. Awareness of self is referred to as one's self-
concept. Sociologists Viktor Gecas defines self-concept as "the concept the individual has of
himself as a physical, social and spiritual or moral being". In other words, every individual
recognizes himself as a distinct individual. A self-concept would be irnpos,sible without the
capacity to think. This brings us to the role of cognitions. Cognitions represent, "any knowled
opinion, or belief about the environment about oneself, or about one's behavio;n‘". Amon o
different types of cognitions, those involving expectation, planning, goal setting
setting personal standards are particularly relevant to behavioural communicatio’

g many
evaluating and
n.

Self-esteem :
Self-esteem is a belief over one's own worth based on an overall self-
with low self-esteem tend to view themselves in negative terms. They do not f;
themselves, tend to have t.rou.b!e in dealing effectively with others, and are ha;defog i dhout
doubts. High self esteem individuals, in.contrast, see themselves as worthwhilep cae bly G
acceptable. Although, high self-esteem is generally considered a positive trait’becpil Se 'in_d
e it is

e, e
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associated with better performance and greater satisfaction, recent research uncovered flaws
among those having high self-esteem. Specifically, high self-esteem subjects tended to become
self- cantered and boastful when faced with situations under pressure Hence moderate self-
esteem is desirable.

Managers can build employee self-esteem in four ways:

1. Be supportive by showing concern for personal problems, interests, status and contribution.

2. Offer work involving variety, autonomy and challenges that suit the individual's values, skills
and abilities.

3. Strive for management-employee cohesiveness and trust building.

4. Have faith in each employee's self-management ability, reward successes.

Self-efficacy

Self-efficacy is a person's belief about his' or her chances of successfully accomplishing a
specific task. According to one organizational behavior writer, "Self-efficacy arises from the
gradual acquisition of complex, cognitive, social, linguistic, and/or physical skills through
experience”, There is strong linkage between high self-efficacy expectations and success in terms
of physical and mental tasks, anxiety reduction, addiction control, pain tolerance and illness
recovery. Oppositely, those with low self-efficacy expectations tend to have low success rates.
Self Development and Communication

Our self-concept is the overall idea of who we think we are. It is developed through our
interactions with others and through social comparison that allows us to compare our beliefs
and behaviors to others.

Our self-esteem is based on the evaluations and judgments we make about various
characteristics of our self-concept. It is developed through an assessment and evaluation of our
various skills and abilities, known as self-efficacy, and through a comparison and evaluation of
who we are, who we would like to be, and who we should be (self-discrepancy theory).

Social comparison theory and self-discrepancy theory affect our self-concept and self-
esteem because through comparison with others and comparison of our actual, ideal, and ought
selves we make judgments about who we are and our self-worth. These judgments then affect
how we communicate and behave. )

Socializing forces like family, culture, and media affect our self-perception because they
give us feedback on who we are. This feedback can be evaluated positively or negatively and can
lead to positive or negative patterns that influence our self-perception and then our
communication. ‘

Self-presentation refers to the process of strategically concealing and/or revealing
personal information in order to influence others’ perceptions. Pro-social self-presentation ig
intended to benefit others and self-serving self-presentation is intended to benefit the self at the
expense of others. People also engage in self-enhancement, which is a self-presentation strategy
by which people intentionally seek out positive evaluations. |
ATTITUDE AND PERCEPTION ]

In simple words, an "attitude" is an individual's point of view or an individual's way of
looking at something. To be more explicit, an "attitude" may be explained as the mental state of
an individual, which prepares him to react or make him behave in a particular pre-determined
way. it is actually acquired feeling.

An attitude is defined as, "a learned pre-disposition to respond in a consistent
favourable or unfavourable manner with respect to a given object".(Katz and Scotland) :
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Attitude is the combination of beliefs and feelings that people have about specific ideas,
situations or other people. Attitude is important because it is the mechanism through which
most people express their feelings.
COMPONENTS OF ATTITUDE
Attitude has three components, which are as follows:
« Affective component
+ Cognitive component
- Intentional component
The affective component of an attitude reflects 'feelings and emotions' that an individual
has towards a situation. The cognitive component of an attitude is derived from 'knowledge' that
an individual has about a situation. Finally, the intentional component of an attitude reflects
how an individual 'expects to behave' towards or in the situation. For example, the different
components of an attitude held towards a firm, which supplies inferior products and that too
“irregularly could be described as follows:
+ "I don't like that company"—Affective component.
- "They are the worst supply firm I have ever dealt with"—Cognitive component.
- "] will never do business with them again"—Intentional component.
Peopl.e try to maintain consistency among the three components of their attitudes. However
conflicting circumstances often arise. The conflict that individuals may experience among th ir
own attitudes is called 'cognitive dissonance. Pt
ATTITUDE FORMATION AND CHANGE
\ I.ndiv?dual attitude are formed over time as a result of repeated personal experiences with
ideas, situations or people. One of the very important ways to understand individual behavi
in an organization is that of studying attitude, which is situational specific and learned W
An attitude may change as a result of new information. A manager may have .a negati
attitude about a new employee because of his lack of job-related experience. After workin gatl'v}el
a new person, a manager may come to realize that he is actually very talented and subse : WItl
may develop a more positive attitude toward him. Tt 5
Work-Related Attitudes
l?eople in an organization form attitude about many things such as about their sal
promotion possibilities, superiors, fringe benefits, food in the canteen, uniform etc ]El:piii?ﬁ;

sopme important attitudes are job satisfaction or dissatisfaction, organizati
i ) ional commi
job involvement. ommitment and

Measurement of Attitude

Since attitude is a psychological phenomenon, it is necessary to measure because it aff;
the feeling of the people, labour turn over, absenteeism, productivity etc. some of th e
method to measure attitudes are € popular
1. Opinion survey-this is based on questionnaire with closed end questions(Y/N questi
multiple choice questions regarding nature of work, environment, rewards etc. th s lons)' or
attitude is measured. - through which
,. Interviews- an interview board consisting of neutral person conducting intervi :
employees and keep the result as confidential rview with
3. Scaling techniques-Thurston attitude scale, Likert scale etc.
sources of attitude
1. Direct personal experience
2. Association
3. Family and per groups
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4. Neighbourhood
5. Economic status and occupation
6. Mass communication
Communication (Persuasive) and Attitude Change
Persuasion attempts to influence people's beliefs, attitudes, intentions, motivations, or
behaviours in relation to an event, idea, object, or other person(s). Persuasion is achieved
through written or spoken communication that conveys information, thoughts, emotions, logic,
and arguments. Effective business communication often involves persuasion. Salespeople,
lawyers, and politicians make their living attempting to persuade others, and persuasion is an
important part of the work of managers and leaders as well. \
Persuasive communication achieves five things:

e Stimulation

e Convincing

e (Call to action

e Increase consideration

o Tolerance of alternate perspectives
Stimulation

Persuasive communication reinforces, intensifies, and. prioritizes existing beliefs. The
purpose may be to spur action, build group cohesion, or develop commitment to a shared set
of goals. This approach may begin by acknowledging areas of common ground and then
introducing new information that helps the audience value this commonality even more.
Convincing
Sometimes a message is meant to convince an audience of the rightness of a certain

choice or course of action. This often involves getting people to change their minds. The use of

evidence and logical reasoning are effective techniques for accomplishing this type of
persuasion.

Call to Action

Persuasive argument is often a call to action. This type of speech is not purely about
stimulating interest to reinforce and accentuate beliefs, or convincing an audience of a
viewpoint. Its intention is to get people to do something (often to change their
PERCEPTION

Perception is described as a person’s view of reality. Perception is an important mediating
cognitive process. Through this complex process, people make interpretations of the stimulus or
situation they are faced with. Both selectivity and organization go 'into perceptual,
interpretations.

Externally, selectivity is affected by intensity, size, contrast, repetition, motion and
novelty and familiarity. Internally, perceptual selectivity is influenced by the individual's
motivation, learning and personality. After the selective process filters the stimulus situation,
the incoming information is organized into a meaningful whole.

“It is the interpretation of sensory data so as to gather meaningful ideas’. In the process of
perception, people receive many different kinds of information through all five senses, assimilate
them and then interpret them. Different people perceive the same information differently.

Perception plays a key role in determining individual behaviour in organizations.
Organizations send messages in a variety of forms to their members regarding what they are
expected to do and not to do. In spite of organizations sending clear messages, those messages
are subject to distortion in the process of being perceived by organizational members. Hence,
managers need to have a general understanding of the basic perceptual process.

. T T ———
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Basic Perceptual Process .

Perception is influenced by claracteristics of the object being perceived, 'by the
characteristics of the person and by the situational processes. Perception is a screen or filter
through which information passes before having an effect on people. It consists of:

1. Perceptual input- Information, object, event, people, symbols etc. Characteristics of the
object include contrast, intensity, movement, repetition and novelty. Characteristics of the
person include attitude, self-concept and personality.

