
1 
 

Yashwantrao                                                                                 BBA 1072 

Chavan  

Maharashtra  

Open University                         

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Business Communication 
   Author: Prof. Vani Laturkar 

             

UNIT 1: Introduction to Business Communication 

UNIT 2: Written Communication 

UNIT 3: Oral Communication 

UNIT 4: Mass Communication 

UNIT 5: Principles of Effective Communication 

UNIT 6: Advanced Written Communication 

UNIT 7: Effective Oral Communication Techniques 

UNIT 8: Media and Technology in Communication 

UNIT 9: Report Writing 

UNIT 10: Professional Communication Etiquette 

UNIT 11: Communication in Teams and Organizations 

UNIT 12: Future Trends in Business Communication 

UNIT 13: Strategic Business Communication 

UNIT 14: Interpersonal Communication Skills 

UNIT 15: Corporate Communication 

UNIT 16: Crisis Communication and Management 

 

 

 

 

 



YASHWANTRAO CHAVAN MAHARASHTRA OPEN UNIVERSITY, NASHIK. 

VICE-CHANCELLOR: PROF.SANJEEV SONAWANE 

PRO-VICE-CHANCELLOR: DR. JOGENDRASINGH BISEN 

DIRECTOR, SCHOOL OF COMMERCE AND MANAGEMENT- DR. SURENDRA PATOLE 

STATE LEVEL ADVISORY COMMITTEE 

Dr. Surendra Patole                                      Dr.Latika Gaikwad 

Director,                                                                          Associate Professor, 

School of commerce and Management                           School of commerce and Management  

YCMOU, Nashik-422222.                                              YCMOU, Nashik-422222 

  

Prof.Dr. Deepak Raverkar            Prof.Dr.Prashant Sathe 

Principal, Sundarrao More Arts,                                          Brihan Maharashtra College of  

Commerce & Science                                                             Commerce (BMCC), Pune 

 College,Poladpur Dist.Raigad  

 

Prof.Dr. Anjali Ramteke                                                     Prof.Dr.L.N.Ghatage                                                                            

School of Management,                                                      Ex.Vice principal  

 IGNOU, Delhi                                                                    D.G. college of Commerce 

                                                                                   Satara Pin-415001. 

 

Prof.Dr.Veena Humbe                                                       Dr. (CS) Lalita Mutreja  
I/C Dean & Head, Department of Commerce                                 I/c. Principal, Sahyadri Shiskhan Seva  

Dr.Babasaheb Ambedkar Marathwada                                Mandal's Arts and Commerce College                                   

 University, Aurangabad-                                                    Naigaon, Mumbai               

                                       

Dr. Sanjay Kalmkar       Dr. Manish  Madhav Deshmukh                                     

Vice Principal and Head                                                 Head, Department of Commerce 

Department of Commerce &Management                  Sonopant Dandekar Arts,V.S Commerce          

New Art's, Commerce & Science College                                     & M.H. Mehata Sicence College, Palghar                                                      

(Autonomous),  Ahmednagar. 414001                                           Dist. Thane                                                                

Author                                                                                     Editor                                                   

Prof. Vani Laturkar                                                                     Dr. Simerjeet Singh Bawa 

Professor,                                                                                 Chitkara Business School, 

School of Commerce and Management Science                     Chitkara University, Rajpura, 

Swami Ramanand Teerth Marathwada University,                 Panjab 

Nanded-431606                                                                         
  

Instructional Technology Editing and Programme Co-ordinator 

Dr. Surendra Patole                                                         

Director,                                                                         

School of commerce and Management                            

YCMOU, Nashik-422222.                                               

Production 

Shri. Vilas Badhan 

Head, Printing and Production center, YCMOU, Nashik 

Yashwantrao Chavan Maharashtra Open University, Nashik 

(First edition of developed under DEB development grant) 

 First Publication:                                                Publication Code: 

 Type Setting:                                                       Cover Design: 

 Printed by: 

 Publisher: 

 

ISBN NO:                                                                                                          BBA 1072 



2 
 

BLOCK I: FOUNDATIONS OF BUSINESS COMMUNICATION 

 

UNIT 1: Introduction to Business Communication 

1.1 Meaning of Communication 

1.2 Nature and Scope of Communication 

1.3 Definition of Communication 

1.4 Types of Communication 

1.5 Communication Barriers 

1.6 Principles of Communication 

 

UNIT 2: Written Communication 

2.1 Types of Letters 

2.2 Letter Layout 

2.3 Essentials of Effective Letter Writing 

2.4 Need and Function of Business Letters 

 

UNIT 3: Oral Communication 

3.1 Types of Oral Communication 

3.2 Barriers to Oral Communication 

3.3 Introduction to Good Speech 

3.4 Characteristics of Good Speech 

 

BLOCK II: MASS COMMUNICATION AND PRINCIPLES 

 

UNIT 4: Mass Communication 

4.1 Nature and Scope of Mass Communication 

4.2 Functions of Mass Communication 

4.3 Media of Mass Communication 

4.4 Role of Mass Media in India 

 

UNIT 5: Principles of Effective Communication 

5.1 Clarity and Conciseness 

5.2 Feedback and Active Listening 

5.3 Non-verbal Communication 

5.4 Cultural Sensitivity in Communication 

 

UNIT 6: Advanced Written Communication 

6.1 Writing Business Emails  

6.2 Memos and Notices 

6.3 Business Proposals 

6.4 Meeting Minutes 

 

 

 



3 
 

BLOCK III: ORAL COMMUNICATION AND TECHNOLOGY 

 

UNIT 7: Effective Oral Communication Techniques 

7.1 Public Speaking Skills 

7.2 Persuasion and Influence in Speech 

7.3 Presentation Skills 

7.4 Handling Q&A Sessions 

 

UNIT 8: Media and Technology in Communication 

8.1 Digital Communication Tools 

8.2 Social Media in Business Communication 

8.3 Impact of Technology on Communication 

8.4 Ethics in Digital Communication 

 

UNIT 9: Report Writing 

9.1 Definition and Importance of Reports 

9.2 Types of Reports 

9.3 Characteristics of a Good Report 

9.4 Selecting Suitable Types of Reports 

 

BLOCK IV: PROFESSIONAL AND ORGANIZATIONAL 

COMMUNICATION 

 

UNIT 10: Professional Communication Etiquette 

10.1 Business Etiquette in Communication 

10.2 Cross-cultural Communication 

10.3 Networking Skills 

10.4 Conflict Resolution through Communication 

 

UNIT 11: Communication in Teams and Organizations 

11.1 Team Communication Dynamics 

11.2 Leadership Communication 

11.3 Internal Communication Channels 

11.4 Crisis Communication 

 

UNIT 12: Future Trends in Business Communication 

12.1 Emerging Trends in Communication 

12.2 Impact of AI and Automation 

12.3 Sustainability and Communication 

12.4 Future Challenges and Opportunities 

 

BLOCK V: ADVANCED BUSINESS COMMUNICATION TECHNIQUES 

UNIT 13: Strategic Business Communication 

13.1 Concept of Strategic Communication 



4 
 

13.2 Role of Communication in Business Strategy 

13.3 Implementing Strategic Communication Plans 

 

UNIT 14: Interpersonal Communication Skills 

14.1 Building Interpersonal Relationships 

14.2 Effective Negotiation Techniques 

14.3 Conflict Management and Resolution 

14.4 Emotional Intelligence in Communication 

 

UNIT 15: Corporate Communication 

15.1 Corporate Branding and Communication 

15.2 Public Relations Strategies 

15.3 Media Relations and Management 

15.4 Corporate Social Responsibility Communication 

 

UNIT 16: Crisis Communication and Management 

16.1 Understanding Crisis Communication 

16.2 Developing a Crisis Communication Plan 

16.3 Case Studies of Crisis Management 

16.4 Post-crisis Communication Strategies 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



5 
 

Unit 1: Introduction to Business Communication 

 

Learning Outcomes: 

 Students will be able to define the concept of business communication. 

 Students will be able to identify the nature of communication. 

 Students will be able to evaluate the various types of communication. 

 Students will be able to analyse the concept of communication barriers. 

 Students will be able to apply communication principles to an organisation. 

 

Structure: 

1.1  Meaning of Communication 

 Nature and Scope of Communication 

 Definition of Communication 

1.2  Types of Communication 

 Knowledge Check 1 

 Outcome-Based Activity 1 

1.3  Communication Barriers 

1.4  Principles of Communication 

 Knowledge Check 2 

 Outcome-Based Activity 2 

1.5  Summary 

1.6  Keywords 

1.7  Self-Assessment Questions 

1.8  References / Reference Reading 
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1.1 Meaning of Communication 

Communication is the act of exchanging information among two or more individuals. 

It is the most common way of sending or trading data between people or gatherings. It 

relates to exchanging ideas or information through verbal communication, written 

expression, listening or writing. Communication helps the linking between two or 

more individuals to exchange thoughts, ideas or messages. The Latin word 

"communicare," which signifies the act of imparting, participating in, or conveying, is 

where the English term "communication" originates. The term "communicare" 

originates from the Latin word "communis," which signifies the act of sharing or 

making something common. 

 

 

Source: Google Image 

 

Definitions of Communication 

o According to Newman and Summer, ‘Communication is the transfer of thoughts, 

ideas, beliefs, views, emotions and passions between one person to another 

person’. 

o According to Louis Allen, communication involves all actions taken by one 

person to promote understanding in the mind of another. Speaking, listening 

closely, and understanding include a methodical and ongoing procedure. 

o Harold Koontz and Heinz Weinrich define communication as the most common 

way of communicating data from the source to the recipient, intending to ensure 

that the receiver comprehends the information. 

o According to Rogers, Communication is the act of generating and exchanging 

information among individuals to achieve mutual comprehension. 
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 Nature and Scope of Communication 

1. It requires the participation of at least two individuals: Communication 

necessitates the presence of a minimum of two individuals, namely a sender and a 

receiver.  

2. Message is a Must: The message is an essential component of communication, 

covering the substance of a letter, speech, order, instructions, or ideas.  

3. Communication can take the form of written, oral, or gestural means: 

Communication is often defined as the exchange of written or verbal words. In 

addition to written or spoken statements, nonverbal indications like the growth of 

lips, an eye wink, or a hand wave are all considered forms of communication that 

can be utilised to convey messages between individuals. 

4. Communication Is a Two-Way Process: Communication is a two-way or 

bipolar process. Understanding and information exchange are two components of 

the two-sided process that creates communication. Both the sender and the 

recipient must fully understand the message and be aware of each other's answers 

for communication to be effective.  

5. Primary Purpose is to Motivate a Response: Persuading someone to do 

something or generating a reaction is the essential purpose of communication. It is 

essential always to remember that communication serves as a method of inspiring 

rather than being the goal. 

 

Scope of communication  

 Communication is necessary for coordinating the work of several departments, 

divisions, sub-divisions, etc., inside an organisation.  

 Communication facilitates the coordination of diverse activities and enables the 

interchange of information, ideas, facts, and other relevant content.  

 Communication serves as the foundation for the establishment and ongoing 

functioning of an organisation.  

 Effective communication is essential for the efficient working of an organisation. 

Communication facilitates the smooth implementation of any organisational 

changes. Effective communication is crucial for the functioning of organisational 

interactions.  
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 It provides managers with information and ideas to facilitate effective planning 

and decision-making. It allows a manager to examine issues and collect 

information to make well-informed judgments. Communication enables the 

transmission of decisions to the individuals responsible for implementing them. 

 Communication is crucial for the prompt and efficient execution of management 

tasks. Managers utilise communication to transmit goals and instructions, assign 

tasks and duties, and assess performance. Therefore, effective communication 

ensures the smooth functioning and optimal performance of the entire 

organisation.  

 

1.2 Types of Communication 

There are various communication categories. The many types are described below: 

 Verbal Communication: In this type of communication, words—spoken or 

written—transmit a message. Written and spoken are the two types that can be 

used to group it. Face-to-face interactions, Phone calls, and introductions are all 

included in oral communication. Many types of written correspondence can be 

found in messages, letters, and instant messages. 

 Non-verbal Communication: This method of correspondence uses non-verbal 

signs, such as body language, facial expressions and looks, to pass on a message. 

A few models cover non-verbal communication cues like body language, posture, 

and voice tone. Non-verbal communication is more able and effective than verbal 

communication in being strong and efficiently passing a message. 

 Cross-cultural communication: People from many cultural backgrounds share 

knowledge and ideas via this kind of communication, therefore raising cross-

cultural interaction  

 Visual communication: It is the transfer of ideas and data using images, designs, 

and other visual elements. This kind of communication uses images, movies, and 

graphics, among other visual tools, to transmit a message.  

 Interpersonal communication: This technique involves sharing ideas and 

information between people. Formally or informally, communication might take 

the form of written messages, phone calls, in-person meetings, or correspondence.  
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 Mass Communication: This method of correspondence effectively contacts a 

large audience and utilises broad communication stages like TV, radio, papers, 

and the web.  

 Digital communication: This type of correspondence uses computerised 

innovation, such as the web, social media, and cell phones, to disperse a message.  

 

 Knowledge Check 1 

Fill in the Blanks. 

1. The communication process has _____________ key components. (Three) 

2. _____________ form of correspondence uses computerised innovation, like 

the web, virtual entertainment, and cell phones, to disperse a message. 

(Digital) 

3. ________________ cues such as body language and facial expressions are 

employed in this mode of communication to convey a message. (Nonverbal) 

 

 Outcome-Based Activity 1 

Make a list of types of communication on one side and mention their descriptions 

on the other side. Ask the students to match the respective kind of communication 

with its relevant description.  

 

1.2 Communication Barriers 

1. Physical barrier: A physical barrier is any impediment that hampers 

communication between people or between an individual and an organization. 

Such components may include poor illumination, unwanted noise, or restricted 

physical space for a person. 

2 Language barriers: Language barriers occur when people utter different 

languages or when some possess slightly different language skills than others. 

This might cause feelings of compression of the right to speak and lead to 

misunderstandings during communication. 

3 Cultural barrier: People originating from different cultures and having different 

perspectives can face cultural barriers. These can range from politics as an 

activity, a field of study, a science, and a profession through culture and 

civilisation, religion, morality, philosophy and arts.  
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4 Emotional barrier: Some people develop emotional self-preservation if they are 

under emotional problem or concern. Persons who claim to be consumed with 

feeling may probably have a poor way of articulating their emotions. 

5 Cognitive barriers: They can appear when the ultimate communicants possess 

different levels of learning capability or intellect. Such examples of this 

phenomenon include lack of knowledge and or poor attention. 

6 Perceptual barriers: Persons with contrasting perceptions or accounts could be 

affected by cognitive difficulties. Things like reduced capacity for comprehension 

or attention could be affected. 

7 Technical barriers: Technological challenges might appear when some 

individuals are endowed differently when it comes to access to technology or 

skills to utilise it. These issues may include challenges such as a lack of proper 

connectivity or a lack of appropriate knowledge in the use of the particular 

technology. 

8 Noise Barriers: In communication, noise barriers are the influential aspects that 

cause intermission or the complex that divides the senders and receivers of 

information. 

 

 Process of Communication  

Communication requires at least two people: The two individuals involved in the 

procedure called communication are the sender and the receiver. The communication 

process initiates when a sender desires to transmit a thought, reality, data, or opinion 

to the receiver. The sender originates the concept and expresses it in a manner that can 

be communicated. He determines the mode of communication and conveys the 

concept. The receiver assimilates the idea and subsequently acts based on the 

information or instructions provided by the source. 

 

Source: Google Images 
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The following components make up the communication process. 

1. Sender: The Sender who sends the message or information to the receiver. The 

individual who communicates their ideas, thoughts, or messages to the recipient is 

termed the sender.  

For example, in a classroom setting, a teacher might be described as a sender. 

4. Message: Messages refer to the content or information being conveyed in 

communication. Communication includes concepts, emotions, recommendations, 

organisation, and other elements that a sender intends to transmit to the recipient.  

5. Encoding: It refers to the transformation of communications into understandable 

communication symbols. It involves a variety of forms of communication, such as 

voice, visual representations, body language, and symbolic language. Encoding is 

the process of converting a sender's thoughts into a language that can be 

understood.  

6. Media: The term "media" refers to the specific channel, medium, or conduit 

utilised to transmit an encoded message to the recipient. The party responsible for 

transmitting the information is known as the message carrier. Communication can 

take many different forms, including written, verbal, phone, written 

correspondence, internet, and more. 

7. Decoding: Decoding refers to the process of transforming an encoded 

communication into a language that is understandable to the recipient. The 

symbols the sender uses are transformed into encoded form throughout this 

process. 

8. Receiver: The receiver is the individual who receives the communication from 

the sender. Students assume the role of recipients inside the classroom setting. 

9. Feedback: Feedback refers to the process of reversing communication when the 

receiver gives their response to the message age. Feedback means response or 

non-response of the receiver to the sender. 

 

1.4 Principles of Communication 

Successful communication is crucial for entire professional growth. Strong 

communication skills are often necessary for many jobs since they play a vital role in 

driving business goals and facilitating growth through interpersonal relationships. 

Effective communication fosters trust and enhances cooperation and collaboration 

among individuals.  
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The principles of communication include: 

 Setting an objective: The initial step involves determining your communication 

objectives and the desired actions you wish your recipients to take. Establishing 

yourself as a thought leader who motivates others to take action is a highly 

effective approach. Alter your communication to align with the specific objective 

you wish to complete. 

 Staying organised: Maintaining organisation is crucial in the professional 

kingdom, as opportunities for improvement are rare. Consequently, you must 

maintain coherence right from the start. To achieve this, setting your main ideas or 

objectives is important. This will assist in organising your thoughts and attaining 

possible results.  

 Being visually convincing: Visual representation is a primary way humans 

understand information and is visually compelling. Utilising visual representations 

of data, such as flowcharts, may significantly improve the quality of the 

communication process and effectively engage your audience.  

 Embracing minimalism: Minimalism is one of the less well-known principles of 

effective communication. The professional world highly values efficiency and 

regards time as a crucial factor. The shorter the time required, the more favourable 

it is.  

 Maintaining a sense of curiosity: Communication is a vast, progressing domain. 

It is essential to maintain a receptive and flexible mindset to adjust to evolving 

demands, expectations, and regulations. Maintaining a sense of curiosity will 

motivate you to persist in the process of acquiring knowledge.  

 

 Knowledge Check 2 

State whether given statements are true or false. 

1. Cultural barriers may arise when individuals possess different language 

proficiencies or speak different languages. (False) 

2. Messages refer to the content or information being conveyed in 

communication. (True) 

3. Noise barriers may occur when individuals possess different levels of 

technological access or proficiency. (False) 
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 Outcome-Based Activity 2 

Conduct a group discussion in class on the effectiveness of communication 

principles application in an organisation.  

 

1.5 Summary 

 Communication is the method involved with communicating data from one 

individual, gathering, or area to one more through-composed or expressed 

language or through the use of a media that facilitates comprehension.  

 Individuals utilise means of communication to facilitate the transmission of 

information between an information sender and an information recipient. The 

smartphone is regarded as one of the most crucial modes of communication in the 

21st century. 

 The message is how meaning is conveyed in every act of communication. 

Communication can take the form of either verbal (spoken or written) or 

nonverbal (non-verbal communication, actual appearance, or vocal tone) 

messages. Messages can also be derived from the context, which refers to the 

specific location and time of the communication. 

 Communication barriers refer to the impediments that individuals encounter when 

trying to interact with one another in a meaningful and efficient manner. These 

barriers act as an obstacle to effective communication and encompass all aspects 

that might skew it. This procedure involves the existence of a sender, a recipient, 

and a message age. 

 Clarity, time liness, coherence, urgency, conciseness, accuracy, politeness, and 

completeness are the eight essential tenets of communication. The eight principles 

of communication serve as a catalyst for creating messages that resonate and 

convince effectively. 

 

1.6 Keywords 

 Communication: The process of transmitting and receiving information is known 

as communication, and it can occur in one-on-one exchanges or among larger 

groups.  

 Verbal communication: Verbal correspondence is the utilisation of spoken and 

prepared words to successfully pass on messages and data to another person.  
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 Psychological barrier: The psychological barrier of communication refers to the 

hindrance caused by the psychological condition of the communicators (sender 

and receiver), which obstructs successful communication. 

 Semantic barrier: Semantic barriers refer to communication barriers that change 

the expected significance of a message.  

 

1.7 Self-Assessment Questions 

1. What do you mean by communication? 

2. Explain the nature and scope of communication. 

3. What are the types of communication? 

4. What do you mean by communication barrier? Explain some of them. 

5. Explain principles of communication.  

 

1.8 References / Reference Reading 

 Rogers, E.M., 1994. History of communication study. New York: Free Press. 

 Castells, M., 2013. Communication power. Oxford University Press, USA. 

 Rogers, E.M., 1986. Communication technology. Simon and Schuster. 

 Bavelas, J.B., Black, A., Chovil, N. and Mullett, J., 1990. Equivocal 

communication. Sage Publications, Inc. 
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Unit 2: Written Communication 

 

Learning Outcomes: 

 Students will be able to define the concept of written communication. 

 Students will be able to identify the various types of letters used in written 

communication. 

 Students will be able to evaluate the layout of a letter. 

 Students will be able to analyse the essentials of effective letter writing. 

 

Structure: 

2.1  Concept of written communication 

 Significance of written communication 

2.2  Types of Letters 

 Knowledge Check 1 

 Outcome-Based Activity 1 

2.3  Letter Layout 

 Essentials of Effective Letter Writing 

2.4  Need and Function of Business Letters 

 Knowledge Check 2 

 Outcome-Based Activity 2 

2.5  Summary 

2.6  Keywords 

2.7  Self-Assessment Questions 

2.8  References / Reference Reading 
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2.1 Concept of written communication 

Written communication is one of the two primary forms of communication, along 

with spoken and oral. Since written communication is so common in business 

settings, having effective written communication skills is essential for managers and 

owners of small businesses. Many forms of written communication are used internally 

for business processes, including memos, reports, bulletins, job descriptions, staff 

manuals, and electronic mail. Typical forms of written communication utilised with 

customers, suppliers, and other business community members include electronic mail, 

websites, letters, proposals, telegrams, faxes, postcards, contracts, ads, brochures, and 

press releases. 

 

Source: Google Image 

 

 Significance of written communication 

Written communication includes the transmission of ideas or information using 

written language in the modern age. Written communication is essential for several 

reasons: 

o Exactness and clarity: Written communication helps us to transmit our point of 

view briefly. We can dedicate enough time to carefully choose suitable words, 

precisely arrange our phrases, and ensure the exact delivery of our message.  

o Documentation: This can be helpful in corporate or legal environments where 

written documents are required. It could also be beneficial for keeping personal 

records, such as a journal or tracking forward towards goals. 
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o Professionalism: In a professional environment, excellent behaviour and 

performance in line with high standards. In the end, written correspondence 

reflects directly our intensity of professionalism.  

o Accessibility: Regardless of the time or place, written correspondence is readily 

available to receivers if they can access the document. This guarantees universal 

access to the same information and helps distribute knowledge to several 

receivers. 

o Linguistic obstacle: Written communication helps people who speak many 

languages overcome language obstacles, facilitating effective communication 

among them.  

 

2.2 Types of Letters 

Business letters are formal correspondence used in the business world for a variety of 

reasons, such as issue communication and information sharing. To generate a 

favourable impression, they are written with a professional mindset, using a formal 

structure and a formal style.  

1. Cover letters: Accompanying a job application is a formal letter addressed to the 

prospective employer, known as a cover letter. The interviewee uses it as a formal 

formative tool to express interest in the job.  

2. Offer letters: Letters of intent, or offer letters, are formal documents that a 

company sends out to probable new employees. An offer letter is given to a 

candidate who has effectively completed the interview process and been selected 

by their company.  

3. Recommendation letters: A reference letter, often referred to as a letter of 

recommendation from time to time, is a written document in which an individual 

positively assesses the qualifications of another.  

4. Sales letter: Businesses mostly use sales letters to interact with both present and 

future customers about the goods and services they provide, newly introduced 

products, and any changes they have made to current products.  

6. Letter of apology: Apology letters, or official written apologies sent by one 

person to another in response to a mistake the sender makes, are meant to ask the 

person getting them pardon.  
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7. Letters of gratitude: Sending thank you letters allows companies to show 

appreciation for consumers, suppliers, employees, and others, therefore honouring 

the significant contributions made to the company.  

8. Resignation letters: A Letter of resignation is a formal correspondence from staff 

members to their companies alerting them of their desire to depart the company. 

One can quit orally or in writing, depending on the company's inclination.  

9. Interview follow-up letters: The interviewees have written these letters to 

express their gratitude for the interviewers' time. The interviewee values the 

interviewer's time, as seen in the follow-up letter.  

10. Letters of complaint: When customers or consumers are unhappy with a 

business's goods or services, they often write complaints to the company. 

Businesses in this very competitive market must be open to feedback to improve 

the calibre of their products.  

 

 Knowledge Check 1 

Fill in the Blanks. 

1. ___________ communication encompasses all forms of engagement that 

utilise written language. (Written) 

2. An employer writes a Letter of ________________ to express gratitude for an 

employee's excellent performance. (Commendation) 

3. __________________ letters are written by employers or Human Resources 

departments to inform employees of their dismissal from their jobs. 

(Termination) 

 

 Outcome-Based Activity 1 

Make a list of types of letters on one side and put their description on the other 

side. Ask the student to match the kind of letter with their correct description.  

 

2.3 Letter Layout 

The overall presentation of the letter will generate a positive perception in the minds 

of the reader. 

Expressing professionalism, clarity, and integrity in business contact depends on an 

experienced business letter production. A well-written business letter can present a 
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positive impression, advance good communication, and produce desired results. The 

following are the essential components of writing a solid business correspondence: 

 

 

o Header: Incorporating a professional letterhead with your company's name, logo, 

address, contact details, and date will help to improve credibility and authenticity. 

o Salutations: Starting the letter with a formal greeting like "Dear Mr./Ms. [Last 

Name]," you will be respectfully and appropriately addressing the recipient. 

o Body: Arrange the letter paragraphs in a neat, organised, clear, neat way. Keep a 

professional tone and centre the letter's principal point of view or goal. 

o Closure: Conclude the correspondence with a polite close, such as "Sincerely," 

followed by your name and signature, allowing room for your handwritten 

signature if you are mailing a physical letter. 

 

2.4 Need and Function of Business Letters 

Need of business letters 

Letter writing is a significant aspect of corporate communication. Nations' 

contemporary objective of achieving limitless international jobs and the necessity of 

overcoming national, linguistic, and cultural obstacles to promote trade has promoted 

the letter as a significant economic instrument. 

A business letter fulfils specific crucial roles: 

1. A business letter serves as the corporation's spokesperson and is a cost-effective 

alternative to an in-person visit. The user's input is a single letter, "i." 

2. Its purpose is to spread knowledge about topics related to business. 
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3. A business letter serves a legal purpose by providing valuable proof for a 

transaction. 

4. A business letter serves as a reference document for future transactions between 

companies and people. 

5. A business letter serves to encourage and maintain positive relations. 

6. A business letter catalyses elevating the performance of all individuals engaged in 

a business to a superior and improved standard. 

7. A business letter expands and improves the business. Each of the functions can be 

further explained. 

 

 Knowledge Check 2 

State whether given statements are true or false.  

1. Off-White paper is the preferred choice because the letters are plainly visible 

on it, making reading easier. (False) 

2. A business letter serves to foster and maintain positive relations. (True) 

3. The envelope's colour and quality should be consistent with the letter's 

interior. (True) 

 

 Outcome-Based Activity 2 

Conduct a letter-writing competition in the class with reference to a given success 

story.  

 

2.5 Summary 

 Written communication refers to the age at which individual messages are 

exchanged between two or more people. A written act of formality typically 

involves more formality than oral communication, yet it generally tends to be less 

effective.  

 Written communication encompasses various forms, such as electronic messages 

sent via e-mail. Short written communications sent electronically. 

 Written communication is crucial due to its ease of sharing, ability to be archived, 

and convenience of reading at one's leisure.  

 One compelling reason why written communication is crucial is that it eliminates 

concerns about mispronunciation or forgetting one's intended message. 
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 A business letter is a formal correspondence utilised by establishments to interact 

professionally with consumers, other companies, clients, shareholders, investors, 

and other relevant parties. It utilizes formal language and adheres to a certain 

format. 

 There are two main categories of letters: Formal Letters and Informal Letters. 

However, various categories of letters can be classified depending on their 

content, formalities, and the goal of drafting the letter. Let us examine a few 

categories of letters. 

 A block format is referred to as a widely utilised format for a business letter. With 

the exception of double space in between paragraphs, the whole letter is single-

spaced and oriented to the left in this format. 

 Block format and semi-block format are the two main styles used for a letter's 

body. Block format involves placing a line break between paragraphs and aligning 

all lines of a letter to the left. New paragraphs in semi-block format begin with an 

indentation, which refers to a little space between the left margin and the 

beginning of the text.. 

 The letter should exclusively consist of essential information. Irrelevant data 

should be excluded and minimised in all forms of corporate correspondence. The 

language employed in the business correspondence should be polite. A writer 

should consistently utilize sincere, amicable, and sincere language in their letter. 

 The primary objectives of letters were to provide information, news, and 

salutations. For many individuals, letters served to enhance their skills in 

analysing texts, conveying their thoughts and opinions convincingly, and 

engaging in intellectual discourse with those who shared similar perspectives. 

 

2.6 Keywords 

 Written communication: Written communication skills refer to the abilities one 

employs to transmit messages effectively through written means.  

 Concise: Writing concisely necessitates meticulous attention to detail and 

organisation, and various methods exist to arrange information coherently and 

neatly.  
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 Formal letter: A formal letter is a written form of communication used for 

official purposes, particularly in professional, corporate, academic, or official 

environments. 

 Informal letter: Informal letters are personal correspondences intended to update 

friends or family members about life events and express one's regards. They 

normally consist of a relative, an intimate associate, or a companion. 

 

2.7 Self-Assessment Questions 

1. What do you mean by written communication? 

2. Why written communication is essential to a business? 

3. What are the various types of letters used in business communication? 

4. What are the essentials of effective letter writing? 

5. What are the needs and functions of business letters? 
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Unit 3: Oral Communication 

 

Learning Outcomes: 

 Students will be able to define the concept of oral communication. 

 Students will be able to identify the types of oral communication. 

 Students will be able to evaluate the scope of speech in oral communication. 

 Students will be able to analyse the characteristics of good speech. 

 

Structure: 

3.1 Concept of Oral Communication 

3.2  Types of Oral Communication 

3.3 Barriers to Oral Communication 

 Knowledge Check 1 

 Outcome-Based Activity 1 

3.4  Introduction to Good Speech 

 Characteristics of Good Speech 

 Knowledge Check 2 

 Outcome-Based Activity 2 

3.5  Summary 

3.6  Keywords 

3.7  Self-Assessment Questions 

3.8  References  
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3.1 Concept of Oral Communication 

Oral communication refers to the capacity to convey thoughts from one's mind to 

either an individual or a collective audience. Effective verbal communication involves 

clearly expressing ideas and ensuring that each thought is presented clearly. The 

language we choose to utilise is relevant. Effective verbal communication frequently 

depends on non-verbal clues. It is essential to consider that solid verbal abilities are 

closely linked to exceptional listening abilities.  