2. Perceptual mechanism- receiving of information by means of five senses from the external
environment and process them to form output. It includes:

a. Perceptual receiving :

b. Perceptual selectivity

c. Perceptual organization

d. Perceptual Interpretation (perceptual context, perceptual defence, halo effect jecti
attribution, stereo typing etc.) : » Projection,
3. Perceptual output- behavioural outcome of perceptual mechanism. It is the - 1
perceptual process. It includes attitude, opinions, feelings, values and behaviour. The d v 7 of
particular situation affect the way a person perceives an object; the same persclyn o etails qf a
the same object very differently in different situations. The processes through whic}:ly percew'e
perceptions are altered by the situation include selection, organization, attribution gy
stereotyping process, and the halo effect process. Among these, selective pe » Projection,
stereotyping are particularly relevant to organizations. perception and
Perceptual context

Sometimes visual stimuli will be completely meaningless without
organization, a pat on the back, a suggestive gesture, a raised eyebrow etc. will b context. [
without proper context. They will be made more meaningful if an employee recei 4.ran
back for enhancement of his performance and like that. 1Ves a pat on the
Perceptual defence

People often screen out perceptual stimuli that make the
dissatisfying people generally build defences against stimuli or events thnalt ;IQCO_IIIIIfortable and
or culturally unacceptable or threatening. Perceptual defence is performed b el g (o ponally
a. Denying the existence or importance of conflicting information. i
b. Distorting the new information to match the old
c. Acknowledging the existence of new information but treating it as a ng
exception. " Tepresentative
Selective Perception

Selective perception is the process of screening out informati
uncomfortable with or that contradicts our beliefs. For example, a manage ;?n that ‘we are
attitude about a particular worker and one day he notices that the workegr ceome LY positive
up. Selective perception may make the manager to quickly disregard thiems t0'be goofing
example, a manager who has formed a very negative attitude about a part'a e observed. For
happens to observe a high performance from the same worker. In this ¢ lcu!ar worker and he
selective perception process he too will disregard it. In one sense, s a1Se l'nﬂuenCEd by the
beneficial because it allows us to disregard minor bits of information Eute:fectWe Perception is
causes managers to ignore important information, it can become quit.e det e PeICeption
Halo effect kg
It is the tendency of judging the person entirely on the basis of 3 s 1 !
favourable or unfavourable. We judge a person by our first impression e:lr)lguett}r:lt i Mayie
im or

M
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we draw general impression about an individual based on single characteristics such as
intelligence, sociability or appearance, a halo effect is operating. This phenomenon frequently
occurs when students appraise their classroom teacher. :
Stereotyping

Stereotyping is the process of categorizing or labelling people on the basis of a single
attribute. Stereotyping consists of three steps: identifying categories of people (like women,
politician), associating certain characteristics with those categories (like passivity, dishonesty
respectively) and then assuming that anyone who fits a certain category must have those
characteristics. For example, if dishonesty is associated with politicians, we are likely to assume
that all politicians are dishonest.

Projection :

It refers to the tendency of the people to see their on traits in other people. It means that
when they make judgments about others, they project their own characteristics in others.eg. For
a lazy supervisor, every worker is lazy or idle ‘
Attribution

Perception is also closely linked with another process called attribution. Attribution is a
mechanism through which we observe behaviour and then attribute certain causes to it.
According to Attribution theory, once we observe behaviour we evaluate it in terms of its
consensus, consistency and distinctiveness. Consensus is the extent to which other people in the
same situation behave in the same way. Consistency is the degree to which the same person
behaves in the same way at different times. Distinctiveness is the extent to which the same
person behaves in the same way in other situations. The forces within the person (internal) or
outside the person (external) lead to the behaviour.

For instance, if you observe that an employee is much more motivated than the people
around (low consensus), is consistently motivated (high consistency), and seems to work hard
no matter what the task (low distinctiveness) you might conclude that internal factors are
causing that particular behaviour. Another example is of a manager who observes that an
employee is late for a meeting. He might realize that this employee is the only one who-is laic
(low consensus), recall that he is often late for other meetings (high consistency), and
subsequently recall that the same employee is sometimes late for work (low distinctiveness).
This pattern of attributions might cause the manager to decide that the individual's behaviour
requires a change. At this point, the manager might meet the subordinate to establish some
disciplinary consequences to avoid future delays.

Impression management

Social perception is concerned with how one individual perceives other individuals.
Conversely, impression management is the process by which the general people attempt to
manage or control the perceptions that others form about them. People often tend to present
themselves in such a way so as to impress others in a socially desirable manner. Thus,
impression management has considerable' implications for activities like determining the
validity of performance appraisals. It serves as a pragmatic, political tool for someone to climb
the ladder of success in organizations. -
Factors Affecting perception
Perceptual selection is determined by two broad factors:

1. External factors
2. Internal factors
External factors
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A. Size — size determines the height or weight of an individual, object etc. bigger the size, higher
will be the perception.
B. Intensity- intensity attracts to increase the selective perception. Eg. An illuminated shop
attracts attention of the customers.
C. Repetition- repeated message and advertisement is more likely perceived than a single one.
D. Movements — moving objects are more likely to be perceived than a stationary object. A
moving car is more perceived than a parked car.
F. Status- high status people can influence the perception of employees than low status people.
An order from the Managing Director may be perceived by employees quickly.
G. Contrast - an object which contrasts with surrounding environment is more likely to be
noticed. ; :
E.g. “EXIT” sign in the cinema hall, Danger sign in transformers etc.
H. Novelty and Familiarity- this states that either the familiar or novel factor can serve as
attention better. E.g. Face of a film star can be identified even in a crowd. Novel or new type of
advertisement like DOCOMO...
I. Nature — perception level may b_e varied according to the nature of input or stimuli. Eg. A
picture attracts more attention than a word.
J. Order- the order in which the objects or stimuli are presented is an important factor for
attention. E.g. Welcome speech at the beginning will attract more attention. Like that, in film,
suspense will be revealed at last to heighten the curiosity and perceptive attention.
Internal factors

Internal or personal factors also influence the perception process. The important personal
factors are:
A. Learning- A perceptual set is basically what a person expects from the stimuli on the basis of
experience and learning relative to same or similar stimuli. Eg. Perception on sign board will be
different for those who learned driving and those who not.
B. Motivation- Motivation also plays an important role in influencing perception. E.g. A hungry
person will be very sensitive to the smell or sight of food than a non-hungry one.
B. Personality- perception is also influenced by personality especially young and old, man to
women etc. .
C. Experience-a successful experience enhance and boost the perceptive ability and leads to
accuracy in perception whereas failure erodes confidence.

Perception and communication -Relationship

Perception and communication are related because perception is a necessary step toward
the process. Perception involves the reception of data from various sensory inlets in the form of
the five senses, the internalization of the data, and the translation of that data into some form Of
output through the process of communication. Communication may be either intrapersona] )
interpersonal. The manner in which people perceive themselves and also in their relatiop hior
with other people largely relies on perception. e

An example of the impact of perception and communication is the way an individual
perceives his or her image. An individual takes in sensory data through various sensory Chv1 ul
regarding the ideal image and how others may view someone who looks like him Oamﬁe 3
Someone who sees pictures of slim, beautiful people in magazines and on television andrh 3
the media extol the virtues of such an image may perceive that any image contrary t(; that i ik
what society finds desirable. This may affect the way in which such an individua] viewsa h;S 4.8
herself, which may also be reflected in the way the individual communicates with others e

A
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MC2C8 —-Business Communication | Page 86




School of Distance Education

_ This process of perception and communication is two-fold in that a person first
communicates with him or herself based on the way he or she perceives the sensory data from
different senses through a process known as intrapersonal communication. This is the type of
communication that goes on in the private mind of an individual in response to the perception
of data. For instance, if a child sees his or her mother’s laptop and debates about whether to play
with it, the child is having an intrapersonal communication based on the perception that the
mother will not be happy with such an action.

In terms of interpersonal communication, perception and communication are linked in
the various ways that perception guides the way people relate and communicate with each other.
For instance, in a deeply class-conscious society, people may communicate with each other
based on their perception of their standing or class in society. Another example of how an
interpersonal relationship is linked to communication is the way people perceive others'
behavior toward them. If two people meet for the first time and one of them looks at the other in
an offensive manner, a negative perception may cause the person on the receiving end to
communicate in a rude and equally offensive manner in response.

How perception affect communication?
Perception acts as a filter through which all communication passes as it travels from one

person to the next. ! ; -
Because people tend to perceive things differently, the same message may be interpreted

quite differently by different people.

Attribution is the process of assigning explanations to events. Attribution theory
identifies tendencies toward fundamental attribution errors when judging the
performance of others and self-serving biases when judging the performance of

ourselves.
Common perceptual distortions that may reduce communication effectiveness include

stereotypes, projections, halo effects, and selective perception.

UNIT XI
PERSONALITY

m
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The term personality has been derived from Latin word ‘personnare” which means to
speak through. Personality is traditionally refers to how people influence others through their
external appearances. Gorden Allport defines “Personality is the dynamic organisation within an
individu: [ of those psychological systems that determine his unique adjustment to his
environment . {

Personality is a complex, multi-dimensional construct and there is no simple definition of
what personality is. Maddi defines personality as, “A stable set of characteristics and tendencies
that determine those commonalities and differences in the psychological behavior and that may
not be easily understood as the sole result of the social and biological pressures of the moment".
From the above definition we can infer that all individuals have some universally common
characteristics. Some personality theorists stress the need of identifying person-situation as
interaction. This is equivalent to recognizing the social learning aspects re_lated to personality.
Such a social learning analysis is one of the most comprehensive z-md meanmgﬁﬂ ways included
in the overall study of organizational behavior. From this perspective, personality means the way
people affect others. It also involves people’s understanding thems‘elve.s, as we-ll as their pattern
of inner and outer measurable traits, and the person and situation interaction. People affect
others depending primarily upon their external appearance such as height, weight, facial
features, color and other physical aspects and traits. ;

Personality factors in organization (Types of Personality) : |

Some of the important personalities factors that determine what kind of behaviours are

exhibited at work include the following:

1. Need Pattern

Steers and Braunstein in 1976 developed a scale for the four needs of personality that became
apparent in the 'work environment. They are as foll'ows:

» The need for achievement: Those with a high achievement need engage themselves proactively
in work behaviours in order to feel proud of their achievernefxts a{ld successes. <

* The need for affiliation: Those in greater need for affiliation like to work cooperatively with
others. LA

» The need for autonomy: Those in need for autonomy function in the best way when not closely
supervised. j

* The need for dominance: Those high in need for dommgnce are very effective while operating in
environments where they can actively enforce their legitimate authority.