 

Source: Google Images 

 

3.2 Types of Oral Communication 

1. Intrapersonal Communication: The lecture is self-discussion. It usually occurs 

while someone considers a decision or reflects on their activities. It demands a 

thorough analysis of the situation, cultivating self-awareness and mindfulness. 

2. Interpersonal Communication: Two or more people communicate here. 

Interpersonal communication can be formal or informal. It is done for decision-

making, thought-provoking, problem-solving, or casual discussion. 

3. Five-to-ten-person small group communications. In formal settings, small 

group communication is used for brainstorming, official concern presentations, 

problem-solving, and conflict resolution. Small office groups discuss work 

challenges, solve problems, and build teamwork.  

4. Public Communication: Speakers and audiences communicate through public 

speaking. The speaker wants to inform, persuade, or change the audience's mind.  

5. Mass communication: It is the dissemination of information through multiple 

mediums to a large audience. Mass communication is the spread of information 

from one source to many recipients across a large territory, maybe the world. It 

uses film, radio, videos, and TV. 
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6. Corporate communication: Corporate communication includes teamwork, 

conferences, superior communication, employee explanations and instructions, 

presentations, and interviews.  

7. Intercultural Communication: People from different cultures and origins share 

information and ideas. The world is becoming a global community with varied 

origins in each country.  

 

Source: Google Images 

 

3.3 Barriers to Oral Communication 

a. Encoding and decoding barriers: Transforming thoughts into words or codes is 

a process of encoding. Language is transformed into a reasonable understanding 

during the decoding process, which takes place on the recipient's end. 

b. Passive listening: Passive listening refers to the act of listening without actively 

engaging or participating in the conversation or content being heard. One-way 

communication is linked to passive listening, which is an imperfect method of 

consuming verbal information.  

c. Disregarding Nonverbal Communication Cues: When you enter the conference 

room, one person sits at the head of the table. Someone else purposefully chooses 

a chair at the side of the table and signs for you to talk to them there. One person 

wants an equal conversation, while the other wants supremacy. 

d. Cultural Barriers: Culture significantly affects nonverbal communication, which 

includes chronemics or time awareness. In certain cultures, business meetings start 

and end on time, while events begin and end late in many cultures. Some cultures 

see time as a line with a beginning and end, though more complicated.  
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e. Proverbs, idioms: Cultural sayings like proverbs have been passed down for 

ages. People in the culture understand them immediately. People unfamiliar with 

the culture are confused.  

 

 Knowledge Check 1 

Fill in the Blanks. 

1. ____________ communication refers to the capacity to convey thoughts from 

one's mind to either an individual or a collective audience. (Oral) 

2. _____________ barriers refer to the obstacles that arise due to differences in 

culture. (Cultural) 

3. _________ communication refers to the transmission of information to a large 

audience through several channels. (Mass) 

 

 Outcome-Based Activity 1 

Make a presentation on communication barriers and suggest ways to overcome 

them.  

 

3.4 Introduction to Good Speech 

Business communication includes speeches and presentations. An effective 

communicator is likely to succeed in business. Business is all about interpersonal 

communication. Interaction helps people share mental ideas. Commercial leaders 

must speak and convey professionally. To get a competitive edge, companies must 

communicate well with their employees.  

Characteristics of Good Speech 

A well-constructed speech possesses ten essential attributes that enable it to 

effectively convey a message through oral communication before an assembled 

audience in a meeting, seminar, or conference. Speech is a highly efficient method of 

verbal communication. It is presented to a large audience. However, a speech 

achieves effectiveness when it satisfies the following characteristics: 

o Clarity: Clearness is a fundamental characteristic of well-delivered 

communication. A speech should be clear to facilitate the audience's 

understanding. If the message fails to convey its intended meaning clearly, it will 

lose its effectiveness. 
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o Definiteness of Message: The speech should provide a clear and vital message 

that aligns with the topic at hand. 

o Brevity: A lengthy speech can make the crowd restless. Therefore, discourse 

needs to be as concise as feasible, but it should not be incomplete. 

o Fascinating: A speech should be delivered interestingly and engagingly to capture 

the audience's focus. One can include a variety of anecdotes, pictures, references, 

and funny comments to improve the speech's attractiveness. 

o Casual Contact: Although a speech is usually formal, it is advisable to convey it 

in a more personal and informal way. 

o Evaluating the Target Audience: One addresses a specific audience with speech. 

The speaker should carefully consider the expectations, interests, and inclinations 

of the audience. 

o Speaking slowly: A good speech is distinguished by a customised vocal tone and 

a deliberate speed. It improves the audience's clarity of understanding of the 

message. 

o Emotionless: Another very vital component of a good speech is its presentation 

dispassionately and objectively. The speaker's emotional state may cause him to 

deviate from the central theme. 

o Utilisation of Nonverbal Communication: Effective communication is 

developed by appropriate nonverbal signs. Thus, the speaker should maintain a 

range of nonverbal signs when giving a speech. 

o Facilitating the Involvement of the Audience: An effective speech is one that 

actively engages the audience with the speaker. This implies that the audience will 

maintain their focus by actively listening, demonstrating their support for the 

speaker, and so forth.  

 

Elements of a good speech 

A broad and ongoing list of successful speech features is possible. However, a strong 

presentation requires certain basics. Public speaking can be learned over time, even by 

those unfamiliar with it. 

1. Structure: For an effective speech, the audience must be able to distinguish the 

introduction, credibility references, conclusion, call to action, and other aspects.  
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2. Special Effects: Most locations allow public speakers to employ visual benefits. 

Simple slideshows to complex handouts and live demos are possible. The main 

goal is to simplify the speech by helping the listener visualise the material.  

4. Comedy: Humour is sometimes overlooked in well-crafted presentations. While 

professional communication is essential, a casual setting is needed. It helps 

listeners relax and remember more. Humour also helps lighten serious topics. It 

highlights the speaker's uniqueness and strengthens the audience-speaker 

relationship. 

5. Reliability: Sometimes, a recipient doubts the source of information. This is 

where credibility matters. Forbes states that the speaker must offer a convincing 

explanation to grab someone's attention. This can be done by introducing oneself 

to the audience. This will help the speaker list relevant experiences that convey 

credibility and knowledge.  

 

 Types of Speech 

There are three primary categories of business speaking. 

A. Speech on Business Information 

Informative business speech provides new information. Informative speeches attempt 

to educate the audience. It could be an informative speech. 

1. Speeches about objects: Object-oriented presentations engage the audience's 

senses with touch, taste, smell, sight, and texture. They focus on sensory things 

and tangibles. The topic can be wildlife appearance, pharmaceutical fragrance, 

or a favourite song. 

2. Event speeches: Event speeches clarify the audience about past or present 

events. For example, a newly elected president of a country speaks about future 

planning and event organisation during the oath-taking ceremony.  

3. Process speeches: Process speeches update the audience about current 

occurrences. A cooking lesson that teaches the steps to make a meal is an 

example of a process lecture.  

4. Concept speeches: Concept speeches educate the audience on abstract notions 

like global peace, freedom of rights, and love. Through this discourse, the 

listener learns the underlying concept of any subject. 
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B. Powerful Business Speech 

Persuasive business speeches, often known as convincing speaking, try to persuade an 

audience to believe a sure thing and act. A convincing speech helps the audience to 

agree with a particular argument. The three styles of persuasive speech are briefly 

listed here. 

1. Factual Persuasive Speech: This speech uses evidence to prove past events 

and aims to persuade the audience of a specific event or fact.   

2. Value-Persuasive Speech: Persuasive speech informs the audience regardless 

of morality.  

3. Persuasive Policy Speech: A convincing speech seeks to convince the 

audience to support or oppose a policy. A policy persuasive speech discusses 

policies and argues for or against a regulation or candidate. 

 

 Knowledge Check 2 

State whether given statements are true or false.  

1. The primary focus in business is solely on intrapersonal communication. 

(False) 

2. The primary objective of delivering a public relations speech is to augment the 

reputation of a business or an individual. (True) 

3. The speech of introduction is a customary and initial component of a 

ceremonial address. (True) 

 

 Outcome-Based Activity 2 

Conduct a speech delivery competition in the class and ask the students to 

participate in it.  

 

3.5 Summary 

 Using spoken language, oral communication refers to the process of transferring 

words and ideas from one person or group to another. 

 Both formal and casual oral communication exist. Face-to-face talks and phone 

conversations are just two examples of informal oral communication. 

 Oral communication is synonymous with verbal communication. Its components 

are the sender, medium, message, and receiver. Oral communication encompasses 
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several forms, such as meetings, talks, face-to-face interactions, speeches, and 

telephone calls. 

 Language and cultural differences are common obstacles to efficient oral 

communication, sometimes resulting in misunderstandings. Obstacles such as loud 

noise and low audio quality might also hamper clear communication, particularly 

in virtual environments. Emotional states, such as tension or anger, impact the 

way messages are conveyed and received. 

 The clarity and simplicity of an excellent speech define it. The speaker logically 

and clearly expresses their ideas and points of view, therefore removing pointless 

technical jargon or complex vocabulary that could perplex the audience. 

 The book is carefully arranged, with an exciting introduction, an influential body, 

and a conclusion that deftly reiterates the main idea. Good speech writing uses the 

power of exciting content to gently engage with the audience on both intellectual 

and emotional levels by deftly combining stories, images, and relevant anecdotes. 

 

3.6 Keywords 

 Oral communication: Oral communication is the exchange of ideas and 

knowledge by vocal expression. Communication can occur either with physical 

presence in a direct, in-person conversation or via electronic means such as a 

phone, video platform, or radio. 

 Speech: Speech in a professional situation is the process of using spoken language 

to establish mutual understanding among people. 

 Direct speech: Direct communication refers to the act of conveying unambiguous 

messages or providing explicit instructions. It is frequently employed in 

professional settings to establish clear hierarchies and identify individuals with 

authoritative roles.  

 Indirect speech: Tannen argues that indirect speech is a conversational strategy 

that has various functions, one of which is to equalise the power dynamics 

between individuals of different authority levels.  

 

3.7 Self-Assessment Questions 

1. What do you mean by oral communication? 

2. What are the types of oral communication? 
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3. What are the barriers to oral communication? 

4. What do you mean by good speech? 

5. What are the characteristics of good speech? 
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Unit 4: Mass Communication 

 

Learning Outcomes: 

 Students will be able to define the concept of mass communication. 

 Students will be able to demonstrate critical thinking skills by assessing the nature 

and scope of mass communication. 

 Students will be able to identify the key functions of mass communication. 

 Students will be able to evaluate the scope of media of mass communication. 

 Students will be able to analyse the role of mass media in India. 

 

Structure: 

4.1  Concept of Mass Communication 

4.2  Nature and Scope of Mass Communication 

 Knowledge Check 1 

 Outcome-Based Activity 1 

4.3  Functions of Mass Communication 

4.4  Media of Mass Communication 

4.5  Role of Mass Media in India 

 Knowledge Check 2 

 Outcome-Based Activity 2 

4.6  Summary 

4.7  Keywords 

4.8  Self-Assessment Questions 

4.9  References  
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4.1 Concept of Mass Communication 

Mass communication refers to sharing information with a large audience through 

several media channels. TV, radio, newspapers, magazines, and the internet are all 

examples of media. This method of communication is applied to quickly and 

effectively convey information across a vast geographical region. The word 

incorporates several forms of media as their technologies are applied in the 

distribution of information, including journalism and advertising.  

This kind of communication enables several sources to instantly distribute 

information to a wide audience who may otherwise be inattentive or uneducated. This 

method frequently utilises numerous media, including radio and television broadcasts, 

social networking platforms, print marketing, books, movies, and the internet.  

 

Source: Google Images 

 

4.2 Nature and Scope of Mass Communication 

1. Broad and Extensive Audience: Mass communication is recognised by its 

capacity to reach a large and diverse audience simultaneously. The audience is 

usually spread out across several geographical locations and comprises individuals 

from diverse origins, ethnicities, and hobbies.  

2. Utilisation of Mediated Channels: Mass communication utilises mediated 

channels, such as mass media, for message delivery. These outlets cover 

traditional media, including television, radio, newspapers, and magazines, as well 

as modern digital channels, including the internet, social media, and mobile apps.  

3. Single-way communication: Mass communication is mostly a unidirectional 

procedure whereby the communicator sends a message to a large audience without 

getting a direct response or direct interaction.  
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4. Expert manufacturing: Mass communication usually involves the participation 

of professional bodies and people who are obligated to produce, manufacture, and 

distribute the material.  

5. Quick broadcasting: Mass communication is defined as quick and broad 

information distribution. Thanks to the development of modern technology and 

digital channels, messages can be quickly shared with a global audience.  

 

 Scope of mass communication 

Mass communication has a wide and extensive reach. Mass communication comprises 

various domains of contemporary civilisation, including entertainment, business, 

politics, education, science, religion, charities, agriculture, and transportation.  

o Mass communication is a social affair: The presence of mass communication is 

clear in all aspects of social existence. Mass communication is an essential 

component of all significant social activities in modern life. 

o Mass communication in business: Modern corporate organisations operate 

globally by relying on mass communication. The mass media serve as the primary 

means of spreading advertisements.  

o Mass communication in management: Mass communication is also present in 

the execution of management tasks. Management must utilise diverse mass 

communication channels for purposes such as personnel recruitment, selection, 

and training, as well as fostering labour-management interactions and engaging 

with the general public. 

o Mass communication in politics: Mass communication is a prevalent 

phenomenon in the sphere of politics. Political philosophies, manifestos, and 

programs are disseminated through diverse mass media channels.  

o Mass communication in international affairs: Mass communication involves 

the field of international affairs, meaning that it includes the communication 

aspects of global events and issues.  

o Mass communication in marketing: Mass communication in marketing is the 

use of mass media, such as advertising and publicity, to promote and sell products 

and services.  
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 Knowledge Check 1 

Fill in the Blanks. 

1. ________ communication refers to the dissemination of information to a wide 

audience through various mass media platforms. (Mass) 

2. _____________ corporate organisations operate globally by relying on mass 

communication. (Modern) 

3. Prompt and ___________ distribution of information is especially vital in the 

realm of news and current affairs. (punctual) 

 

 Outcome-Based Activity 1 

Research and evaluate how mass communication functions in different fields of a 

nation.  

 

4.3 Functions of Mass Communication 

Mass communication includes more than mere communication. It plays a significant 

role in our economy, impacts social norms, and moulds our political discussions. The 

product of mass communication, like all other initiatives involving mass production, 

is a valuable addition to the national economy.  

An overview of the multiple purposes of mass communication is provided here. 

1. Economic Role: Mass media is the means through which mass communication is 

conducted. The media industries have emerged as some of the largest enterprises, 

both within their home countries and on a global dimension. 

2. Social Arbitrator Role: Mass communication serves as a mediator in society, 

facilitating the exchange of cultural ideas and facts. The importance of mass 

communication in social arbitration implies that it determines what is significant 

for us.  

4. Role in the cultural area: Initially, the media serves as a platform for discussing 

and evaluating our system of values and beliefs. It has a significant impact on a 

substantial portion of the cultural framework. The media determines which topics 

deserve our attention and even influences our perspective on them. 

5. Political Function: Mass communication plays a significant role in facilitating 

ideological debates inside a society.  
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4.4 Media of Mass Communication 

 Meaning of media in mass communication 

Mass communication refers to a technological approach to communicating that aims 

to reach a broad audience. For large-scale and interpersonal communication, it serves 

as the main channel between members of the public. The primary types of mass media 

include newspapers, radio, television, the internet, magazines, and other similar 

mediums. 

 Importance of Mass Media  

Without the mass media, our daily lives would be impossible. It includes well-known 

films available on streaming services like Netflix, Hulu, and Amazon Prime Video, 

news broadcasts on radio and television, and written content from newspapers and 

magazines. Brands use a variety of platforms to effectively reach potential customers 

and market their products, which has a significant worldwide impact. 