2. Locus of Control i :

Locus of control is the degree to which an individual believes that his or her behavior has
direct impact on the consequences of that behavior. Some people, for example, believe that if
they work hard they will certainly succeed. They, strongly believe that each individua] is in
control of his or her life. They are said to have an internal locus of control. By contrast, some
~ people think that what happens to them is a result of fate, chance, luck or the behavior of other
~ people, rather than the lack of skills or poor performance on their part. Because- these
individuals think that forces beyond their control dictate the happenings around them, they are
said to have ar: external locus of control.

3. Introversion and Extroversion .

Introversion is the tendency of individuals, which directs them to be inyw
feelings, thoughts and ideas within themselves. Extroversion, on the contrary, refers t
tendency in individuals to look outside themselves, searching for external stimilli with 0 t.he
they can interact. While there is some element of introversion as well as extroversion in allvr)l;lch

; y ; s
people tend to be dominant as either extroverts or introverts. Extroverts are sociable, lively and
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gregarious and seek outward stimuli or external exchanges. Such individuals are likely to be
most successful while working in the sales department, publicity office, personal relations unit,
and so on, where they can interact face to face with others. Introverts, on the other Hand, are
quiet, reflective, introspective, and intellectual people, preferring to interact with a small
intimate circle of friends. Introverts are more likely to be successful when they can work on
highly abstract ideas such as R&D work, in a relatively quiet atmosphere. Since managers have to
constantly interact with individuals both in and out of the organization and influence people to
achieve the organization’s goals, it is believed that extroverts are likely to be more successful as
managers.
4. Tolerance for Ambiguity

This personality characteristic indicates the level of uncertainty that people can tolerate
to work efficiently without experiencing undue stress. Managers have to work well under
conditions of extreme uncertainty and insufficient information, especially when things are
rapidly changing in the organization's external environment. Managers who have a high
tolerance for ambiguity can cope up well under these conditions. Managers, who have a low
tolerance for ambiguity may be effective in structured work settings but find it almost
impossible to cperate effectively when things are rapidly changing and much information about
the future events is not available. Thus, tolerance for ambiguity is a personality dimension
necessary for managerial success.

5. Self-Esteem and Self-Concept
Self-esteem denotes the extent to which individuals consistently regard themselves as

capable, successful, important and worthy individuals. Self-esteem is an important personality
factor that determines how managers perceive themselves and their role in the organization.
Self-esteem is important to self-concept, i.e., the way individuals, define themselves as to who
they are and derive their sense of i@entity. High self-esteem provides a high sense of self-
concept, which, in turn, reinforces hlgh self-esteem. Thus, the two a.re mut}lally reinforcing.
Individuals with a high self esteem wa try to. take on more Fhallengmg assignments and be
successful. Thus, they will be el.ll'%ancmg. their self-co'nce‘pt i.e., they would tend to define
themselves as highly valued ind1v1du‘als in tf%e orgar.uzaFlonal system. The higher the self-
concept and self-esteem, the greater will be thel.r Contrz'butl..ons to the goals of the organization,
especially when the system rewards.them for their coptrlbutlons.
6. Authoritarianism and Dogmatism ‘ i :
Authoritarianism is the extent to .WhICh an mdmdua‘ll beheve.s tlTat power and status

: important within' hierarchical SOClal. systems like organizations. For example, an
Gy is highl authoritarian may accept directives or orders from his superior without
empiloyee wtl}griisnglg AY person who is not highly authoritarian might agree to carry out
much questi ;

i d reasonable directives from his boss. But he may also raise questions, express
appropriate and I fuse to carry out requests if they arc for some reason objectionable.

: re : ! y
dlsagree.men't and e'v?crllity of a person's beliefs and his or her openness to other viewpoints. The
Dogmatism is the rigl minded’ and 'open-minded’ describe people who are more and less

popular terms ‘close example, a manager may be unwilling to listen to a

40 . beliefs respectively. For ; giiH, .
g 1r11 thzlrt bi;loeieflsg solfnething more efficiently. He is said to be a person who is close-
new idea related to

F d atic. A manager who is very receptive to hearing about and trying out
minded or .hlghly Ogmcirc'u mstances might be seen as more open-minded or less dogmatic,
new ideas in the San'leh . beneficial or detrimental to organizations, but given the degree of
Dogmatism can be el; Oerganizations and their environments, individuals who are, not dogmatic

i ature O ; ) S
change m1 'ih? nto be useful and productive organizational members.
are most likely ; ————————
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7. Risk Propensity ol T

Risk-propensity is the decree to which an individual is willing to take chances: ar}d ma.ke
risky decisions. A manager with a high-risk propensity might be expected to experiment with
new ideas and to lead the organization in new directions. In contrast, a manager with low risk
propensity might lead to a stagnant and overly conservative organization.

8. Machiavellianism

Machiavellianism is manipulating or influencing other people as a primary way of
- achieving one's goal. An individual tends to be Machiavellia.n, if he tends to be logical .in
assessing the system around, willing to twist and turn facts to lnﬂuenc‘e others, and try to gain
control of people, events and situations by manipulating the system to his advantage.

9. Type A and B Personalities \ \ .

Type A persons feel a chronic sense of time urgency, are highly achievement-oriented,
exhibit a competitive drive, and are impatient when their work is slowed down for any reason.
Type B persons are easy-going individuals who do not feel tbe Fime urgency, and who do not
experience the competitive drive. Type A individuals are sxgnlﬁcar}tly. more prone to h-eart
attacks than Type B individuals. While Type A persons help the organlzfitlon .to move ah¢_ead ina
relatively short period of time they may also suffer health problems, which might be detrimental
to both themselves and the organization in the long run. :

10. Work-Ethic Orientation

Some individuals are highly work-oriented while others try to do the minimum Work that
is necessary to get by without being fired on-the-job. The extremely work oriented person gets
greatly involved in the job. Extreme work ethic values could lead to traits of "workahollism"
where work is considered as the only primary motive for living with very little outside interests.
For a workaholic turning to work can sometimes become a viable alternative to facing non-work
related problems. A high level of work ethic orientation of members is good for the organization
to achieve its goals. Too much "workahollism", however, might lead to premature physical and

mental exhaustion and health problems, which is dysfunctional for both organization and the
workaholic members.

The above ten different personality predispositions are important for individual,
managerial and organizational effectiveness. In summary, personality is a very diverse and

complex cognitive process. It incorporates almost everything. As defined above, personality
means the whole person. It is concerned with external appearance and traits, self and situational
interactions. Probably the best statement on personality was made many years ago by Kluck
John and Murray, "to some extent, .a person's personality is like all other people's, like some
other people's, and like no other people's.”
Personality and Communication

Every individual has his own characteristic way of behaving,
things and looking at the world. No two individuals are similar. You
your friend might prefer staying back at home reading his/her favourite book. It is really not necessary
that if you like partying around, your friend will also like the same. Here comes the role of personality.

What an individual sees in his childhood days and most importantly his/her growing days from his
personality. How an individual is raised plays an important role in shaping his/her

Communication is a deliberate or unintentional transfer of knowledge. It is a dynamic process
that a person interacts internally or with the external world. Every second of life people are
communicating either verbally or nonverbally. It has been assumed that facial language contributes 55%
of total communication, 38 % paralinguistic and 7% spoken language. Now effectiveness of language
must not be concentrated only to spoken language only. The accent and beauty you provide in your
words and the complementary physical gestures and postures play a great role. So, all the extent and
wm.‘mﬁm‘
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MC2C8 -Business Communication Page 90

responding to emotions, perceiving
might like going out for parties but

personality.




4 School of Distance Education
ﬂm

behaviour of our communication determin i itv i
which an individual reacts to and with othe:ss. S e e e At S u s R
Eyery time people are interacting to outsiders and his interior attitude s e
continuously reflecting. So, communication is a medium that anyone’s ers:r ?.tate.of mmd is
CommuniFation really matters level and type of personality. Anyone who can e}; res’;a hl'ty ] réﬂec.ze;:_
and emotions, address real output of what remains inside his brain can deveplo b IShl'nner i
appreciation and motivation from others. But some people lack this potential to iI:lt y himself to get
problems‘ of double personality problems. Inside they are one person and eratcjtdso they face
commum.cat}ng or interacting totally different. Unless people develop or sharpen azu ;; 2y they are
communicating to outsiders or give an excellent exposure there are always lig s i ti ective way .of
development. One’s attitude, behaviour and personality can be notich ag d . Iell‘ personality
communication skills he possesses. His inner state of mind and standard is wr;' he‘gl gated e
reflected to the outsiders. So, personality development occurs only wh h_lg ed by the output
compatible to real output he makes. y when_ his potential becomes
Determinants of Personality
Following are the factors which help in shaping one’s personality:

1. Heredity —Hered.ity refers to factors that are deterr;lined once an individual i
individual’s physique, attractiveness, body type, complexion, bod .nh el < borr.l' An
parents biological makeup. SRRt N R depend on his/her
Environment - The environment to which an individual is subjected to during his growing years

2
plays an important role in determining his/her personality. The vari -
; . aried ;
b.roug.ht up anq our famll,y backgrounds have a crucial role in shaping OUiu[l)teli-l:,sn E11111i :'thh we are
3. Situation - An individual’s pe.rsonality also changes with current circumstance ‘(els_' !
An individual would behave in a different way when he has enough savi s and situations.
behavior would automatically change when he is bankrupt. ngs with him and his
An individual’s appeaigics character, intelligence, attractiveness, efficien
. { 3y WS l d . 9
personality. cy, style determine his/her
What is Personality Development ?

Personality development is defined as a process of developin .
2Lk : g and enhancing one’ .

Personality development helps an lndx.\lldl{al to gain confidence and high self esteem g one’s personality.

Personality develoi;neln:;l.s 0 is said to have a positive impact on one’s comr'nunication skill d

the way he se€s the world. Individuals tend to develop a positive attitude as a result of perso‘:lai?t);

development.

An individ
Personality develqp
sessions guide an 11t

ual’s ]:;ei}s]a;l?‘r t(c)lwards others, attitude, characteristics, mindset make his personality
m'el'qd 1 efined as a process of enhancing one’s personality. Personality developme t
dividual as to how he/she can develop his/her personality. g

Personality Trai;ls 4
Broadly there are five parameters which describe an individual’ )
“« . . ” s S 12
dimensions are also called as “Big Five” Factors, and the model is referred to aspglr‘“alitty I\'I‘/[hedsel filve
abbreviated as FFM. ~ctor Model also

The Five Factor Model was initially proposed by Costa & McCrae i

; as ini ae in th
describes the relation between an individual’s personality and various behaviollilrs BRGNS
Following are five personality traits of an individual: |

1. Openness to experience
Individuals with openness to experience are generally very active, have a tremendous inclination toward
s

creativity and aesthetics an'd listen to their heart i.e. follow their inner feelings. Such individual

generally open to new learning, sk.ill sets and experiences. People who score high on openness aua s
broadminded and modern in their outlook as compared to individuals who score low on thre quite
parameter. Such individuals are conservative, reluctant to changes and have a traditional apprOachei ns?ir;;e

2. Conscientiousness

WW
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As the name suggests, individuals with a Conscientiousness personality trait listen to their conscience
and act accordingly. Such individuals are extremely cautious and self disciplined. They never perform any
task in haste but think twice before acting. People with this personality trait are generally methodical and
tend to become perfectionists in the long run. People who score high on conscientiousness are i)foactive,
goal oriented and self disciplined. They strive hard to accomplish goals and objectives within the
stipulated time frame. Individuals who score less are little laid back and are not much goal oriented.
3. Extraversion and Introversion
Carl Jung popularized both the terms - “Extraversion” and “Introversion”.

a. Extravession: Extraversion refers to a state where individuals sh
what is happening outside. Such individuals love interacting with people around and are
generally talkative. They do not like spending time alone but love being the centre of
attraction of parties and social gatherings. Such individuals love going out, partying,

meeting people and often get hored when they are all by themselves, They admire the
company of others and hate staying alone.

b. Introversion: Introversion, on the other hand refers to a state when ap individual is
concerned only with his own life and nothing else. Such individuals do not bother about
others and are seldom interested in what is happening around. They prefer e li)ut
home rather than going out and spending time with friends, Such individyalg sg azli(cl :
and enjoy their own: company. You would never find them in meetings, clybg Pii'ﬁesecs,:

2 )

social get-togethers. They generally do not have many friends and te
trusted ones. ' nd to rely on few

4. Agreeableness
Agreeableness is a personality trait which teaches individuals to be adjusting in alm L
Such individuals do not crib and face changes with a smile. They accommodate to}:nill lSltua\tlons.
situations and are friendly and kind hearted. People who score high on agreeableness are rse c‘l,es oMl
others and flash their trillion dollar smile whenever a problem arises. Individualg who ssz y lto help
re low on

agreeableness on the other hand find difficulties in adjusting with others and are little unfrien]
5. Neuroticism €ndly.

Neuroticism is a trait where individuals are prone to negative thoughts such as anxiety, anger f
and so on. Such individuals are often in a state of depression and do not how tg enjoy lif 'I" ITHVY, guilt
look at the negative sides of life and find extremely difficult to cope up with stress, - 1hey always
SWOT Aralysis

Swot analysis is an effective process that companies use to assess themselyeg :
competitors and formulate their strategies is an analysis called “SWOT” But this e d t.hEI,I‘
just for businesses. It can be helpful for job seekers and those who are lookin Xerc.lse isn’t
career ladder, too. Here’s how the process works... 8 to climb the

After you have defined your career aspirations and goals, the next step is to
more about yourself and your external environment. This is where the SWQ Sl .uI‘ldErstand
It stands for: Ysis is helpful,
S = Strengths (internal) \

W = Weaknesses (internal)
O = Opportunities (external)
T = Threats (external)

This process captures information about your internal strengths and wey
as external opportunities and threats. Key to completing your SWOT analysis
career as a business and yourself as a competitive product.

Strengths

To help you understand your strengths, picture yourself as a ¢

marketplace. A personal strength is an asset to you as a product an

OW more concern towards

.kneSSes as well
18 to treat your

Ompetitive Product jp the'
d can be useq 48 a way to

MC2C€8 —Business Communication —_\

Page 92




School of Distance Education

differentiate yourself from i 4
others when interviewin i
or tryin i ;
Examples of strengths: Strong project managemerflgt skilli)s’;1 Ebti;)it;btfalr'l A oot A e g
3 5 PIOJS _ ) o improve r i
pr(.J?e.sses, experience and training in presenting to large audiences P or reengineer
i, , proven successful sales
Weaknesses
A personal weakness is a liability
or an area of opportunity fo
3.1 ; ;i r growth.
Ic)haracter;shss you could improve upon to increase future job opportlgmities ’Ehese lal i
isorganized, uncomfortable speaking in front of groups, tendency to procraséina);amp m
) e, poor

listener.
Opportunities & Threats
When thinking about your opportunities and threats, I always find it easier to begin with

the “threats.” Try comparing yourself to peopl 1 li

; i ple you'll likely compet ; :
promotion. Then, as objectively as possible, judge your ch‘eats :I:I:de gegtamst‘ for that. next job or
overcome them. Here are some examples: ermine possible ways to
Threat: Other candidates can speak foreign languages

Opportunity: Go to night school and learn foreign language
Threat: Colleague Mr.X is much better at presenting in front of groups

Opportunity: Take a speech class or join a program ; A
audiences. prog ; seek out opportunities to present in front of

The purpose of the personal SWOT analysis i : L

; } ysis is to id i

meet the requirements of the.’. job or promotion you are seekeiggl.f)éc?rcrf;::ny‘)u can take to best
weaknesses to the job requirements will identify gaps and help ycu reg your strengths and
candidate for the position to which you aspire. P eRacltoibethelbest
TRANSACTIONAL ANALYSIS AND COMMUNICATION

Transactional Analysis (or TA as it is often called) is a

v model of people and i ;
ped ('iurmg the'196os by Dr. Eric Berne. It is based on twpifo Ilzoti?)?ls rgiait’-lol?shlps
have three parts or ego-states’ to our 'personality, and second! - that these convé' g t S
another in 'transactions’ (hence the name). TA is a very comr n model used in rtslfe:mh On(el
: apy an

there is a great deal written about it.

Parent, Adult and Child
We each have internal models of parents, children and also adults, and we play these roles wit!
3 with

one another in our relationships. We even do it with ourselves, in our internal conversatio
ns.

that was develo

/_—__—._———-—;_‘___—————\%\M
P
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Controlling Cp Hurturing
Parent P arent
"Oo this! :
Stop that!" "t's OK."
Adaptive / A Hatural
Flez=a?" Wah! "
Little ;
Professor Creative
' : | ‘Free Child"
|"lw:cnder|f... I
Lat'stry..."
Parent

There are two forms of Parent we can play.

The Nurturing Parentis caring and concerned and often may appear as a mother-figy: .

(though men can play it too). They seek to keep the Child contented, offering a safe haven 4 d
unconditional love to calm the Child's troubles.

The Controlling (or Critical) Parent, on the other hand, tries to make the Child do as the parent
wants them to do, perhaps transferring values or beliefs or helping the Child to undersrand
and live in society. They may also have negative intent, using the Child as a whipping-boy or
worse.

Adult

The Adult in us is the 'grown up' rational person who talks reasonably and assertively, neithey

trying to control nor reacting aggressively towards others. The Adult is comfortable it}
themself and is, for many of us, our 'ideal self.

Child

There are three types of Child we can play. The Natural Child is largely un-self-aware :
characterized by the non-speech noises they make (yahoo, whee, hoooy etc.). They lik anq is
and are open and vulnerable. e PlaYIng

The cutely-named Little Professor is the curious and exploring Cllild who is alw.
new stuff (often much to their Controlling Parent's a

ays tryin
nnoyance). Together i & out
Child they make up the Free Child. gether with the Natura]
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The Adaptive Child reacts to the world around them, either changing themselves to fit in or
rebelling against the forces they feel. !

Communications (transactions)

When two people communicate; each exchange is a transaction. Many of our problems come
from transactions which are unsuccessful.

e

Parents naturally speak to Children, as this is their role as a parent. They can talk with other
Parents and Adults, although the subject still may be about the children.

00

The Nurturing Parent naturally talks to the Natural Child and the Controlling Parent to the
Adaptive Child. In fact these parts of our personality are evoked by the opposite. Thus if I act as
an Adaptive Child, I will most likely evoke the Controlling Parent in the other person.

We also play many games between these positions, and there are rituals from greetings to
whole conversations (such as the weather) where we take different positions for different
events. These are often 'pre-recorded' as scripts we just play out. They give us a sense of control
and identity and reassure us that all is still well in the world. Other games can be negative and
destructive and we play them more out of sense of habit and addiction than constructive
pleasure.

Conflict

. Complementary transactions occur when both people are at the same level (Parent
talking to Parent, etc.). Here, both are often thinking in the same way and communication is
easier. Problems usually occur in Crossed transactions, where each is talking to a different

= level.

The parent is either nurturing or controlling, and often speaks to the child, who is either
adaptive or ‘natural’ in their response. When both people talk as a Parent to the other’s Child
their wires get crossed and conflict results.