Functions of Mass Media 

Broad communications affect individuals tremendously overall, regardless of whether 

they are introduced in written, spoken, or broadcast form. Using social media, 

television commercials, and outdoor advertising, brands may increase their visibility. 

In terms of branding, companies look for the best platforms—like blogs, forums, 

social media, and websites—to spread their message.  

Types of media used in mass communication 

There are many various types of modern media, including print media (magazines, 

books, and newspapers), broadcast media (radio and television), digital media (the 

internet), and other similar forms including video games, music, mobile phones, and 

movies. 

 

Source: Google Image 
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There are six main categories. These are also referred to as broadly used 

communication channels. 

1. Conventional forms of media: Based on their local language and cultural norms, 

people have developed a wide variety of communication methods. The ideas, 

customs, traditions, and behaviours of a community have shaped the instruments 

of communication.  

2. Print Media: The term "print media" refers to any type of media that is printed on 

paper or other physical materials, including books, periodicals, papers, or papers. 

Print Media refers to the physical presentation of information and news in a 

printed format. 

3. Electronic Broadcasting Media: The term "electronic broadcasting" refers to the 

transmission of audio and visual content using electronic means, such as radio, 

television, or the internet. The term "media" refers to the several platforms and 

means of mass communication. Transmission is a type of mass communication in 

which electronic transmission is used to distribute audio and video content to a 

large audience.  

4. Outdoor Media: The term "outdoor media" refers to advertising and promotional 

materials that are shown in outdoor spaces like billboards, bus shelters, and digital 

displays. Out-of-Home Media, sometimes called OOH, is a type of advertising 

that targets individuals who are not at home, intending to broadcast news and 

information.  

5. Transit Media: Transit Media focuses on advertising and distributing information 

to consumers while they are in motion in public spaces or during transportation. 

These encompass advertising that is shown on cars and in transportation settings.  

6. New Media or Digital Media: The World Wide Web has transformed mass 

media since its creation in 1989 by English scientist Tim Berners-Lee. Its superior 

digital technology and faster distribution speed have allowed it to surpass 

traditional forms of media in popularity. An interactive and reciprocal form of 

mass communication is known as new media. It gives users the ability to actively 

create and disseminate content and information. The internet may be summed up 

as a "network of networks" and is commonly seen as a very interactive mass 

medium.  
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4.5 Role of Mass Media in India 

Mass communication is the distribution of information by a person or organisation to 

a varied and unknown audience via several transmission channels, such as digital 

platforms or textual materials. In mass communication, print media, electronic media, 

radio or television, and digital media are the main communication channels. Mass 

communication's primary goal is to quickly distribute knowledge to a large audience, 

including geographically remote people.  

Let's look at some of the primary objectives of mass communication momentarily. 

o Spreading knowledge: Mass communication mostly aims to spread knowledge to 

a large audience within a controlled period. Information on weather, products, 

services, politics, education, sports, and other topics is shared mass-wise. 

o Influence Public Opinion: Mass communication's main goal is to show the 

audience a picture of national and international problems. This helps the general 

people to participate actively in the democratic process and in collective vision 

using critical thinking, knowledge, and formulation of their own thoughts and 

ideas on a given issue. 

o Influencing the general population: One of the main functions of the mass 

media is to influence people, guiding them to change their views and thoughts on 

numerous issues, including voting, smoking, and culture. Companies use mass 

communication to advertise their products and inspire people to use their services. 

o Distribute governmental policies and programmes: Mass communication 

cannot exist without the distribution and education of the people about the several 

policies and information produced by the government for their benefit.  

o Provides pleasure or enjoyment: Mass media is a main source of entertainment 

for the common people. Every kind of mass media includes a section dedicated to 

providing enjoyment and amusement to the general public. 

o Formulate and develop social connections and relationships: Mass 

Communication aims to establish connections across different tribes, 

communities, and cultures by facilitating shared knowledge exchange. 

o Informing and preparing the public to face natural calamities: An essential 

role of the media is to inform and raise public awareness about impending 

disasters and calamities. This enables individuals to enhance their level of 

preparedness and proactively implement essential measures before the occurrence 

of the catastrophe. 
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o Emphasise the diplomatic function and advocate for political ideologies: Each 

nation endeavours to establish its diplomatic position, and the mass media 

effectively emphasises its role and diplomacy in promoting peacekeeping and 

advancement.  

 

Success Story 

Karl Lagerfeld x H&M: Massy Chic 

Karl Lagerfeld and H&M's 2004 cooperation was a game-changer for luxury-fast 

fashion collaborations. The German designer famed for his revolutionary influence 

on Chanel, Fendi, Chloe, as well as his own label, Lagerfeld was the pinnacle of high 

fashion and left an unparalleled iconic legacy. Even though it was established before 

social media, the campaign exemplified the ageless rules of successful 

communication. 

The commercial, which contrasted luxury with mass-produced goods, deftly tackled 

the elitist aspect of French fashion. Lagerfeld's self-awareness and open 

communication with customers paved the way for future collaborations and created a 

benchmark for high fashion and fast fashion alliances. Karl Lagerfeld x H&M is a 

triumph because it is straightforward and functional. The commercial's layers of 

drama, comedy, sincerity, tension, and narrative struck a chord with viewers, and it 

quickly sold out. 

Although the collaboration enhanced the vibe and message of Lagerfeld's already 

well-known personal style and industry status. The power of the appropriate message 

to unite the people and high fashion was highlighted in this cooperation, which 

established the benchmark for future collaborations. It's still a great illustration of 

how mass-market and high-end fashion can be united via clever communication. In 

addition to achieving commercial success, Lagerfeld's collaboration with H&M 

opened the door for future collaborations between high-end designers and fast-

fashion shops.  

(Source:https://www.iiad.edu.in/the-circle/success-stories-of-brands-using-fashion-communication/ ) 

 

 Knowledge Check 2 

State whether given statements are true or false.  

1. Mass communication serves as a hindrance in society, complicating the 

exchange of cultural ideas and phenomena. (False) 
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2. Outdoor media empowers people to actively develop and share material and 

information. (False) 

3. Print media refers to any form of media that is printed on paper or other 

physical materials, such as newspapers, magazines, brochures, or books. 

(True) 

 Outcome-Based Activity 2 

Write a literature review on mass media's role in defining India's political and 

economic shape.  

 

4.6 Summary 

 Mass communication refers to the process by which an individual, a group, or an 

organisation transmits a message over a communication channel to a vast and 

diverse audience consisting of anonymous individuals and various organisations.  

 These huge groupings consist of either the entire general public or a specific 

portion of the general public. 

 The primary functions of mass communication are to disseminate information, 

enhance knowledge, provide education, and offer entertainment.  

 Educate, entertain, and persuade are the three primary purposes of 

communication. Moreover, it also makes cultural transfer easier.  

 Mass communication primarily plays the function of entertainment to provide 

entertainment. 

 Using technology may reach a large audience, which is what mass media refers to. 

By using this largest means of communication, the vast majority of the general 

audience is reached. Newspapers, magazines, radio, television, and the internet are 

the predominant platforms for mass media. 

 Print, radio, television, movies, video, audio recording, and the Internet—

particularly the World Wide Web and social media platforms built on it—are all 

considered forms of mass communication. 

 Television networks broadcast news from around the world to viewers in their 

homes.  

 Despite occasional misconceptions, mass media contains a broader range of 

content than solely news.  

 



41 
 

4.7 Keywords 

 Mass communication: The transmission or exchange of information with a wide 

audience is made possible by the technique of mass communication. 

 Mass media: The term "mass media" is also used to collectively refer to public or 

private organisations that produce or distribute specific forms of expression 

through various media, such as news publications, wire services, periodicals, book 

publishers, libraries, radio and television networks, film studios, and record labels. 

 Digital media: Digital media encompasses electronic content, such as text, 

photos, and videos, that may be stored, transmitted, and accessed through digital 

devices and networks.  

 Transit media: Outdoor advertising occurs in public areas, such as roads, 

highways, junctions, and shopping centres, whereas transit branding occurs on 

many modes of transportation, including buses, trains, subways, taxis, and others. 

 

4.8 Self-Assessment Questions 

1. What do you mean by mass communication? 

2. What is the nature of mass communication? 

3. What are the functions performed by mass communication? 

4. Explain the role of mass media in India.  

5. What media sources are used for mass communication? 
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Unit 5: Principles of Effective Communication 

 

Learning Outcomes: 

 Students will be able to define the principles of effective communication. 

 Students will be able to demonstrate critical thinking skills by assessing the 

impact of cultural sensitivity on communication. 

 Students will be able to evaluate the scope of active listening in business 

communication. 

 Students will be able to analyse the importance of non-verbal communication in 

business communication. 

 

Structure: 

5.1  Principles of Effective Communication 

 Clarity and Conciseness 

5.2  Feedback and Active Listening 

 Knowledge Check  

 Outcome-Based Activity 1 

5.3  Non-verbal Communication 

5.4  Cultural Sensitivity in Communication 

 Knowledge Check 2 

 Outcome-Based Activity 2 

5.5  Summary 

5.6  Keywords 

5.7  Self-Assessment Questions 

5.8 References  
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5.1 Principles of Effective Communication 

Effective communication depends on mutual understanding, a shared understanding 

beyond mere words. The objective is to support a bond, a shared foundation where 

concepts, notions, and emotions are effortlessly shared. Within this department, the 

significance of each communication is thoroughly examined, uncovered, and valued, 

enhancing the quality and satisfaction of interactions.  

 

Source: Google Image 

 

1. Effective: For communication to be effective, it is essential to have a distinct 

objective and successfully undertake that objective. This combines the matter, 

way of showing, the timing of sharing, and reasoning for people to pay attention. 

To improve efficiency, sending your message concisely and maintaining a 

consistent tone, voice, and content is essential. Brief and impactful comments are 

frequently more successful than lengthy and complex writing. Every message 

should possess a consistent ending and a request for action. 

2. Comprehensive: Individuals should not be left uncertain about the possibility of 

additional information or events. The conveyed information should be sufficient 

and complete. Whenever possible, it is essential for a message to fulfil its intended 

purpose completely and offer enough information so that the recipients can 

promptly perform the necessary action without any confusion or negative impact 

on their productivity or motivation.  

3. Clarity: Messages should have a clear aim and be expressed in a style that 

ensures the recipient realises the exact meaning projected by the sender. Effective 

communication should not result in confusion among team members. Ensure you 
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are explicit about the specific format in which you wish to express your message. 

Ensure that you have a well-defined objective or intention.  

4. Attention and Style: In effective communication, the recipient focuses on the 

message. Individuals exhibit variations in behaviour, attention, sentiments, and 

other aspects, which might result in diverse responses to the message. It may be 

necessary to create various communication formats tailored to specific positions 

and levels of authority. Senior staff members need to demonstrate their alignment 

with the messages by actively using the messaging tools and supporting the 

messaging processes. Formal communication is typically employed to transfer 

messages and other forms of information.  

5. Consistency: Communication frequently occurs through various mediums and 

styles over an extended duration. It must maintain a rational, well-organised, and 

self-reinforcing approach across different platforms. A strong correlation between 

the core subject matter and the company's beliefs, ideals, and mission is essential.  

6. Promptness and immediacy: Effective communication requires selecting the 

optimum amount of impact and urgency to ensure that messages are understood 

and acted upon to reach their proposed goal. Understanding the timeframe for any 

events and distinguishing between Urgent and Import in formation should be 

possible. 

 

5.2 Feedback and Active Listening 

Meaning of feedback 

Feedback is the response that the sender receives back from the recipient confirming 

the message that was sent. In communication, feedback is the response, information, 

or reaction that a message's recipient sends back to the sender. Receiving comments is 

necessary for giving effective feedback. By doing this, the sender may make sure that 

their message was received and understood as intended. This allows them to modify 

their communication plan as necessary. 

Several ways to provide feedback include taking notes, analysing facial expressions, 

and using body language. While negative criticism could draw attention to areas that 

need work, positive feedback is often used to encourage and support good 

communication. The various forms of feedback include oral, written, informal, 

formal, descriptive, evaluative, peer, and self-assessed comments. 
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Without feedback, effective communication is limited to sharing basic facts. Since 

feedback enables the sender to assess the impact of their message and guarantees that 

the recipient understands it precisely, it becomes crucial in the communication 

process. 

 

Importance of feedback in business communication 

Let us now discuss how team leaders could make good use of comments to improve 

team performance and communication.  

o Provides commercial benefits: Feedback is quite helpful in promoting company 

success through improved general performance.  

o Encouragement of professional development: Regular feedback is vital for both 

personal and occupational progress.  

o Boosts engagement: Regular comments make employees feel appreciated and 

recognised for their efforts.  

o Maintaining alignment: This is beneficial for everyone engaged in various 

pursuits, especially those working on projects. 

o Improves relationships and teamwork: Feedback is crucial for strong 

relationships and good teamwork. It promotes dependability and openness in 

culture.  

o Helps to avoid significant mistakes: Teams cannot avoid crucial mistakes 

without feedback.  

 

 Knowledge Check  

Fill in the Blanks. 

1. In order for communication to be ______________, it is essential for it to have 

a distinct objective and successfully accomplish that objective. (Effective) 

2. ______________ cues are indications that a listener gives to demonstrate their 

comprehension of the information being conveyed. (Verbal) 

3. _____________ is essential for building strong relationships and fostering 

effective teamwork. (Feedback) 

 

 

 



46 
 

 Outcome-Based Activity 1 

Discuss and derive how principles of communication can improve the quality of 

business communication from the perspective of a manager and an employee. 

 

5.3 Non-verbal Communication 

Transferring information from one person to another without using words or spoken 

language is known as nonverbal communication. In nonverbal communication, no 

written or spoken language is used. In light of the significant moods they rely on, 

nonverbal correspondence uses nonverbal signs, primarily auditory or visual, with the 

possibility of also using material and signs. The term "audible nonverbal 

correspondence" refers to nonverbal voices, like laughing or screaming, and 

conversation regulating ways of acting, like adding scorn to a story, altering one's 

tone, or creating a dramatic pause. 

Types of non-verbal communication 

1. Facial expressions: Most nonverbal communication signs are reflected on the 

face. Facial expressions include winking, pupil dilation, and smiling.  

2. Body posture: The sitting or standing posture, minor body motions, hand and leg 

placements, etc., is a posture. 

2. Gestures: Conscious or unconscious bodily movements during communication 

are defined as gestures. Hand gestures are universal in speech and often involve 

excessive hand gestures. The nature of the movement determines hidden 

emotional meaning. When speaking, people usually gesture to emphasise. 

Sometimes, people touch their faces, which can imply several things. 

3. Vocal intonations: Intonation is more effective than words. Speech to the nation 

is voice modulation. Different vocal intonations convey emotions and intents.  

4. Proxemics: People in India wish each other by placing their hands together in 

front of their chests and bending slightly. They appreciate and revere those they 

engage with. Physical closeness is often seen as aggression or sexual attraction in 

many cultures. 

5. Silence: Silence may be a loud form of communication. This shows that absence 

can also transmit essential messages. 

6. Signals and signs: Each culture has its collection of signals, which distinguishes 

it from others. That means one thing in one culture may not tell another. 
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7. Oculesics: This is the study of nonverbal eye communication. This covers eye 

movements, watch, eye contact, and pupil dilation.  

8. Chronemics: Studying time in communication. This concerns how people react to 

time and how that reflects on them.  

9. Paralanguage: Tone, intonations, volume, pitch, manners, etc. In many cases, 

tone is more important than words.  

10. Olfactics: Smell and nonverbal communication are studied. This includes 

perfume, body odour, and more.  

11. Haptics: Communication through touch. Touch is the most primal method of 

communication. 