The ideal line of communication is the mature and rational Adult-Adult relationship
what to do as a communicator?

Being a Controlling Parent invites the other person into a Child State where they may
conform with your demands. There is also a risk that they will be an Adaptive 'naughty child'
and rebel. They may also take opposing Parent or Adult states,

Be a Nurturing Parent or talking at the same level as the other person acts to create trust.

Watch out for crossed wires. This is where conflict arises. When jt happens, first go to
the state that the other person is in to talk at the same level,
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For rational conversation, move yourself and the other person to the Adult level.
Using TA for effective communication

For effective communication you need to keep the transaction complementary i.e. focus
on sender to receiver and receiver to sender where the message is sent to the ego state from
which you expect a reply. Using ego states we can look at how others communicate and how we
communicate with others. It’s possible to identify which ego state we are in and which ego state
we are expecting a reply from.

We can also use TA to help us plan transactions. For example we can identify which ego
state would be most valuable for us to send the message from and which ego state it would be
better for it to be received by. If we receive a reply from the wrong (non expected) ego state then *
we can either try to shift the other person’s ego state; or if we cannot do this it may be better to
stop the communication and try again another time when the person may be in a different ego ,
state.

We can listen to people’s communication to identify if they are habitually in one ego state
and then decide if communication to that ego state would be appropriate or not.

TA therefore can be used to elicit the reactions you want from other people (and this will
~_ happen consciously or unconsciously). '
W o We can help communication if we need to by trying to shift the other person’s ego state
by inviting people to move into a different ego state (they may not always move into it though,
particularly if someone is habitually in one ego state). Do this by acknowledging their current
ego state (by the appropriate message or response) and then invite them into another ego state
by the words (and body language) which you use.

Invite them to move into Adult by:
e Asking a question
o Stating a few facts
e Asking for their opinion .
e Asking for their preference
- e Asking for their view
Invite them to move into Nurturing Parent by:
Asking for their help >
o Asking for their advice
o Asking for their expert opinion
e Communicating your fears/worries
Invite them to move into Natural Child (Free Child) by:
° Being one yourself
¢ Showing the funny side of the situation
e Going to nurturing parent
e Being enthusiastic
e Showing an unconventional way of looking at things.
TA implies that you can have considerable impact on modifying unsatisfactory behaviour by
the way you communicate with others. You use your Adult ego state to think about what
behaviour is appropriate. The Adult ego state has the capacity to control the other two ego

states.

s e —
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MODULE V
UNIT XII
YOGA AND MEDITATION FOR PERSONALITY DEVELOPMENT .

Yoga is a systematic process for accelerating the growth of human being from his
animals level to human level then to superhuman level and ultimately to divine level. It
brings about an all round personality development Physical, mental, intellectual,

.emotional and spiritual aspects of man. It also brings about an attitudinal change in the human
being. It is a tool for better living.

It is an ancient system of breathing practices, Physical exercises and postures and
-meditation intended to integrate the practitioner’s body, mind and spirit. It originated in
India several thousand years ago and its principles were first written by a great saint
Patanjali. The word “YOGA” comes from a Sanskrit word “YUJ” “which means union.

Yoga was developed in ancient India as far back as 5000 years ago; sculptures
detailing yoga postures have been found in India which dates back to 3000 B. C. The goal of
classical yoga is to bring self transcendence or enlighten through physical mental and spiritual
health. Many people in the west mistakenly believed yoga to be a religion. But the
practitioners point out that it is a system of living designed to promote health, pease of mind
and deeper awareness of ourselves. '

There are several branches of yoga each of which is different path and philosophy towards
self improvement. So, Yoga is science of self improvement. Some of these paths include
service to others, pursuit of wisdom, nonviolence, devotion to god and observance of spiritual
rituals. Hatha Yoga is the path which has physical health and balance as a primary goal, for its
practitiooners believe that greater mental and spiritual awareness can be brought about with a
healthy and pure body.

Raja Yoga, the king of yoga is the path for salvation.” Patanjali Yoga sutra”,
.Epic of the Great Saint PATANJALI beautifully explains the path of salvation, the “Raja

yogan.

In the present world more of the people especially the westerners are resorting to Yoga to
find cure for chronic health problems and to attain peace of mind. Although many of us are
well aware of the health benefits of yoga, not everyone knows about the origin and exact
definition of it. It is a popular belief that yoga merely includes physical exercises. But physical
exercise is only one among the eight limbs of yoga according to Patanjali.

Originated in ancient India, Yoga literally means Union of Body and mind. It
involves the practice of physical postures called Asanas in Sanskrit. As the name suggests, the
ultimate aim of yoga is to create a balance between body, mind and spirit to attain self
fulfillment. In order to accomplish it yoga makes use of asanas, prnayama and meditation.
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g The oldest discipline in existence known to mankind, Yoga brivgs stability to the
body and to the wavering mind. It inculcates positive thoughts and right attitude in the mind of
practitioners. Mind is a bundle of thoughts.When negative thoughts are eliminated and
positive thoughts filled, mind become perfect. It is just like a wave less sea according to
Patanjali. Thoughts are like ripples in the water. Yoga helps to reduce the ripples, positive
thoughts generate, the person becomes positively motivated. Studies in the field of medicine
uggest that Yoga is the only form of exercise that provides complete benefit to body and
‘mind. All other Body exercises concentrate on extension and contraction of muscles ,
yogasanas give importance to Retention of muscles. Yoga massages all the internal org'anS
and glands. This in turn reduces the risk of many diseases. Yoga can create a positive
permanent difference to the lifestyle of the practitioner. a

Through the practice of breath control called pranayama and
meditation, one can banish all the stress and lead a healthy life. As far as a student is
concemed the practice of yoga helps him to increase efficiency ,concentration power,
Memory power, and to eliminate unwanted thoughts and thus become an attractive
personality.

The amazing thing about yoga is that its positive effects on the health and mind
are visible over time. Yoga can be recommended as an adjunct to psychotherapy and
standard medical treatment for a number of reasons. Its integration of the physical,
mental and spiritual dimensions of human life is helpful to patients struggling with
distorted cognitions or pain syndromes. TYPES OF YOGA

There are six major branches of yoga; Hatha yoga, Raja yoga, Karma yoga, jnana
yoga, Bhakthi Yoga and Thantra Yoga.Hatha yoga mainly concentrate on physical
exercises. Hatha yoga Prateepika of Swatmarama Maharishi is text which contains the
methods of Hathayoga. Rajayoga is a spiritual path of self realization and simplicity. ,
Karma yoga emphasizes selfless work as a service to others. Bhaktiyoga is the path of
cultivating an open heart and single minded love of God. Jnana yoga is the sage or
philosophers approach; it cultivates wisdom and discernment, and is considered the most ¢
difficult type of yoga. Tantra yoga emphasizes transcending the self through religious
rituals.

Of the six types, Raja yoga the king of yoga as the name signifies is
based on the eight principles. They are-Yama, Niyama, Asana, Pranayama, Prathyahara,
Dharana, Dhyanam, Samadhi.

YAMA (BE GOOD)

Yama means self discipline or self restraint. There are many interpretations and
opinions about Yama. The yamas described in Patanjali’s Yoga sutra are five. They are
the guidelines for how we interact with the outer world, the social disciplines to guide us
in our relationship with others. The five Yamas are

_*h
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1. AHIMSA (NON-VIOLENCE)

According to Yajnavalkya Samhitha, Ahimsa or non-violence is the awareness and
practice of non-violence in thought, speech and action. It advocates the practice of
compassion, love, understanding, patience, self love, and worthiness.

2. SATHYA (TRUTHFULNESS)

Saint Patanjali describes truthfulness as to be in harmony with mind word and action
to conduct speech and mind according to truth, to express througli speech and to retain it
in the intellect what has been seen, understood and heard. A perfectly truthful person is is

* who expresses in his speech exactly what he thinks in his mind and at the end acts
according to it.
«3. ASTHEYA (NON-STEALING)

Non —stealing or Astheya is the third constituent of the yamas of asthanga yoga. It
upholds forgoing the unauthorized possession of thought, speech and action Astheya
stands against covetousness and envy. It advocates the cultivation of a completeness and
self sufficiency in order to progress beyond base cravings.

4. BRAHMACHARYA

The Vedas, Puranas and smritis all glorify the fourth yama of Brahmacharya. It is
believed to be a behavior, which brings man nearer to the Divine. This yama believes in
avoiding all sensual pleasures, whether mental, vocal or physical.
5. APARIGRAHA

The literal meaning of Aparigraha is the non-accumulation of worldly objects,
caused by covetousness and attachment. The commentator Vyasa says that this last state
of yama is attained when one remains totally detached from sensual pleasures of all kinds
and so effectively refrain from commiting himsa or violence of any sort.

NIYAMAS (DO GOOD)
The niyamas are the second constituent of ashtanga yoga. The niyamas are about self
. regulation helping us maintain positive environment in which to grow.Sainyt Patanjali
names Five Niyamas
1. SOUCHA OR PURITY
Soucha implies both internal and external purity. In the words of saint Manu
Water purifies the body truthfulness the mind; true knowledge the intellect and the
soul is purified by knowledge and austerity. It advocates the practice of intellectual
purity, purity of speech and body.
2. SANTHOSHA OR CONTENTMENT
The second niyama is the contentment. which is described as not desiring more
than what one has earned by his honest labour.This state of mind is about maintaining
equanimity through all that life offers.Santhosha involves the practice of gratitude and
joyfulness. This state of mind does not depend on any external causes.
3. TAPA OR AUSTERITY

_ Austerity the third niyama is is described in yoga philosophy as power to withstand

thirst and hunger; cold and heat, discomforts of place and postures, silent meditation and

Nw

MC2C8 -Business Communication Page 99



School of Distance Education

uw

ritual fasts. It also maintains that the perfect man is he who practices both mental as well
as physical austerity.
4. SWADHYAYA OR SELF EDUCATION .