 

5.4 Cultural Sensitivity in Communication 

Cultural awareness is crucial in language services. Culture, as defined, holds the 

traditions, artistic expressions, social structures, and accomplishments of a specific 

nation, society, or collective. Cultural sensitivity involves understanding diverse 

cultures. Communication is a bilateral process, and the language service provider is 

vital in promoting communication between parties. 

Importance of cultural sensitivity in communication 

One cannot stress the need for cultural understanding in language services. It is vital 

in many realms, including: 

o Understanding cultural differences in context: Language service providers 

must be fully aware of their target audience's social, political, and historical 

background.  

o Raising Cultural Awareness to Stop the Use of Explicit Language: Without 

cultural competency, a language service provider could unconsciously use 

offensive or insensitive terminology meant for their target market.  

o Building confidence by means of culturally sensitive material: Developing 

cultural sensitivity is essential for building confidence between the language 

service provider and their clients.  

o Cultural Integration: Language works as an entrance for linking many cultures 

in a time marked by increasing similarity. Cultural competency helps language 

service providers enable flawless communication between parties even during 

cultural differences. 
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 Knowledge Check 2 

State whether given statements are true or false. 

1. Chronemics refers to the study of nonverbal eye communication. (False) 

2. General conversations always use moderate speech volume. (True) 

3. Nonverbal communication refers to generating and interpreting signals, other 

than speech, to transmit information to another individual. (True) 

 

 Outcome-Based Activity 2 

Divide the class into groups and ask them to conduct a group discussion on the 

role of cultural sensitivity in business communication. It also explains why 

knowing culture is essential to a manager while working in a multinational 

company.   

 

5.5 Summary 

 Feedback can take many different forms, including verbal, written, informal, 

formal, descriptive, evaluative, peer, and self-assessed. How successful feedback 

is determined by its quality. 

 Feedback is required for communication to move beyond just information.  

 Feedback is a vital component of the communication process since it allows the 

sender to assess the message's impact.  

 It helps the sender verify if the receiver has understood the message properly. 

 Listening actively involves giving the speaker your full attention, comprehending 

their words, providing thoughtful responses, and remembering the information for 

future use.  

 By keeping both the listener and speaker actively engaged ensures a dynamic and 

interactive conversation. 

 Understanding effective listening involves actively engaging with a speaker, 

understanding their message, and providing a suitable response.  

 Understanding what a person is saying goes beyond just listening. One should 

carefully consider the words, contemplate their significance, and then respond 

thoughtfully. 
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 The nonverbal communication system includes various elements, such as facial 

expressions, body movements, vocal cues, personal space, environmental factors, 

objects, time, physical appearance, and smell/odour. 

 

5.6 Keywords 

 Feedback: Feedback in correspondence indicates the recipient's reaction, 

response, or data given to the source comparable to a message. It is the 

demonstration of providing feedback to somebody on the regions wherein they 

might improve their presentation.  

 Active listening: The term 'active' is used because the listener bears a clear and 

distinct obligation. He actively engages with the spoken words instead of 

passively absorbing them. He actively tries to comprehend both the information 

and the emotional traces conveyed in what he hears. Through his attentive 

listening, he aims to assist the speaker in resolving their issues. 

 Nonverbal communication: Non-Verbal Communication (NVC) refers to the 

transmission of messages or announcements through non-verbal means, such as 

eye-to-eye contact (oculesics), non-verbal communication (kinesics), social 

distance (proxemics), voice (haptics), transmission (paralanguage), actual 

conditions/appearance, and article transmission. 

 Cultural sensitivity: Cultural sensitivity involves comprehending and valuing 

diverse cultures, including their traditions, languages, practices, and beliefs. In the 

field of language services, cultural awareness extends beyond simply linguistic 

competency. 

 

5.7 Self-Assessment Questions 

1. What do you mean by non-verbal communication? 

2. Explain various principles of effective communication. 

3. How can the practice of active listening be improved? 

4. What do you mean by feedback? 

5. Why cultural sensitivity is important in business communication? 
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Unit 6: Advanced Written Communication 

 

Learning Outcomes: 

 Students will be able to define the concept of advanced written communication. 

 Students will be able to demonstrate critical thinking skills by writing business 

emails. 

 Students will be able to identify the key differences between memos and notices. 

 Students will be able to evaluate the importance of business proposals. 

 Students will be able to analyse the generating process of meeting minutes. 

 

Structure: 

6.1  Concept of Advanced Written Communication 

6.2  Writing Business Emails 

6.3  Memos and Notices 

 Knowledge Check 1 

 Outcome-Based Activity 1 

6.4  Business Proposals  

6.5  Meeting Minutes 

 Knowledge Check 2 

 Outcome-Based Activity 2 

6.6  Summary 

6.7 Keywords 

6.8  Self-Assessment Questions 

6.9  References / Reference Reading 

 

 

 

 

  



52 
 

6.1 Concept of Advanced Written Communication 

Advanced communication is a skill beyond fundamental ability that allows 

individuals to communicate concepts, establish relationships, and negotiate complex 

social dynamics. Acquiring advanced communication skills provides various 

advantages, such as increased influence, better dispute-resolution capabilities, and 

improved relationships. 

 

6.2 Writing Business Emails 

Email is a short form of electronic mail; it is one of the modes of communication. It is 

a technique for transmitting or delivering messages from one computer to another 

computer over the internet. Individuals can transmit electronic messages, known as 

emails, to other individuals via the internet, utilising their personal computers or 

laptops. Both individuals need to provide their email addresses and have access to the 

internet. 

An email may be personal or professional. It is a method of transmitting messages in 

the area of digital communication. Email marketing is the primary means of 

producing substantial revenue.  

Process of writing business emails 

Below are the brief instructions for composing an email. There are a total of 8 simple 

stages to compose an email, outlined as follows: 

 

Source: how-to-format-an-email 
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1. Subject line: The subject line is the initial text that a receiver reads. The purpose 

of the subject line is to capture the recipient's attention and provide a clue about 

the email's content. The email's subject line is crucial since it determines whether 

or not the email will be opened.  

2. Salutations: Start your conversation with a friendly salutation. When writing 

official or business emails, one should consider the word choice for the greeting. 

The tone should be neutral but upbeat, avoiding too formal or familiar language. 

3. State the objective of your email or give a quick overview. Starting the email 

with a friendly salutation is important to set the background of the correspondence 

and introduce yourself or your brand. 

4. The email should have a short and clear body. An email should contain a 

straight and brief message. People have been swamped with emails in their 

mailboxes lately. People do not have the time to review long electronic mail 

communications. 

5. Closing messages: Like greetings, they carry the same importance. The content 

should always be good, like the good morning melodies. In a nutshell, there are 

texts that one might use at the end of your communication to ensure that the 

receiver replies in the desired manner. One of the writing tips in an email is to 

make sure that the conclusion of the email leads the recipient to the intended line 

of conversation. 

6. Signing off: Being polite is important, and this should also be reflected when 

drafting and closing a professional email. It is recommended to have short and 

easy-to-understand text. In the first instance of writing to one another, referring to 

a formal and proper close is necessary. In conclusion, you may use a simple form 

of appreciation like the use of ‘thank you’ or ‘thank you for your time’. 

7. Ensure that your email concludes with a professional signature: Utilising an 

email signature that prominently displays your brand, name, and position within 

the organisation is advisable. This will assist you in establishing trust and 

credibility with the person you are communicating with. 

8. Conduct a comprehensive inspection or engage in proofreading to ensure 

accuracy: Once you have concluded the content in your email and composed a 

suitable email for the intended recipient, it is important to review everything once 

more thoroughly.  

6.3 Memos and Notices 
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Meaning of memos 

A memorandum, also referred to as a memo, is a concise communication or document 

utilised for internal correspondence within a firm. Memorandums, once the 

predominant means of internal written communication, have experienced a decrease 

in usage due to the emergence of email and other electronic messaging platforms. 

Nevertheless, possessing the skill to compose concise and comprehensible memos can 

greatly benefit one's ability to write effective internal business emails, as they often 

fulfil a similar function. 

 

Steps of writing a memo 

The memo format should remain similar, irrespective of the nature of the news. 

Memos should not exceed a length of 1 or 2 pages, although their actual length may 

vary depending on the news being sent.  

Below are a few strategies to guide you in acquiring the skill of composing a business 

memorandum: 

 Compose your title: The heading has components such as the To, From, Memo 

Date, and Subject, which collectively facilitate the recipient's knowledge of the 

intended audience and the content of the message. The subject line of a 

memorandum should be clear and direct.  

 Compose your introductory sentence: The opening statement, referred to as the 

declaration, is a component of the memo's main content. This is the section 

where you explain the intention behind the communication and the reason for 

sending it to the recipient.  

 Present relevant background information: The discussion section of the memo 

follows the opening statement and provides a more detailed analysis of the 

subject matter. It acknowledges the main topic and objective of the message.  

 Provide the subsequent actions that need to be taken. If the receivers are 

obligated to take action, the memorandum should contain clear instructions 

regarding the specific tasks to be performed and the deadline by which they must 

be completed. 

 Conclude with a last remark. The concluding remark concludes the 

memorandum with a kind and proficient sign-off, encompassing your name and 

designation. 
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Meaning of notices 

In the field of law, a notice is a formal, official statement or warning indicating 

relevant facts about a legal matter. In a business setting, a notice is a written 

correspondence sent between two people to provide precise information on a 

particular issue. Generally speaking, a notice is a type of correspondence meant to let 

someone know about important events or actions they should be aware of. 

 

Source: Google Image 

 

Structure of notice 

Given the different ranges of notices and their diverse sets of requirements, writing 

notices can be highly intricate. Therefore, having a strong foundation to effectively 

direct this difficulty is essential. A notice is typically written of five distinct stages: 

o Organisation's name: The organisation's name is typically displayed at the top of 

the page. It serves to identify the organisation and the person responsible for 

sending the notification.  
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o Title "Notice": The term 'Notice' indicates that the reader will be presented with 

information regarding a notice. Placing a prominent and conspicuous 'NOTICE' in 

the middle of the paper effectively captures the reader's attention to the document.  

o Date: The date is located in the left corner of the notification wording and appears 

after the title. Given that notices are a formal means of communication, it is 

crucial to inform recipients about the date of issuance. 

o Body: The body of the notice is located on the left side of the outline and involves 

the notification's primary material. A notification often includes crucial details 

such as the time, venue, and date. A notice often avoids the use of first-person 

pronouns and mainly uses passive voice. 

o Conclusion: A note concludes with the writer's name in uppercase letters, 

accompanied by the writer's signature to indicate their identity, and concludes 

with the writer's position within the organisation. 

 

 Knowledge Check 1 

Fill in the Blanks. 

1. Email is an abbreviation for ____________ mail, which is a way of 

communication. (electronic) 

2. The _____________ remark concludes the memorandum with a kind and 

proficient sign-off, encompassing your name and designation. (concluding) 

3. The presence of any grammatical or spelling error will ___________ impair 

the effectiveness of the message. (significantly) 

 

 Outcome-Based Activity 1 

Make a comparative table showing similarities and differences between memos 

and notices.  

 

6.4 Business Proposals  

A business proposal is a well-constructed document intended to convince an 

organisation to purchase a specific product or service. It is commonly employed to get 

financial support from investors, finalise agreements with potential clients, or gain 

approval for a project from decision-makers, such as project stakeholders or a legal 

team. 
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Business proposals can serve as a sales tool to effectively communicate your unique 

selling offer and present a clear idea to potential clients or customers. You have the 

option to transmit the proposal electronically or deliver it in person. 

Key Components of a Business Proposal 

It is a must to include the following essential components to create an effective 

business proposal that effectively convinces the recipient to take action: 

o Table of contents and title page: A professional title page that includes the 

proposal title, your company name, the date, and the recipient's name should open 

a proposal. Table of contents: A table of contents makes navigating proposals 

easier, especially longer ones. 

o Summary: This part presents a brief overview of the idea together with the salient 

features. The proposal should be interesting and stress the reasons why people are 

reading it. 

o Problem definition or assessment of criteria: Clearly state the issue or need 

your proposal seeks to address. In this regard, one must be aware of the client's 

challenges. 

o Suggested resolution: Clearly state how your suggested solution directly solves 

the client's issue or need in a thorough exposition. This section ought to be clear, 

convincing, and in line with the objectives of the client. 

o Pricing and terms: Clearly and thoroughly explain the price structure and any 

contractual clauses connected to your offerings. Excellent articulation in this field 

reduces the possibility of future misunderstandings. 

o Experience and credentials: Present your qualifications, experience, and any 

relevant education or noteworthy accomplishments. Building credibility and trust 

is essential. 

o Closing statements and CTAs: Finish your message with a strong call to action 

(CTA), inspiring the customer to interact with your proposal or go further.  

 

6.5 Meeting Minutes 

An official written account of a meeting, complete with discussions, decisions, task 

assignments, and deadlines, can be found in the minutes. By presenting task 

assignments, these notes serve as a reliable tool for decision-making and as a way to 

ensure responsibility, preventing future misunderstandings. They may also serve as 

legally binding papers in specific organisational settings. 
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Elements of meeting minutes 

Many companies use a common template or a specialised form to keep minutes; the 

arrangement of the sections could vary. 

o Heading: The title of the committee (or business unit) and the specific details of 

the meeting, including the date, place, and starting time. 

o Attendees: The individual presiding over the meeting, as well as the names of 

everyone present (including guests) and those who were permitted to be absent. 

o Approval of previous minutes: A statement indicating if the minutes from the 

prior meeting were officially accepted and whether any amendments were made. 

o Action items:  It refers to a report providing information on each topic discussed 

at the meeting.  

o Announcements: These refer to any declarations or notifications made by 

participants, which may include proposed agenda items for the upcoming meeting. 

o Upcoming Meeting: A communication regarding the specific location and time of 

the next scheduled meeting. 

o Adjournment: It refers to the specific moment at which a meeting concluded. 

o Signature line: It includes the name of the individual who compiled the minutes 

and the date on which they were presented. 

 

 Knowledge Check 2 

State whether given statements are true or false. 

1. A business proposal is a well-crafted document intended to convince an 

organisation to make a purchase of a specific product or service. (True) 

2. To ensure the production of impeccable meeting minutes, it is essential to 

adequately prepare at the time of attending the meeting. (False) 

4. The summary section offers a succinct synopsis of the proposal, outlining the 

main highlights. (True) 

 

 

 

 Outcome-Based Activity 2 

Conduct a meeting in the class and ask the students to make meeting minutes of 

the same meeting. Students can take help from the above-given concepts.  
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6.6 Summary 

 Skillful communication abilities enable an individual to participate in complex 

social exchanges with others, encompassing a variety of common interests and 

subjects, thereby fostering social connections and friendships. 

 A professional email address is typically reserved for work-related matters and 

formal communications and is distinct from personal email addresses.  

 A memorandum, often known as a memo, is a means of business conveying 

information to individuals inside a company or organisation.  

 A memorandum can also be dispatched to individuals or organisations with 

intimate or enduring associations, such as suppliers or advisors.  

 Notices are an official communication method addressed to a certain individual or 

group of individuals.  

 A business proposal is a written document that effectively attracts customers and 

partners by providing a comprehensive overview of your firm's products and 

services.  

 While B2C companies usually do not engage in this technique, B2B companies 

create proposals for other businesses. 

 A good business proposal covers a thorough project description, addresses 

customer concerns, offers workable solutions, offers realistic cost estimates, and 

shows a functional timescale. Including client endorsements and a succinct history 

of past project accomplishments also helps. 

 

6.7 Keywords 

 Memos: A memorandum, sometimes known as a memo, is a succinct way to 

educate a group of people about a specific problem, fix, or occurrence. A 

memorandum should be concise, direct, and readily comprehensible. The message 

gives recipients information and a detailed plan of action for specified next tasks. 

 Notices: Notices are a formal method of communication directed towards a 

certain individual or a group of individuals. It resembles a news article that 

notifies a specific individual or group of a significant occurrence. 
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 Business proposals: A business proposal is a written document that effectively 

attracts clients and partners by providing a detailed description of the services and 

products offered by your organisation. 

 Meeting minutes: Meeting minutes serve as the authoritative documentation of 

the choices made, the individuals present, and any significant occurrences that 

took place during the board meeting. 

 

6.8 Self-Assessment Questions 

1. What do you mean by advanced written communication? 

2. What are the precautions that need to be followed while writing a business email? 

3. What is the difference between memos and notices? 

5. What do you mean by business proposals? 

6. How can a manager record meeting minutes? 
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Unit 7: Effective Oral Communication Techniques 

 

Learning Outcomes: 

 Students will be able to define the concept of effective oral communication 

techniques. 

 Students will be able to demonstrate critical thinking skills by assessing the 

importance of public speaking skills. 

 Students will be able to identify the key concepts of persuasion and influence in 

speech. 

 Students will be able to evaluate the skills required while delivering a 

presentation. 

 Students will be able to analyse the techniques of handling Q&A sessions. 

 

Structure: 

7.1  Concept of Oral Communication Techniques 

7.2  Public Speaking Skills 

 Knowledge Check 1 

 Outcome-Based Activity 1 

7.3  Persuasion and Influence in Speech 

7.4  Presentation Skills 

7.5  Handling Q&A Sessions 

 Knowledge Check 2 

 Outcome-Based Activity 2 

7.6  Summary 

7.7  Keywords 

7.8  Self-Assessment Questions 

7.9  References/Reference Reading 
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7.1 Concept of Oral Communication Techniques 

Oral or verbal communication refers to the process of transmitting orders, messages, 

information, or suggestions through spoken words. 

In many contexts, including meetings, conferences, events, group discussions, 

interviews, in-person contacts, and phone calls are quite effective tools for 

communication. This kind of communication helps one to develop a personal 

connection. Thus, it is a great instrument for motivating others. This type of 

communication is highly adaptable, fast, cost-effective, and appropriate for private 

and urgent discussions. 

 

Techniques of oral communication 

1. Direct interaction: Direct face-to-face interaction is the most early method of 

verbal communication. A face-to-face interaction in which two or more 

individuals engage in the exchange of ideas and information. 

2. Telephonic Conversation: Individuals residing in different locations can engage 

in conversation through the use of a telephone. A telephonic discussion functions 

similarly to a face-to-face talk. 

3. Oral communication meeting: This is a circumstance where a group of 

individuals gather to engage in face-to-face discussion on a specific topic. 

4. Video conference: The video conference is a form of conversational 

communication that relies on technology. Individuals from a wide range of 

demographics can gather here to discuss a particular issue and voice their 

opinions. This form of speech communication is made possible through video and 

satellite technology. 

 

7.2 Public Speaking Skills 

Public speaking refers to the act of delivering a speech or presentation to a large 

audience. It is presented on various occasions. This activity's primary objective is to 

inspire, acknowledge, commend, or amuse someone, and it is commonly met with 

applause from the spectators. 

Individuals in positions of responsibility must possess strong oratory skills, as they 

frequently encounter situations where they are required to deliver speeches to an 

audience. Possessing the ability to communicate effectively is advantageous in every 

occupation. The ability to speak effectively can be nurtured and enhanced by a solid 
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understanding of the technical elements of public speaking and regular practice. The 

primary requirement for public speaking is thorough preparation. Even naturally 

fluent people need enough preparation to give a strong speech. 

 

Components of effective public speaking 

The mastery of effective public speaking consists of several fundamental elements 

that support the delivery of strong and interesting presentations. Let us now review 

the essential elements of effective public speaking, which consist as follows:  

a. Presence and confidence: Effective public speaking depends on confidence to a 

great extent. Showing confidence through nonverbal signals, including body 

posture, vocal control, and direct eye contact, grabs the audience and builds 

confidence.   

b. Coherent structure and layout: The audience's comprehension depends 

critically on a well-organised presentation. Competent public presenters carefully 

plan and arrange their content to ensure a logical development of ideas.   

c. Attractive introduction and conclusion: A speech lasting impact depends on its 

opening and closing, which are therefore crucial. Effective orators draw the 

audience in with interesting opening remarks straight from the start.  

d. Effective use of tone and body language: Using a variety of vocal tones and 

expressive body language helps a speech to be presented more effectively. 

Effective communication and captivation of their audience depend on skilled 

orators using modulation, tone, and tempo.   

e. Fascinating visual aids: Slides, movies, or toys are among the compelling visual 

aids that could help the audience understand and participate more fully. Effective 

public speaking calls for the strategic use of visual aids to support key points, 

simplify complex material, and create an arresting visual impact.   

f. Engagement of audience: Effective orators understand the need to build a 

relationship with their audience. Their message is tailored to fit the individual 

needs, tastes, and level of knowledge of their target.   

g. Clarity and crisp: Effective communication depends on the careful use of simple 

and unambiguous language. Good public speaking demands people to carefully 

choose their words and use simple, easily understandable language to ensure 

audience understanding.   
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Strategies for raising public speaking skills 

1. Know your intended audience: Before every successful public speaking project, 

you must completely understand your audience's demographics and follow a plan 

used by the marketing division. Consider the background of the individuals who 

will be present. This will assist you in determining the selection of words for your 

presentation, the degree of precision you will employ, and the organisation of your 

speech.  

2. Utilise an outline to guide your work: The term "public speaking" is used 

because it refers to the act of delivering a speech or presentation to a large 

audience. Numerous individuals commit an essential error by reciting verbatim 

from their slides without incorporating any other information.  

3. Narrate a story: Storytelling and public speaking are closely interconnected. 

Reflect upon your outline and contemplate a personal anecdote that is relevant to 

the key ideas you intend to present. Simply providing a concise and 

comprehensive answer to the questions of who, what, when, where, and why can 

greatly contribute to developing a strong connection with your audience.  

4. Use inclusive language: A public speaking engagement's success can be 

significantly impacted by the presence or absence of inclusivity. As societal 

standards evolve, speakers must understand and adjust to the proper vocabulary 

for their audience. Utilise universally understandable language, and refrain from 

using technical terminology unless it is widely known by the audience you are 

addressing.  

5. Anticipate and get ready for inquiries: If your presentation is certain, there can 

be a question and answer segment either during or following your speech. Ensure 

that you are adequately prepared to handle inquiries from the audience, including 

unexpected and challenging ones. Having a comprehensive understanding of your 

subject matter is simply one aspect of the equation.  

 

 Knowledge Check 1 

Fill in the Blanks.  

1. A personal connection is formed through ___________ form of 

communication. (oral) 

2. Proficient orators recognise the significance of establishing a connection with 

their _____________. (audience) 
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3. The use of _________ and concise language is crucial for effective 

communication. (clear) 

 

 Outcome-Based Activity 1 

Make a list of the skills that are necessary for public speaking. Then, ask the 

students to do a self-evaluation on the basis of those skills.  

 

7.3 Persuasion and Influence in Speech 

Persuasion is the clever practice of finely influencing an audience's thoughts, 

decisions, and behaviours through the skilful use of communication. Persuasion is the 

ability to effectively capture the admiration of people, influence their thoughts, and 

inspire them to support your objectives. 

Whether you are giving a persuasive speech to a large audience or writing a 

persuasive email to your supervisor, persuasion is a powerful weapon that can assist 

you in effectively dealing with life's difficulties. 

The significance of persuasive communication lies in its ability to convince others and 

its capacity to establish trust and credibility. Effective persuasive communication 

involves showcasing one's competence, honesty, and empathy.  

Developing proficiency in delivering persuasive speeches leads to enhanced 

communication skills in several domains, such as persuading a companion to partake 

in a novel experience or negotiating a crucial commercial agreement. 

 

Components of a Persuasive Speech 

These factors form the fundamental basis for developing your persuasive speech 

abilities, whether you are engaging in oral or written communication. Discover the 

hidden knowledge that will enable you to create your speech skillfully and 

convincingly influence people's thoughts and emotions. 

1. Credibility: The foundation of a strong argument is credibility, which is the 

assurance your audience has of you as a communicator. As for communication, 

you may establish quick faith and even share your thoughts, feelings, and goals. 

2. Understanding the target audience: The accuracy of the given speech thus 

directly depends on your understanding of your audience, a factor that underlines 

the importance of viewing the situation through the light of the needs, goals and 

constraints of the audience in question. 
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3. Improving communication skills: It is easier said than done to have a strong 

speech topic that enhances good communication and relationships that makes a 

perfect blend of clear communication, active listening, and participation. 

Accuracy is fine here; suggestions here should not be taken in any ambiguous 

way. 

 

Developing Persuasive Speaking 

Focusing on the methods assisting individuals to speak confidently, clearly, and 

effectively, this subchapter considers persuasive speaking. Thus, let us begin our 

journey to the competence of the ability of verbal persuasion. 

1. Creating an engaging narrative: The thought process of you standing on the 

precipice of speaking about environmental preservation and coming up with an 

engaging storyline. With such an approach, you may want to begin by presenting 

a powerful image which depicts the worst consequences of global warming. 

2. Learning Mastery of Persuasive Strategies: As such, it can be said that 

persuasive speech requires the application of proper tools. Think of an 

accomplished painter painting a beautiful masterpiece with the appropriate use of 

many tools. 

3. Application of Visual Aids in Persuasive Speech: Contemporary society, 

therefore, requires the integration of speech with the help of technology and 

illustrations. 

 

7.4 Presentation Techniques 

In the field of business communication especially, they are essential since they help 

you to persuade your audience, clearly express your ideas, and inspire them to act. 

Following are some of the major presentation techniques: 
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Source: Google image 

1) Capacity to attract and maintain focus: Any presentation needs to be able to 

grab and keep the audience's interest. PowerPoint presentations, verbal 

modulation, and eye contact help one to accomplish this. 

2) Strong eye contact: An effective method for maintaining good eye contact 

involves initially focusing on the one who posed the question, followed by briefly 

scanning the room before responding, thereby demonstrating awareness and 

recognition of the presence of others. 

3) An articulate and resounding vocal expression: To retain a healthy voice, it is 

crucial to use correct respiratory techniques and articulate from the diaphragm. 

4) Passion: Several skills are crucial for achieving business success. Strong 

knowledge of the market, great negotiating skills, and the ability to manage 

difficult circumstances are quite helpful.  

5) Eagerness: What line of action must I follow? I'm really anxious right now. How 

will my audience view my view of me? These are a small set of ideas that cross 

one's mind before a presentation. 

6) Self-Assurance: A key component of good business communication is showing 

confidence in presentation techniques. Having a well-considered idea and 

supporting data and evidence is not enough. A lack of confidence in your 

presentation makes it illogical to expect others to be convinced. 

 

7.5 Handling Q&A Sessions 

Every presentation must have a crucial element: the Q&A session. It allows your 

audience to get in touch with you individually, learn more about your subject, and 

request additional information. Further information about how to get through the 
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Q&A session and how to answer the questions of the audience are presented in the 

following paragraphs. 

A. Before the session of question and answers:  

A person should be prepared to answer certain questions that people may ask him or 

her before going to the question-and-answer segment. This involves: 

o Pacing questions: To effectively consider audiences and appeals, your next step 

is to anticipate their questions regarding the message and their special interests. 

o Getting ready to reply: Quick and clear answers to such questions must be given. 

It is allowed to take notes for reference while the question and answer session is 

ongoing. 

o Determining limitations: Point out specific requirements concerning the Q&A 

session, such as the amount of time permitted for questions or the topics 

prohibited. 

B. Throughout the Q&A session  

You must remain calm and alert all the time. Here are some ideas for effectively 

answering questions from audiences: 

o Watch carefully: This ensures that you are sure to have understood the question 

fully through active listening. 

o Kindly reinterpret the inquiry: Repeat this to make sure everyone can hear the 

question and avoid misunderstandings. 

o Offer a direct reply: Give concise and straightforward answers to the question. If 

you do not know the answer, admitting this and recommending presenting other 

figures later is perfectly fine. 

o Keep a positive outlook. Use polite and optimistic body language, especially to a 

difficult or critical question. 

o Watch your nonverbal signals. Consider your facial expressions and body 

language to make sure you come across as confident and focused. 

o Timeliness of scheduling: Make good use of your time to make sure you have 

enough to answer the maximum number of questions. 

 

C. Following Q&A Calls: 

It is essential to support and answer any unresolved questions from the Q&A session. 

This means: 
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o Looking for the solution by means of investigation: Research to get the answers to 

any questions that still begged problems throughout the Q&A session. 

o  Respond quickly to this: Regarding any more questions or information requests, 

kindly respond right away. 

o Gathering feedback: Solicit feedback from your audience regarding the Q&A 

session in order to enhance future lectures. 

 

 Knowledge Check 2 

State whether given statements are true or false.  

1. Several skills are crucial for achieving success in business. (True) 

2. The ability to communicate clearly and effectively with people is of least 

importance. (False) 

3. Gaining a comprehensive comprehension of their fundamental principles and 

activities significantly impacts the manner in which you convey your message. 

(True) 

 

 Outcome-Based Activity 2 

Divide the class into pairs and ask the students to prepare a PowerPoint 

presentation on the topic of their choice. Then, conduct a competition and rate 

their presentation-giving skills.  

 

7.6 Summary 

 Oral presentation refers to the act of delivering a speech to a group audience, 

either alone or as part of a group.  

 Oral expression encompasses a range of vocal techniques, such as speaking, 

singing, chanting, and shouting, either alone or in combination.  

 It adheres to established standards that depend on factors including verbal and 

performance style, suitable speakers and audiences, context, and purpose. 

 Delivering an oral presentation or speech in front of an audience is known as 

public speaking. Although spontaneous remarks are not rare, they are usually 

formal or planned, and they can be a significant turning point in a person's career. 

 Public speaking abilities are a set of interpersonal talents that show your audience 

captivating power and clear communication ability.  
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 Persuasive public speakers can change, enlighten, and teach others. It helps shape 

ideas, motivate others, and foster natural leadership skills. 

 Presenting a well-made set of PowerPoint slides is only one aspect; another is 

actively engaging the audience to create a relationship and so transmit your 

message. 

 A business presentation uses visual aids and public speaking to properly 

communicate important information to a group of professionals—including 

coworkers, managers, executives, and investors.  

 The question and answer (Q&A) session is crucial to scientific presentations. 

Thought-provoking inquiries engage the audience's mind and foster a dynamic 

atmosphere.  

 

7.7 Keywords 

 Oral communication: Oral communication refers to the form of speech that 

occurs through spoken words, including activities like conversations, speeches, 

and speeches. 

 Persuasion: Persuasion is a communicative technique employed by speakers or 

writers to sway individuals into adopting a specific perspective or engaging in a 

particular behaviour.  

 Presentation: A presentation serves as a medium via which a speaker imparts 

knowledge to an audience. Presentations are commonly used to showcase, 

introduce, educate, or deliver a speech to provide information, convince, inspire, 

motivate, foster positive relationships, or introduce a new concept or product. 

 Public speaking: The term "public speaking" refers to the act of delivering an 

oral presentation or speech to an audience. Speeches are sometimes frequent and 

can be a significant career milestone. Typically, a speech is a formal or planned 

event. 

 

7.8 Self-Assessment Questions 

1. Explain some oral communication techniques used in business communication. 

2. What skills are required at the time of public speaking? 

3. What do you mean by the concept of persuasion and influence in speech? 

4. How can an individual give an effective presentation? 
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5. Explain the skills involved in handling Q&A sessions. 
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Unit 8: Media and Technology in Communication 

 

Learning Outcomes: 

 Students will be able to define the concept of media and technology in 

communication. 

 Students will be able to demonstrate critical thinking skills by assessing the 

impact of technology on communication. 

 Students will be able to identify the various digital communication tools. 

 Students will be able to evaluate the scope of social media in business 

communication. 