According to the commentator Vyasa swadhyaya or self education consists of
scriptural studies. The scripture being the Vedas and Upanishads together with the
recitation of the gayathri mantra and omkara.

5. ISHWAR PRANIDHAN OR MEDITATION ON THE DIVINE
Ishwar pranidhan is the ededication of al our actions performed either by ,
intellect speech or body to the divine. The results of all such actions are by definiticn
therefore dependent upon divine decision. The mortal mind can simply aspire to re:
the divine through dedication , purificationtranquilisation and concentration of the mind.
ASANAS (POSTURES)

A yogasana is a posture in harmony with ones inner consciousness. It aims at the
attainment of a sustained an comfortable sitting posture to facilitate meditation. Asanas
also help in balancing and harmonizing the basic structure of the human body.

BENEFITS OF YOGASANAS

The regular practice of yogasanas has an immense amount of therapeutic value.
Besides various physiological benefits they positively affect our mind, our life force
energies as well as our creative intelligence.

CATEGORIES OF YOGASANAS

The following are the various categories of asanas:
Standing Asanas ,Forward bending asanas, Sitting asanas, Supine asanas
Inverted asanas, Prone asanas, Twisting asanas, Backward bending asanas and
Balancing asanas
Standing asanas
Beginners should start with these as they bring elasticity in joints and
muscles and build up stamina and physical stability. This constitutes the most basic
training in the early stages of yoga practice. Some basic standing poses are Tad asana, *
Uddita Trikonasana, Veerabhadrasana, Ardha Chandra Sana, Uddita parswa konasana.
SITTING ASANAS
Sitting upright positions help the sadhaka prepare physically and mentally

for pranayama.Some of them are Badhakonasana, vajrasana, Padmasana, Virasana,
simhasana and so on.
SUPINE ASANAS

. These are asanas performed by lying on the back. The important are, Uddida
padasana, Pavana muktasana, Kandharasasana and so on.
PRONE ASANAS

: The important asanas of this category are, Bhujangasana, salabhasana
noukasana and so on. ;
INVERTED ASANAS

»

e
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These help to recover from everyday stress. They give vitality mental
balance and emotional stability. Important are Adhomukha savasana and Urdva Mukha
savasana.

TWISTING ASANAS
It consist of lateral stretching and twisting of the spine , toning the internal
organs and reaching new horizons while tranquillizing the mind. These are Ardha
matsyendrasana, and parivartha trikonasana. |
VK ORWARD BENDING ASANAS
In these postures the posterior half of the body is stretched. These prepare
the practitioner to proceed further in yoga and bring consistency in the development of
-physical and mental ability. Examples of such asanas are Upavista konasana,
Paschimothanasana.
BACKWARD BENDING ASANAS
These bring physical and mental sharpness and alertness. The postures are the

opposite of forward bends as are the effects. In forward bends the posterior spine is:

extended, bringing consistency and mental peace whereas in backward bends the anterior:
spine is extended and stretched. Such asanas are Ushtrasana, Bujangasana and
Matsyasana.
BALANCING ASANAS
To strengthen the arms and wrists and exercise the abdominal organs. They
also make the bod
y feel light and help attain agood bearing. Vrikshasana and sarvangasana are the
important examples.
PRANAYAMA
Pranayama is a compound term —Prana (vital energy) and ayama (extendmg)
Meaning the maintainance of prana in healthy throughout ones life. More than a breath
. control exercise, pranayama is all about controlling the life force or prana.Ancient yogis
who understood the essence of prana, studied it and devised methods and practices to
master it. These practices are better known as pranayama.Since breath or prana is basic to
“life, the practice of pranayama helps in harnessing the prana in and around us, and by
deepening and extending it, pranayama leads to a state of inner peace.
PRATYAHARA -
Pratyahara involves rightly managing the senses and gomg beyond them instead of
simply closing and suppressing them. It involves reining in the senses for increased
attention rather than dlstractlon
Pratyahara may be practiced with mantra meditation and visualization techniques.
It helps in achieving the three meditative stages of Dharana, Dhyanam and
Samadhi.
DHARANA
The last three limbs of ashtanga yoga are the three essential stages of meditation.
Dharana involves developing and extending our powers of concentration. This consist of
various ways of directing and c

MC2C8 —Business Communication Page 101




School of Distance Education

ontrolling our attention and mind fixing skills such as concentrating on the chakras and
turning inwards.
DHYANA (MEDITATION)

Dhyana is the state of meditation, when the mind attains the ability to sustain its
attention without getting distracted. Unlike the other six limbs of yoga this is not a
technique but a state of mind, a delicate state of awareness.

SAMADHI
Samadhi or total absorption is the ability to become one with the true self and merge ,
in to the object of concentration. In this state of mind the perceiver and the object of
perception unite.
STRESS AND ATTITUDE .
The attitude of a person is highly influenced by stress. Any practice which
helps to reduce stress is good for changing the behavior
Deep breathing for stress relief
With its focus on full, cleansing breaths, deep breathing is a
simple, yet powerful, relaxation technique. It’s easy to learn, can be practiced almost
anywhere, and provides a quick way to get our stress levels in check. Deep breathing is
the cornerstone of many other relaxation practices, too, and can be combined with other
relaxing elements such as aromatherapy and music. All one really need is a few minutes
and a place to stretch out.
How to practice deep breathing
The key to deep breathing is to breathe deeply from the abdomen, getting as much
fresh air as possible in our lungs. When we take deep breaths from the abdomen, rather
than shallow breaths from our upper chest, you inhale more oxygen. The more oxygen
one get, the less tense, short of breath, and anxious feel. So the next time we feel stressed,
take a minute to slow down and breathe deeply:

Sit comfortably with the back straight. Put one hand on the chest and the other on the »

stomach.
Breathe in through the nose. The hand on the stomach should rise. The hand
on the chest should move very little. h
Exhale through the mouth, pushing out as much air as one can while
contracting the abdominal muscles. The hand on the stomach should move in as
exhaling, but the other hand should move very little.
Continue to breathe in through the nose and out through the mouth. Try to
inhale enough so that the lower abdomen rises and falls. Count slowly while exhaling.
If one has hard time breathing from the abdomen while sitting up, try lying on
the floor. Put a small book on the stomach, and try to breathe so that the book rises while
inhaling and falls while exhaling.
Yoga is to be learned through practice. Theoretical knowledge alone cannot
help the student to understand the meaning and benefits. The following paragraphs give a
brief statement of the practices a person should follow:
Practices to be followed

%
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The following are the yogic practices to be followed
ASANAS
Thadasan, Parswa thrikonasan, Vyagrasan, Vajrasan
Pavanamukthasan,Uddita padasan, Bhujangasan, Ardha salabhasan

PRANAYAMA
Bastrika, Nadissudhi,Brahmari.,Omkara
YOGANIDRA and MEDITATION ( chakra meditation)
TRAINING SCHEDULE
A proper training programme under the guidance of a guru is to be followed to

complete the practice. At least fifteen days training is essential for getting the results.
Conclsion

To conclude we can say that the practice of yoga and meditation could help in
maintaining good Human Relations in Organisations.Human mind is vulnerable to
negative thoughts and related hazards. Negative emotions are everywhere in our day to
day life. If the mind is strong, these negative emotions will not get a birth in our life.

B == R
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&3 UNIT XIII
BUSINESS GAMES AND EXERCISES

GAMES AND EXERCISES

People develop skills by getting personally involved in their own learning. Learning is
" possible by doing. Games and exercises help people to do activities through which they are able to
 learn.An effective way to educate people is to involve them in games and exercises.
BUSINESS GAMES A
o Now a days games are effectively utilized in management Development programmes. It
increases the Communication skill of the people. The person involving in business games is able to
understand the various possible situations that he has to confront in practice. 1o
Learning through games and exercises is a part of Business Management.Hence, the terms
. Business games and Management Games can be used interchangeably. :
-+, Manjagement game is a training technique in which participants grouped in to teams, consider a
sequence of problems and organize themselves to find solutions.It is a form of similutation in which a
hypothetical form of business situation is created. 3

Objectives of Management/Business games
» To understand the dynamics of an organization
» To focus attention on Team Building

.+ » To enable the participant to learn how to communicate effectively
» To realize the problem structure
» To develop problem solving skill
How to Formulate a management Game ?
- | % Define the purpose of Game
«» Make the game understandable
+ Real playing of the game
% End of the game
s ¢ Evaluation
- ADVANTAGES AND MERITS OF MANAGEMENT GAMES
.--1. Educational value
2. Activates the participants
. 3. Opportunity to learn through Playing
4. Exchange of Ideas
5. Problem solving ability
6. Total Improvements
Limitations
(a) General management games probably do teach anything very specific about the
business enterprise or the management of the firm.
(b) Experienced executives probably learn little that is absolutely new to them from
gaming, although the experience affect some of their long-held attitudes.
(c) The emotional impact of gaming probably does make it a suitable technique for
changing attitudes, provided the game situation is sufficiently clear-cut to
pin-point the attitude to be changed.