 Students will be able to analyse the importance of ethics in digital communication. 

 

Structure: 

8.1  Digital Communication Tools 

8.2  Social Media in Business Communication 

 Knowledge Check 1 

 Outcome-Based Activity 1 

8.3  Impact of Technology on Communication 

8.4  Ethics in Digital Communication 

 Knowledge Check 2 

 Outcome-Based Activity 2 

8.5  Summary 

8.6  Keywords 

8.7  Self-Assessment Questions 

8.8  References/Reference Reading 
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8.1 Digital Communication Tools 

Meaning of digital communication 

Digital communication refers to transmitting and receiving information, messages, 

and ideas via digital forms and platforms. It encompasses the process of sending and 

receiving information via electronic devices and interconnected systems. Digital 

Communication facilitates immediate and interactive exchange of information, 

including text-based conversations, live video meetings, and the distribution of 

multimedia materials, regardless of geographical separation.  

 

Source: Google image 

 

Importance of digital communication in business 

 Enhanced adaptability: Adaptability is a crucial element for achieving success 

inside an organisation. As flexibility increases, there is a corresponding 

requirement for projects and procedures to also be adaptable.  

 It decreases the expenses related to operations. In today's business model, 

companies are often searching for methods to decrease operational expenses. This 

can be particularly difficult for smaller organisations that lack the resources and 

infrastructure of larger enterprises.  

 Enhanced Efficiency: A digital workplace serves as the fundamental support 

system for numerous contemporary organisations. It enhances productivity by 

fostering collaboration and eliminating idle time during the workday.  

 Enhanced income: Simultaneously reducing expenses and increasing 

productivity in an organisation leads to a rise in income.   

 Enhanced Performance: You may precisely determine key performance 

indicators (KPIs) such as bounce rate and form time spent on the website by 
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utilising effective digital solutions, such as an intranet that can influence a Google 

Analytics connection. 

 Job satisfaction: Currently, all establishments are seeking methods to enhance 

the appeal of their work environment for their employees. We no longer prioritise 

employee retention based only on providing secure working conditions and fair 

compensation.  

 Enhance the quality of client interactions: As technology progresses, our 

expectations for both online and in-person experiences also increase. Long gone 

are the days when we were content with a digital experience that was merely 

satisfactory; in the present, we want a higher level of quality.    

 

 Tools of Business Communication 

The following are the tools of business communication:  

1. Email: According to a recent report by research firm Radicati, the total bulk of 

emails sent and received by businesses and consumers per day is projected to 

exceed 319 billion by the conclusion of 2021. Due to the large volume of emails 

being sent and received without a clear system for prioritisation, there is a 

significant risk of missing important information. 

Without an efficient email organisation plan, valuable time is being wasted on 

looking through the inbox, sorting junk mail from important messages, and 

locating conversation threads. 

2. Online platforms and online journals: As per a 2021 publication on the online 

statistics portal Statista, the total number of websites amounts to 1.88 billion. 

Oberlo, an e-commerce platform, discovered that almost 600 million individuals 

hold blogs. In the absence of a website, prospective clients who are not familiar 

with your brand will remain unaware of your existence as a firm.  

3. SMS/Text Messaging: Based on a recently published report by Pew Research, 

97% of Americans currently possess a mobile device of some type. In India, the 

percentage of Indians who own a smartphone has increased from 35% in 2011 to 

approximately 85% now, according to Pew's initial survey on smartphone 

ownership. According to Statista, the number of active smartphone subscriptions 

worldwide is currently over 6 billion in 2021, and it is projected to exceed 7.5 

billion by 2026. This implies that organisations utilising the potential of short 



75 
 

message service (SMS) and text messaging for client communications will 

experience ongoing improvement.  

4. Telephone and voice messaging systems: In the current era, most business 

communication occurs through mobile and desktop applications or cloud-based 

platforms, leading to the neglect of traditional telephone systems. Customer 

behaviour may have adapted in reaction to technology, yet there remains a 

requirement for a personalised approach. 

5. Multimedia presentation: Short films showing the features of a good or service 

are known as explainer videos. Prospective consumers doing product research or 

current consumers trying to understand the utility of goods would especially 

benefit from them.  

 

8.2 Social Media in Business Communication 

Social media, relying on advanced technology, can be regarded as a necessity in the 

present-day world. Some of the Social networking sites, including Facebook, Twitter 

and Instagram have forced the organization to alter their communication strategy to be 

relevant in the market. It must be understood that these communication channels have 

enabled companies to engage customers quicker and more directly, thus enhancing 

their functioning. It also assists them in communicating with the target consumers, 

marketing their commodities, and disseminating necessary information to the intended 

beneficiaries. 

 

Tips for using social media in business communication 

Here are some effective ideas for creating a rich strategy for social media 

communication: 

a. Specify your goals: Beginning with your organisational goals, Are you trying to 

communicate with customers, increase website traffic, or improve brand 

recognition? Having well-defined goals will give your social media efforts 

direction. 

b. Understand your target demographic: Engage in comprehensive research to 

understand your audience's preferences and areas of dissatisfaction deeply. 

Customise your communication to connect with them effectively. 

c. Select the Appropriate Platforms: Each social media network attracts a distinct 

demographic. Certain individuals may prefer traditional mail, while others may 
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lean towards video content, and others may choose images or client testimonials. 

These factors should be taken into account while selecting your platform. 

LinkedIn is well-suited for B2B social media and communication, but Instagram 

is more suitable for visual material. TikTok is highly effective for advertising and 

increasing brand recognition. Facebook effectively promotes social causes, runs 

governmental campaigns, and facilitates commercial communications via social 

media. 

According to a survey conducted by LinkedIn, people communicate more with 

businesses and companies on Facebook than other social media platforms. The 

study indicates that the engagement rates were tenfold higher than those observed 

on other platforms.  

d. Generate Valuable material: Regularly producing excellent material establishes 

credibility and expertise. Google's latest update emphasised their objective of 

providing "useful content for every user query". Given that search engines 

currently exercise content filtering algorithms that prioritise value and utility, it is 

crucial to take this into account when utilising social media for corporate 

communication.  

e. Be actively involved: React instantly to comments, messages, and mentions. 

Proactively interacting with your intended audience establishes your brand as 

trustworthy in the perception of buyers. According to Hootsuite, 90% of social 

media users have already established a personal connection with a company, 

highlighting the significance of maintaining communication with your audience.  

f. Utilise Visuals: Visual content such as photographs and videos has been observed 

to be more effective on social media platforms. To effectively promote your 

brand, it is advisable to utilise visually striking visuals and images, along with 

compassionate sentiments. 

Facebook reports that nearly 60% of Instagram users discover new items through 

visual advertising campaigns, brand imagery, and the sharing of videos on social 

media. 

g. Post Scheduling: Maintaining a regular and consistent schedule is crucial. Utilise 

scheduling tools to strategically plan and publish content during peak periods 

when your audience is most engaged. 
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h. Monitor Analytics: Continuously monitor and assess the effectiveness of your 

social media activities. It is important to consistently evaluate KPIs such as 

customer engagement rates, overall reach, and total number of conversions. 

Modify your approach according to analytical observations. Data analytics is an 

efficient tool that may save time and identify the most promising group of clients 

within your target demographic. This can assist you in formulating an infallible 

framework for utilising social media for the sake of strategic company 

communications. 

i. Utilise Targeted Advertising: Social media networks provide robust advertising 

capabilities. Allocate resources towards purchasing advertisements to expand the 

reach and target a larger and more appropriate audience. 

j. Stay ahead of the current trends or developments. Social media trends and 

algorithms are susceptible to frequent and disruptive alterations. Keep yourself 

informed about the latest developments in the business and adjust your plan 

accordingly. 

 

 Impact of social media on business 

With a global internet user base exceeding 4.5 billion, businesses have recognised 

digital marketing as a formidable advertising tool to reach their desired audience 

efficiently. The internet serves as a platform for individuals to seek solutions to their 

concerns, ranging from suggestions for dining establishments to guidance on 

grammar. The influence of social media on businesses is outlined below. 

1. Customer devotion to a certain brand: Every business wants to get to the point 

when clients choose their brand over rivals just because they trust them. Brand 

loyalty refers to the state in which consumers have unwavering trust in a brand 

and buy its products or services devoid of outside pressure or influence. When a 

business builds a trustworthy, mutually beneficial relationship with its customers, 

brand loyalty is developed. 

2. Effortless communication: Initially, the engagement between the brand and 

customers was limited to an annual event held by the business to unveil its newest 

products. However, as social media has grown in popularity, brand and customer 

engagement has become more frequent, simple, and quick. Through numerous 

social media platforms, including Facebook, Twitter, Instagram, and others, 

clients may currently contact their favoured brand.  
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3. It is challenging to eliminate the consequences of an offensive post: No data 

may be measured or recorded on the internet. Due to the superior retention 

capacity of social media users compared to other platforms, a negative tweet or 

message published by a brand on social media cannot be removed from the 

collective memory of customers.  

b. Enhanced consumer empowerment: Within the realm of social media 

marketing, the client wields a greater degree of influence and control over brands. 

Customers possess a vocal influence that strongly resonates with a large number 

of people. Social media empowers buyers to openly express their opinions about a 

product without the apprehension of facing legal consequences.  

c. Expand one's audience: Social networking is a universally utilised platform. 

Social media marketing allows businesses to reach and engage with customers 

worldwide, facilitating global expansion at a lower initial investment, making it a 

cost-efficient digital marketing strategy.  

d. Competition: The field of social media marketing is very competitive, motivating 

individuals to strive for excellence. It also promotes brands to operate efficiently 

and productively to gain the highest level of client attention. 

 

 Knowledge Check 1 

Fill in the blanks.  

1.  As flexibility _______________, there is a corresponding requirement for 

projects and procedures to also be adaptable. (increases) 

2.  Social media facilitates the __________ and efficient dissemination of 

information about a business. (rapid) 

3.  ______________  content such as photographs and videos has been observed 

to be more effective on social media platforms. (visual) 

 

 Outcome-Based Activity 1 

Conduct thorough research on a business and find out how that business utilises 

social media.  
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8.3 Impact of Technology on Communication 

Technology in the digital era has fundamentally altered global communication, 

closing distances and revolutionising interactions. Since the inception of telephones to 

the emergence of social media and messaging applications, technology has 

undeniably transformed the environment of contemporary communication. The 

following concept explores the multifaceted ways in which technology influences 

communication in the modern interconnected society. 

o Real-time Communication: The speed and immediacy offered by technology 

have profoundly impacted modern communication. Thanks to cell phones, instant 

messaging apps, and social media platforms, people can now connect with their 

friends, family, and coworkers in real-time, regardless of where they are located.  

o Overcoming challenges and building relationships: Technology has removed 

barriers once in place to hinder effective transmission. Using virtual meetings and 

video conferences has helped multinational businesses to run smoothly.  

o Enhanced Information Accessibility: The internet is now a necessary instrument 

for knowledge, news, and information search. Online tools let people stay current 

on world events, explore many points of view, and learn from experts all around.  

o Translation and localisation of languages: Advanced language translating 

systems have also come as a result of technological development. These 

instruments help people who speak many languages to communicate better by 

removing language barriers and enabling businesses to be more visible in 

worldwide markets.  

o Effects on Social Interactions: Technology has created concerns about its impact 

on in-person interactions while enhancing connectivity. There is a point of view 

that over-reliance on digital communication could lead to a degradation of social 

skills and the quality of personal connection.  

o Safety and privacy issues: Privacy and security concerns also grow as 

communication technology develops. Data breaches, cyberattacks, and online 

frauds have raised awareness among individuals of the need to safeguard personal 

data and guarantee safe channels of communication. 

o Effects on Media and Journalism: The way news is generated and consumed 

has been utterly changed by technology. Social media and online tools have made 

citizen journalism possible, therefore enabling anybody to quickly document news 

events as they happen.  
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o Improving Workplace Communication: Technology has transformed corporate 

team cooperation and correspondence. Whether team members live far apart, the 

use of remote work tools, project management tools, and virtual collaboration 

platforms has helped to enable effective communication among them.  

 

8.4 Ethics in Digital Communication 

Digital communication presents several challenges, even if it offers many 

opportunities for participation and connection. People and companies must face these 

challenges to maintain efficiency, trust, and security in the digital sphere. These are 

some basic challenges, together with strategies for overcoming them. 

1. Controlling too much knowledge 

The large quantity of digital content can overpower people and make it difficult to 

separate necessary knowledge from extraneous facts. This too-heavy load might 

lead to decision fatigue and reduce the effectiveness of communication efforts.  

2. Approaches for managing online reputation and handling negative comments 

Regarding digital technology, input is easily and noticeably available to a large 

population. Negative comments or criticisms could spread quickly and damage the 

name of a company or person.  

3. Security questions cover things like hacking and data leaks. 

Often targeting digital platforms are cyberattacks, including hacking and data 

leaks. Security events could compromise user data and confidence, compromising 

trust and reputation and causing financial damage.  

D.  Guaranteeing consistency throughout several platforms 

Maintaining a consistent message and brand tone across various digital platforms 

may be challenging, especially given every website's different features and 

audience expectations.  

E.  Legal and ethical considerations in digital communication  

Digital communication functions worldwide, with notable differences in rules and 

regulations concerning privacy, copyright, and content. Ensuring user privacy, 

obtaining consent, and responsibly using data are crucial ethical considerations. It 

can be difficult to navigate the many legal and ethical issues when engaging 

audiences in various regions.  

Success Story 
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NIKE's Digital Transformation through SNKRS App 

NIKE, a leading brand in sports footwear, is now focusing on mobile devices. Using 

machine learning and recommendation algorithms, it uses advanced technologies. 

One of the company's mobile applications helps choose the best shoe based on a leg 

scan. 

A 13-point map of the feet is created by scanning the feet. In addition, the application 

provides the company with valuable information for making future footwear projects. 

Its NIKE + loyalty program, which rewards its most active members, is one of the 

company's most important projects. Sales increased significantly in Japan after the 

solution was implemented, and the Nike SNKRS application also recorded a 100% 

increase in sales. 

In NIKE's case, innovation has also led to a modernisation of internal company 

operations. Design teams can work more quickly and efficiently by digitising 6,000-

footwear materials, and this directly affects response time to market demands. 

(Source:https://quixy.com/blog/examples-of-digital-transformation/#1-the-digital-

transformation-of-netflix ) 

 

 Knowledge Check 2 

State whether given statements are true or false.  

1. Technology has increased obstacles that formerly impeded efficient 

communication. (False) 

2. As communication technology progresses, issues around privacy and security 

also increase. (True) 

3. Technology has revolutionised team collaboration and communication in the 

corporate realm. (True) 

 Outcome-Based Activity 2 

Investigate your local companies and enlist the ethics applied by those companies 

for internal and external communication.  

 

8.5 Summary 

 Communications media technology refers to the electronic transfer of numerous 

forms of content, including written material, audio, full-motion video, freeze-

frame video, compressed video, and video. 
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 Technology enables instantaneous communication, preventing the need for time-

consuming in-person meetings or written communications.  

 Email, messaging applications, and video conferencing provide expedient and 

effective communication, irrespective of geographical distance. 

 Electronic communication encompasses all types. It involves many other forms of 

communication, including email, text messaging, instant messaging, video 

conferencing, social networking, and other similar platforms.  

 Employing digital communication technologies in the office may strengthen 

productivity, foster collaboration, and enhance the customer experience. 

 Social media is about having conversations, building a feeling of community, 

making contacts with the target audience, and developing relationships. It 

functions as more than just a sales and marketing instrument or a broadcasting 

venue. The key components are openness, honesty, and genuineness.  

 Social media offers chances for direct communication to handle any comments 

received and to track public opinion on oneself. 

 Technological development guarantees faster communication and more 

connectivity among a bigger population. The development of technology has 

resulted in changes in interpersonal skills, so users need always be alert and 

flexible to adopt fresh approaches to communication.  