_________———————-————‘_—‘—"_‘—'—'_____—_————H__
MC2C8 —Business Communication Page 104



School of Distance Education
1
(d) Although gaming can hardly be said to teach organisational decision-making it does
provide experience in learning from experience, particularly in the application

of statistical and analytical methods.
(e) Games undoubtedly do provoke interest which may lead the participant additional
reading and study.
Role playing
Role playing is also a learning technique. In role playing, learning is facilitated
active participation rather than passive reception. If it is conducted properly it should
be more effective Role playing is defined s an educational technique in which soie
problem involving human interaction
is presented, then spontaneousely acted out. ;
i« This ‘acted out’! is followed by discussion and analysis to determine what
happened and why and, if necessary, how the problem could be better handled in future.
Process of rolé playing is somewhat similar to the shot stage skit, but here the actors are
niot'given detailed ‘scripts’ instead a brief description of the situation is provided. "
Purposes of Role Playing » S
1. Role playing is a situation of experimentation. During role playing participant can
make mistakes and alternatives tried. In this way they can master a situation.
2. The participant get the reaction of other people towards his role. This develop
scientific approach.
3. Role playing is helpful in improving ones capability and capacity.
4. Role play promotes team work 4
5. Role playing is helpful to understand the dynamics of an administrative issue and their
magnitude and direction.
GROUP DISCUSSION
A discussion by and among a group on a specific topic is called Group
discussion. It is used for sharing experiences, encouraging and developing thinking,
modifying attitudes and inculcating commitment. The group members express their views
on the topic freely and frankly and in a friendly manner. Group Discussion does not méan
argument or quarrel. Here one has to establish his view with clear evidence and proof.
Usually in selection process to an executive or officer post G D is included so as.to
measure the emotional stability and way of presentation of an idea.
Purpose of Group Discussion
Share views and ideas
Collect information from others
Obtain reaction of others for views
Develop Team work
Solve problems
Develop decision making skills
Change attitudes
Consider practical application of Theoretical concepts
Stimulate motivation and commitment

m
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How to Prepare for Group Discussion?
v’ Set an Objective
v Analyse the Topic
v" Consider the Group
v' Identify and prepare Key questions
v" Prepare an introduction
: v" Organise physical arrangements
PUBLIC SPEAKING
Speeches are important in the field of Oral Communication. Like a beautifully arranged
letter, a speech should also beautifully and sequentially arranged. A business executivf
who can speak effectively possees a valuable asset which is most useful in the business
world.
STRUCTURE OF A SPEACH
¢ The preamble
This is an invitation to the listeners for the speech. Itis an i -
effectiveness of introduction highly influences tlllje mind of Lir;tnlerrimducuon g
¢+ The main Body of the Speach nh
Express the ideas in proper sequence. Prepare :
the time available. vt PAFieipepaliby considering
& Concluding Remarks
Concluding remarks must contain a word o i S
give a brief mention of the main points. f gratitude. If time permits
Techniques of Public Speaking
Selection of the Topic
Select the topic by considering our knowledge, the situation ang

the audience. the mood of
Opening the Speach
The introduction shall be able to arouse curiosity in the mj
Audience analysis ind of the audiepce,
Understanding the Mood of the audience is very j
speaking. Y Important for effective

Appearance and Body Language

The posture, dressing ,facial expressions and to .
{ ’ ne '
eftectiveness of speech. highly Influence the

Use of visual aids
Visual aids make the speech more effective as seeing is believ;
Ving,

SEMINARS
Organising serpinars Is conventionally the practice of
Recently the professional world also conduct seminars to et 4 academic world
selected topic. 8¢t different views on é
Seminars have now become an integral part of communication

MC2C8 —Business Communication
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Meaning

A seminar refers to the discussion in a group in which the result of original
research or advanced study is presented through oral or written reports.Generally
the key note address is presented by the main speaker and different views on the
topic is then presented by other persons.

Seminar gives an in depth knowledge in to the various aspects of a selected
topic. Usually in academic world seminar is organised to know the different ideas
on a current issue. Seminar is an effective way of communicating ideas.

SELECTED REFERENCES
1. R C Bhatia - Business Communication —  Anne Books India
2. R K Madhukar- Business Communication- Vikas publishing House Pvt. Ltd.
3.VARINDRA KUMAR - Communication Skills- kalyani Pubishers
4. O P Agarwal _Interviws and Group Discussions ~ Avadh Prakashan —Agra
5. Thomas A Haris I Am OK You Are OK
6. Swami Sathyananda - Asana, Pranayama, Bihar school of Yoga Saraswathi,
Bandha ,Mudra
7.John Newstrom& The Big book of Business Games- Tata Mc Graw Hill Edward
Scannel .
ANNEXURE
(specimen and Templates)
1. Job Application Letter
2. Resume/CV
3. Appointment letter/offer letter
4. Business order (Purchase order)
5. Business enquiries/Inquiry letter
6. Reference letter
7. Letter of Complaint
8. Circular letter
9. Letter for Agency
10. Status Enquiry letter
11. Notice
12. Memo

13. Sales letter

Job Application Letter

3 s H
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Job Application Letter Sample
Janeesh Das
123 Main Street,
New Town, Narayan Nagar.
vtk-01

20/01/2016
Sri. Ajeesh Kulkarni

Managing Director

Alpha Creative Ltd

Nut Street

Vatakara, Calicut, 675301

Dear Mr.Ajeesh Kulkarni,

I am writing to enquire if you have any vacancies in your company. I enclose my CV f;
information. : y or your
As you can see, I have had extensive vacation work experience in office environments thestatal
sector and service industries, giving me varied skills and the ability to work with many differe, : ai
people. I believe I could fit easily into your team. : nt types of
I am a conscientious person who works hard and pays attention to detail. I'm flexi 3 -
new skills and eager to learn from others. I also have lots of ideas and enthusiasme.);l'lr)rllel,«gelgctk \ s
company with a great reputation and high profile like ALPHA Creative Ltd. o work for a
I have excellent references and would be delighted to discuss any possible vacancy with
convenience. In case you do not have any suitable openings at the moment, I would b you at your
would keep my CV on file for any future possibilities. ‘ e grateful if you

I look forward to meeting with you to discuss how | can add value to your company

Sincerely,
Janeesh Das

Resume
MC€2C8 —Business Communication
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Frank Funk
11} Pine Strect ABC College, Box 100 e
Hemetown, YZ OKI00 Collegerown, XY 11111 7
{000} 00000 none@ahc.edn

OBJECTIVE
To obmin 1 job facusing in Public Relations, Consulting or Matketing,

COMPETENCIES
- Strong analytical and probkem-solving skills
- Systemitic and highly detil noented

- Microsoft Office - Netwnrk Adminiseration « Customer Secvice
~ Adobe PageMuker 6.5 - Network Configuraton - Wnting
- SPSS - Data Entey - Commusication
FDUCATION |
ABC Callege, Callegetown, XY
& Major Politica] Science, Minor: Religion, GPA: 3.0
®  Antcipated Graduation: Junc 2004
@ - House President & Seceetary (2001-2002)
e VotngMember, ABC College Representative Council (20012002} b
® Child Mcntor— Big Brothers Big Sesters (2001-2003) Oy
o Staff Weiter— Tie ABC Srudenrs (20601-2003) ’
EXPERIENCE
= Corporation, Inc. 2001 ta 2003
Summer Intery .
Gained valuable experience 2s an Intem for a team comprsed of five financial advison, managiag mone &
than'$1 billion in asscts. Delivered superior customer service while working exclusively with clients v
mantauning act worth in excess of $1 million. Created portfolios for perspective and existing chicnts, A
pesformed research on equities and mutual funds using PIXQ and Cotpomtion’s shell system and handled e
client’s accounts and questions while. In addition, developed and contributed new markering ideas for
the sales force. y
¢ ComputerConsultant 1995 to Present 2!
Inidependent Consrator

'I'smg.hr ovee 34 people on how to usc u vasety of progmms including Microsoft Office and Windows.
Serviced and upgraded computers and designed and maintained computer networks for clients.
Consistently saved clients money on computer purchases wnd repaiss. Customer service medsurenients
were extremely high,

® Bob's Networks Inc,, Hometown, YZ 1999 to 2000
Technical Sugport Agent
Solved residential and business problems and concems including Intemet connection, setwortk support
and configurtion, DSt support und email suppore. Consistently received highest peeformance mtings.

¢ Brown, Blue, & Red, LLP, Hometowa, YZ Summer of 1998
Sumemer Clerk:
Rc.q.:otm"b.ﬂitiw at this veneable law firm included reading and studying depasitions involving legal cases,
wrting briefs about cases, performing elerical tasks and addressing client inguicies und concems.

HOBBIES
Hiking, Soccer and Mountain Chimbing

3. Appointment letter
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The Bangladesh Commerce College

Block-C, Road No. 2, Uttara, Dhaka

Ref.No.BCC/20014 Date:10. 01. 2014

mr.Johnson
14, Holmic Tower
Chittagong

sub: Appointment asaletterin the Department of Management.

Dear Sir, R ¢
with reference to your interview dated 05.01.2014, we *_Ifere;by inform that you have been selected for
appointmentasa lecturerin the Departmentof Manage;rpevnt of this college with a total consolidated emolument
of $150 {one hundred fifty dollars) only per month.‘pnigﬁc‘cessful completion of three years of your séwice, you
will be paid a consolidated emolument of $200 (Tw6 Hundred Dollars) only per month. During your service, you
have to take as many classes as your are a%sigped. You must also discharge other duties like invigilation duty,
scripts evaluations, preparation of examir‘\atj?i)‘i'esuhs etc. .

with the said termsand conditions, ifyoh are interested to join, you must report you must report for duty on any

day at 10 a.m. within January ?:q;':'_zoi4. At the time of joining, you will be required to submit all the academic
certificates.

your Faithfully,
Dr. MichelJohn
Principal

AR Lo

4.der(purchase order)
ABC LIMITED
(Importers and Merchants)
291, Breezy Gardens,
MELBOURNE - 3036,
AUSTRALIA

1st
Harriman Exports (P) Ltd., 315t January 2016 To

631, Sea View Drive,
MUMBAI - 400 022.
INDIA.

Dear Sirs,

Thank you very much for your quotation of reference No. 236/BAY g
against our enquiry No. HEPL/u86 dated 3rd December 2015. we have ca
your offer and pleased to place our order for 20Nos, of Taj Mahal mode] by
dimensions and the configuration of which have been forwarded by you Eﬂma .

While you have given separate landed cost taking into account thong Y9FR the affen
air and ship, since the material ordered is very delicate in nature, we he mode of despatch as
despatch as air. Accordingly we have indicated the price. We conﬁ;m thea:i,e i g

ated and January
fully gone through
de out of ivory, the

o etails of the order as
MODEL TM 23 Taj Mahal model made of ivory

Dimension : As per your catalogue

Price . US $ 40 each CIF Melbourne

Quantity ; 20Nos.

Fage 110
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Packing : Export packing

Terms of payment : 100% by Irrevocable Letter of credit to be opened in your favour in
Bank of Australia - Melbourne :

Bank charges : To our account

Mode of despatch By air

Destination town  : Melbourne

Delivery period - Within two months from the date of this order

Warranty :  Sixmonths from the date of supply

Duties and taxes J Will be taken care date of by us.

The required import license and the applicable statutory levies stipulated by our
government will be taken care of by us.
We are quite particular that the entire quantity ordered is air freighted in one lot.

Thanking you.
Yours faithfully,
For ABC LIMITED

(W.A.THOMAS)

PURCHASE MANAGER
5. Business enquiries
SUMI ENGINEERING LTD
6, Bypass Road,

Badagara-560 o021.
Phone : 0496 — 23245678
Fax : 096 - 13245678

Ref : PUR / PS / 126
1oth January 2016

To:

Omega Switches Ltd.,
6, Nawaz Khan Road,

HYDERABAD-500 o012.

Dear Sirs,

Please quote for pneumatic Receiver Pressure Switch of range 3-15 psi suitable for operating at 220 Volts
and 50cps. We need thirty of them. We need them at the earliest date in order to meet our requirements.

Thanking you.
Yours faithfully,
For SUMI ENGINEERING LTD.,
(P. PRAJITH)
PURCHASE OFFICER

6. Reference letter

e e e e

MC2C8 ~Business Communication Page 111




School of Distance Education

w

PRAKASH S

4th LINE Annex

PAYYOLI, KERALA, 673529
0496-2403017
prakashs@g.mail.com

22/01/2016

To Whom It May Concern ;o T
I have known for the 7 years that her father has been my business partner. I have spent
many hours in her company and have come to know Anju's several fine qualities. . $n
Anju is an enthusiastic. and helpful individual who displays a strong moral character. H.
involvement in the local community provides an excellent exam[.Jle‘ of her commitme t eg
dedication. I have enjoyed interesting conversations with Anju where her strong com b o
skills and attention to other people and current events were clearly evident. b hacon
Anju has helped out in our office reception on occasion and her courteous and rofessi
manner never failed to impress. She proved to be both willing and competent in this rolf Hesswrfal
efficiency was commented on by a number of our colleagues. i e. Her polite
It is with confidence that I recommend Anju for employment. I have no doubt that she wi
prove an asset to any organization. If you have any questions please do not hesitate to cont:ctenlgu

Si ncerely

PRAKASH S
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7. Letter of complaint

M/s. Anna Food Products Ltd.
302, TUCSON AZ 85705, USA

13

yt1i Ref. ' December 20, 2012
1) o
0

" “Manager ¥
1 “Michel Flour Mills Ltd.
10, Washington, New York"

Dear Manager,

i

We have placed an order on December 05, 2Q13 for 2000 bags of flour to be sent
within December 15, 2013. You have sent an order acknowledgement letier and
promised to deliver the shipment within the stipulate time. But it is unfortunate that
the actual delivery was delayed for 03 (Three) days.

Due to your delay in sending the shipment, we could not maintain promise with gur
customers. Recurrence of this problem will force us to business elsewhere.

We expect that you will take the matter seriously and will take necessary step to
prevent its recurrence. We are looking for future business.

Thanking you,
(M. Jonson)
Manager

- Page 113
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8. Circular Letter

John’s Collections
House no.07, Road no.14
North Washington C/A, New York - 1000

1 g, & ! > 13l oy !
! ‘ ol . Date: December 19, 2013

Dear Customer,

) iyt Sy

1. Take our good wishe;;.. We always try our best to reach our products to your destinati
To materialize this objective, we have been opening new branches throughout the yIOn_
ear.

“This time, we pleased to inform you that a new branch is to be open at 13
4 : 2 X
“Road, New York. {4122 » Washington

-t

“This new branch will offer some new and rare collections along with the prod
roaucts

~available to other branches. In our new branch, you will get one 1
4 percent dis
December 30, 2013. count up to

Official opening of our new branch will take place on Sunday, October 10 2006

Hope you will provide us complete support to offer you more convenience

Thanking you,
Sincerely Yours,
(Mick Jackson)
Manager ‘

MC2C8 - Business Communication ——
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9. Letter of Agency/Dealer
MOONLIGHT INSTRUMENTS LIMITED
3, Peter Moses Avenue,
CALCUTTA - 700 o10.
Phone : 098 - 13245678
Fax : 098 - 132456
3rd February 2015 78T Bs0r

Cauvery Trading Corporation,
3, Oliver Smith Road,
BANGALORE-560 018. e y

Attn : Mr. K. S. Prasanth : Sales Manager

Dear Sirs,
Referring to your letter dated 15th January, we are pleased to appoint you as ot dealsrion

“* an exclusive basis for the state of Karnataka. You are entitled t
e : : o sell our products of enti
Our terms and conditions will be as follows. P ntire range.

> We will allow you 10% commission on the ex-works price.

> If purchase enquiries from some customers come to us directly, we will forward the same to you
You can take suitable action to convert them into orders. You will get the usual Commissio: fox.'
such orders also. , :

» Since the dealership is given on exclusive basis, it will be your responsibility to take care of the

servicing. } g )

During warranty period of one year, you have to extend free service to your customers, However,

>
later than one year of purchase, you can charge them for the service at rates mutually acceptable
to you both.

» Replacement of defective components during warranty period will be free of cost. Beyond
warranty period, you can procure fresh components from us on chargeable basis and charge your
customer with your handling charges. ;

» Three months after you place the order with us, we will despatch the instruments to the
destination specified by you.

> We will agree for terms of payment as 100% against despatch documents through bank.

» We will give free training for your service engineers at our works for a peribd of four weeks.
Expenses relating to travel, boarding and lodging will be borne by you.

» We will send you sufficient number of catalogue and specification sheets of instruments in due
course.

> We also invite you to visit our plant at a time convenient to you.

Should you require any clarification, please feel free to contact us. We will attend to your queries
promptly. . ' gL ,
We look forward to a long and pleasant business relationship with you for the mutual benefit.
Thanking you.
Yours faithfully,

For MOONLIGHT INSTRUMENTS LTD.
(V.K. BHAS PRAVEEEN)
MARKETING MANAGER

10. status enquiry Letter
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Anna Enterprise
(wholesaler of Quality Fabrics)
20, TUCSON AZ 85705 USA

December 07,2013

M Michel

tanager

iviahan Boutiques and Fabrics of taxes

Sub: inquiring the financial status of John House, Washington, New York. =~

Dear Mr. Michel,

Will you Please respond to the following questions about John House, Washington, New
York, which has listed your name as a credit reference on its letter for credit purchase?

1. How long John House has a credit account with your company?
2. What is the credit limit you currently extend to them?
3. What is the maximum amount of credit you have ever extended to them?

4. Has it ever been delinquent in paying his dues?

i assure you that information provided by you will be treated confidentially. If you send
ar-‘s"wers ‘to the above questions with December 25, 2013 will be highly appreciated. We
wili be highly glad to provide you any such help in future.

Sincerely,
{Mir. Michel Jackson)
Manager, Credit Division

11, Notice

g
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' e 2 Notice of the meeting of the board of directors @
Supto and Co. Ltd. _
12 KDA- New York
New York- 9002
Date: March 10, 2013

ng you that the second meeting
}geheldattheheadoﬁceofﬂ)e'

. : ~ Date : 3rd March 2015 -

From :
'}
t RATHEESH.K. NAIR
| Corporate Office
To:
]oHN SON
Calicut Branch Officer

Sub : Labour problem

MESSAGE
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I am quite concerned about the labour unrest in your office.  am sure you are taking
best of efforts to contain the problem. I feel, my intervention can improve the situation.

I am visiting your office on 25th May. Please keep all the details ready and plan your
own strategy. We both will discuss thoroughly before calling the union leader to the
table. Please keep in mind that our stand should be tough.

(R. K. NAIR)

PERSONAL MANAGER

13. Sales Letter

Reliance Furniture Company
579 Lake Center Drive
Upper Marlboro, MD 20773

(301) 321-6543
info@reliance.com

Dear Sir:

We have been thinking for years how to design furniture which will enable ou t
your meals in a relaxed manner. And now we have produced a dining table and a get 03; h i
go with it that makes eating more pleasure. Lo

With our happy Home Table and chairs in the house it is a delight to fee] hun
chairs will receive you with open arms and impart a feeling of comfort and the tablesgI'Y- 'I-‘he
enough below space for all members of your family. Their sleek look will fit ip with th Proves
decor of your house. And then you have a choice from seven sophisticated colours S HogRR

At present we offer sets to suit families of four, six, eight, and twelve. Their detai
description and coloured pictures are given in the enclosed folder. A It detailed

Our Showroom remains open from 10 am to 8 pm on weekdays. You are Mot
drop in and personally select what you need. Or if you choose to order by post, we Sh“{elcome to
set of your choice by our truck. An order form and a post-free envelope are,encls all send the
convenience. osed for your

Yours sincerely,

Ellen J. Smith
Managing Director
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