 Digital ethics is the branch of ethics that deals with the moral guidelines and 

values controlling interactions between people and/or businesses using computer 

technology. These exchanges might happen inside a company or, more generally, 

in markets and society. 

 

8.6 Keywords 

 Digital communication: Digital communication refers to the transmission of 

information, messages, and ideas using digital technologies and platforms. It 

encompasses the process of sending and receiving information via electronic 

devices and interconnected systems. 

 Data breach: A data breach refers to the unauthorised disclosure of confidential, 

private, or sensitive information in an insecure setting. Data breaches can happen 

either unintentionally or as a result of a purposeful assault. 
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 Digital ethics: Digital ethics refers to the field of ethics that deals with the 

principles and moral standards that regulate the interactions between persons 

and/or corporations using computer technology, whether it is within a firm or in 

the broader context of markets and society. 

 

8.7 Self-Assessment Questions 

1. What are the tools used in digital communication? 

2. Explain the role of social media in business communication. 

3. How does technology impact business communication? 

4. What ethics need to be followed in digital communication? 

5. Why do ethics hold significant importance in digital communication? 
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Unit 9: Report Writing 

 

Learning Outcomes: 

 Students will be able to define the concept of report writing. 

 Students will be able to demonstrate critical thinking skills by assessing the 

factors influencing the selection of suitable reports. 

 Students will be able to identify the types of reports. 

 Students will be able to evaluate the characteristics of the report. 

 Students will be able to analyse the importance of report writing in business 

communication. 

 

Structure: 

9.1  Definition and Importance of Reports 

9.2  Types of Reports 

 Knowledge Check 1 

 Outcome-Based Activity 1 

9.3  Characteristics of a Good Report 

9.4  Selecting Suitable Types of Reports 

 Knowledge Check 2 

 Outcome-Based Activity 2 

9.5  Summary 

9.6  Keywords 

9.7  Self-Assessment Questions 

9.8  References/Reference Reading 
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9.1 Definition and Importance of Reports 

A necessary tool in the corporate world, a business report is a comprehensive and 

methodical collection of data designed to address particular company-related issues 

under the direction of established processes. The reports are important since they give 

stakeholders full awareness of several company challenges and strategies for their 

resolution. 

Definition: A business report compilation of company data comprising facts, 

analysis, statistics, and other relevant information.  

The primary goal is to organise and present this information to support future 

planning and important decision-making procedures. These studies are very important 

for guiding strategic planning since they enable companies to make well-informed 

judgements on advertising campaigns, budget allocation, and marketing techniques. 

The several reports produced in corporate reporting clearly show diversity. These 

could include financial information, looking at the organization's budgetary stability 

and expansion, and marketing reports, with an eye towards customer interaction and 

the effectiveness of marketing initiatives. All kinds of reports are prepared for some 

purpose and give essential observation relevant to their sphere of application. 

It is important to note that a business report is mostly about the content and how it is 

presented and structured. This provides a platform that ensures that the stakeholders 

can easily understand the given information with a well-arranged report and also 

increases readability and coherence. Good formatting involves elements such as the 

creation of a structure that involves segmenting, which may involve the executive 

summary, introduction, body, and conclusion. Each part is presented to reduce the 

complexity level of information and provide essential data for stakeholders to analyze 

the specificity of subject issues. 

 

Importance of reports 

The significance of organisational life and general management is huge. Individuals 

inside an organisation, committee, or department have access to significant and 

pertinent information about their own organisation, as well as other organisations, 

committees, or groups, through reports. Its importance includes:  

o Evaluation: Large-scale organisations are involved in multifaceted operations. It 

is impracticable for a solitary top executive to personally monitor the actions of 
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others. The executive relies on reports to assess the performance of different 

departments or groups. 

o Decision-making tool: Modern commercial organisations necessitate the 

processing of vast amounts of information. Reports are essential for making 

crucial decisions in various domains, including business. The information 

contained in reports serves as the basis for these vital judgements. This report 

holds significant value.  

o Investigation: An investigation is conducted anytime there is an issue, to 

determine the underlying cause and present the findings, along with or without 

recommendations, in the form of a report. A committee, commission, or study 

group typically carries out this investigation. This report holds additional 

significance. 

o Development of skill: The growth of report writing skills enhances the abilities of 

designing, organising, coordinating, judging, and communicating.  

o Professional advancement: The report also significantly contributes to 

professional success. To be promoted to a position within the general workforce is 

sufficient for an individual to demonstrate adequate job performance. However, a 

strong intellectual capacity is essential to be promoted to a high-level post. This 

capability can be demonstrated by submitting a report to a superior authority.  

o Objective presentation of facts: Facts must be presented in an impartial manner, 

which is ensured through a report that independently researches, explains, and 

assesses the facts. 

o Effective monitoring: the assessment of whether activities are being carried out 

as intended is communicated in a report. Therefore, the execution of controlling 

operations is dependent on the information provided in a report. 

 

9.2 Types of Reports 

Clear knowledge of when to use each kind of report is essential to leverage the 

advantages of reports in a business environment. Almost twenty kinds of company 

reports are gathered here in one complete compilation. 

1. Ad-hoc committee reports: Ad-hoc committee reports, sometimes referred to as 

Special committee reports, are produced to handle unanticipated events or issues 

that differ from the firm normal processes.  
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2. Analytical reports: Analytical reports—also referred to as interpretative 

business reports—offer details on a specific incident that happened inside the 

company. Analytical reports include assessments of the current as well as 

suggestions for future actions. 

3. Annual Report: Annual reports are generated on a yearly basis and often 

delivered to the top-level management and shareholders.  

4. Explanatory Report: Explanatory reports are designed to elucidate a certain 

subject for the benefit of team members who require comprehension of it.  

5. External Report: External reports typically refer to financial reports intended 

for an audience external to your organisation. However, the phrase encompasses 

any form of report that is created to present information to the broader public. 

6. Business Report for Gathering Information: Fact-finding reports are created 

in instances where it is important to ascertain a specific fact about an occurrence 

and determine the individual or entity that should be held accountable or whose 

proposed remedy is more suitable.  

7. Official Business Report: Formal corporate reports must adhere to a specified 

format and procedures, with minimal scope for personalisation. They are 

typically given to a competent authority, such as department heads or senior 

executives of other companies. 

8. Informal Business Report: Usually informal and more flexible in their 

production are internal corporate reports. They are not obliged to follow exact 

formatting guidelines. Sometimes, they might even act in the guise of official 

business correspondence. 

9. Informative Business Report: Regarding a given topic, informative business 

reports offer objective, accurate information free of bias. They do not offer any 

analysis or interpretations, even if they might have factual knowledge and 

statistics. As they are meant to be objective, they also avoid offering suggestions 

for future activities or forecasts of possible outcomes. 

10. Internal Report: Unlike external reports, internal reports are meant only for 

your company's employees. Sometimes, they may include private information 

about the business that is not meant for publication to outside parties. 

11. Primary Report: A majority report is generated when a decision within a 

committee is not reached unanimously. In this scenario, the majority of 

individuals compile a report and present it to the appropriate authority. 
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12. Minority Report: Minority reports are documents submitted by committee 

members who hold dissenting opinions when a subcommittee is tasked with 

making the final judgement on a certain subject. 

13. Report on Operations: An operational report is a comprehensive and 

meticulously structured summary of a company's operational activities, 

encompassing production expenses and procedures, sales achievements, and 

other relevant information. 

14. Report on Performance: Performance reports are generated for every 

department within the organisation and then delivered to the senior management 

or shareholders. Occasionally, team leaders may generate performance reports 

for individual employees, particularly if the employee is new or potentially 

suitable for a promotion. 

15. Business Report on Problem Solving: When a problem emerges inside a team, 

department, or organisation, personnel may need to generate a problem-solving 

report. This report aims to outline the issue and propose possible remedies. 

 

 Knowledge Check 1 

Fill in the blanks.  

1. Modern commercial organisations necessitate the processing of _________ 

amounts of information. (vast) 

2. ____________ reports are generated with the objective of informing people on 

the current status and progress of a project, research, or any other endeavour. 

(progress) 

3. ___________ company reports are commonly informal and offer greater 

flexibility in their creation. (internal) 

 

 Outcome-Based Activity 1 

Make a list of types of reports on one side and provide their descriptions on the 

other side. Ask the students to match the type of report with their correct 

description. 

9.3 Characteristics of a Good Report 

1. Clarity: Precision in report writing is essential. It guarantees that intricate 

concepts and information are conveyed clearly and comprehensively.  
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2. Accuracy: A key component of report writing, accuracy ensures that the provided 

data is reliable, accurate, and free of mistakes.  

3. Visual aids: Since they help to increase understanding and recollection of content, 

visual aids are essential components of good Report Writing. Graphs, charts, 

tables, and images help to simplify complex data so that a great range of people 

may readily understand it.  

4. Proof: In report writing, evidence relates to verifiable data, specific examples, or 

authoritative opinions supporting the claims and conclusions of the document. It 

serves as the foundation for consistent arguments and analyses built on.  

5. Structure: In report writing, structure means the systematic plan used to shape 

the information's form or presentation. The structures also have to be clear to 

maintain coherence, and their separation allows the readers to move over the book 

smoothly. The structure of a basic report includes an introduction, Methodology, 

Results/Findings, Discussion, Conclusion and Recommendation. 

6. Recommendations: In report writing, recommendations refer to policies derived 

from the facts and findings. These are the tried and tested suggestions, 

approaches, or proposals that are specifically directed towards the concerns 

highlighted in the Report. Recommendations are grounded on empirical data that 

enhances their credibility and relevance to decision-makers. 

7. Impartiality: In report writing, objectivity is the presenting of facts and analysis 

in an objective, fair, and unbiased manner. Writers have to separate their opinions 

or feelings from how the facts and conclusions are presented. Objective Reports 

guarantee the validity and trustworthiness of the material since they are based on 

real evidence, verifiable statistics, and professional judgements. 

 

9.4 Selecting Suitable Types of Reports 

In corporate communication, the choice of a report is affected by several elements that 

define its format, content, and delivery technique. The following are important 

considerations: 

 

 

1. Purpose of report:  

o Informational reports—such as summaries or status reports—offer data without 

analysis. 
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o Analytical: These studies feature market analysis or feasibility studies, among 

other data analysis tools. 

o Persuasive: Like proposals or business plans, these seek to convince or suggest. 

2. Target audience:  

o Internal vs external: Internal reports are for management or staff; external reports 

are for stakeholders, including clients, investors, or regulatory agencies. 

o Knowledge Level: The study should correspond with the experience and 

knowledge of the readers on the topic. 

3. Urgency and Frequency: 

o Regular reports—monthly and quarterly—follow a constant format when 

compared to ad hoc reports. Customised based on particular needs are ad hoc 

reports. 

o Time-sensitive: An email or a note would be a quick and direct approach used in 

urgent reports. 

4. Structure and Form: 

o Formal vs informal: Formal reports (title page, table of contents, executive 

summary, etc.) include organised sections; informal reports are less regimented 

(memos, emails). 

o Length and detail: Short reports are succinct and direct; large reports are thorough 

with complete facts. 

5. Mode of Delivery: 

o Written: digital or printed records. 

o Oral: Conferences or lectures. 

o Multimedia: It might include interactive dashboards, infographics, or videos. 

6. Content Complexity:  

o Simple: Clearly understandable, straight, simple knowledge. 

o Complex: Detailed study, technical vocabulary, needing appendices or 

explanations. 

7. Legal and moral considerations: 

o Adherence to legal norms and ethical standards is vital, especially in financial, 

medical, or regulatory reports. 

 

8. Culture of an organisation: 
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o The industry norms and culture of the organisation can affect the desired style and 

structure of reports. 

9. Tools and Resources Now Accessible: 

o The availability of software tools for data analysis, design, and presentation might 

influence the report's shape and delivery. 

10. Sensitivity and privacy: 

o Sensitive material calls for restricted access, cautious handling, and safe formats. 

11. System of Feedback: 

o Reports meant for comments could be interactive or include questionnaires. 

Knowing these elements guarantees that company reports are accurate and relevant 

and fulfil their intended use quickly. 

 

 Knowledge Check 2 

State whether given statements are true or false.  

1. Visual aids guarantee that intricate concepts and information are conveyed 

clearly and comprehensively. (False) 

2. The industry norms and culture of the organisation do not affect the desired 

style and structure of reports. (False) 

3. Structure in report writing pertains to the systematic structure that directs the 

arrangement of material. (True) 

 

 Outcome-Based Activity 2 

Conduct a report writing competition in your class.  

 

9.5 Summary 

 Business reports are official documents designed to convey information 

efficiently. 

 The characteristics of a business report encompass organised formats, instructive 

substance, varied types, lucid communication, and perceptive analysis. 

 The advantages encompass evaluating performance, ensuring adherence to 

regulations, aiding in decision-making, providing managerial supervision, and 

tackling obstacles. 
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 The drawbacks include the need for a significant amount of resources, the 

complexity of the task, challenges in implementation, and a poor understanding of 

qualitative factors. 

 Examples comprise market analysis, trend analysis, and progress reporting, 

facilitating decision-making and communication. 

 Management reports are essential for corporate decision-makers as they enable 

them to derive conclusions from reliable and precise data insights quickly. This, in 

turn, facilitates more informed decision-making regarding the firm. 

 Informational, analytical, research, explanatory, and progress reports comprise the 

five primary categories of business reports. 

 A successful report must be accurate, concise, coherent, relevant, and clear to 

effectively support informed decision-making. 

 

9.6 Keywords 

 Report: Reports are essential means of communication in business, serving as 

permanent records in an organization's archives.  

 Report writing: Report writing is a formal and detailed kind of writing that 

provides extensive information on a certain issue.  

 Management reports: Management reporting serves as a valuable tool for 

business executives to enhance the accuracy and data-driven nature of their 

decision-making process, providing them with business insight. 

 Analytical report: An analytical report is a written document utilised by firms to 

examine business prospects, resolve problems, and provide justification for 

choices. 

 

9.7 Self-Assessment Questions 

1. What do you mean by a report? 

2. Why writing a report is important to a business? 

3. What are the types of reports? 

4. Explain some characteristics of a good report. 

5. What factors influence the selection of a suitable report? 
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Unit 10: Professional Communication Etiquette 

 

Learning Outcomes: 

 Students will be able to define the concept of professional communication 

etiquette. 

 Students will be able to demonstrate critical thinking skills by assessing the 

impact of communication etiquette on business. 

 Students will be able to identify the key concept of cross-cultural communication. 

 Students will be able to evaluate the scope of networking skills in business 

communication. 

 Students will be able to analyse the importance of communication in conflict 

resolution. 

 

Structure: 

10.1  Business Etiquette in Communication 

10.2  Cross-cultural Communication 

 Knowledge Check 1 

 Outcome-Based Activity 1 

10.3  Networking Skills 

10.4  Conflict Resolution through Communication 

 Knowledge Check 2 

 Outcome-Based Activity 2 

10.5  Summary 

10.6  Keywords 

10.7  Self-Assessment Questions 

10.8  References/Reference Readings 
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10.1 Business Etiquette in Communication 

The manners of expression can be divided based on the social contexts of an 

individual’s function. More generally, communication etiquette results in identifying 

and matching the expectations of one's audience. Therefore, it includes all elements of 

communication, including the choice of words, the tone, timing, and the channel you 

use to convey your message. 

In business contexts and environments, it involves several areas such as writing an 

email, communicating in meetings, and even dressing and posture. Adherence to these 

rules aids in establishing business professionalism and credibility in addition to 

maintaining appropriate communication, which is beneficial in good partnerships and 

business transactions. 

Some common features of such applications are the possibility of assigning tasks, 

sharing files and documents, collaborating in real time, sending and receiving private 

messages, and conducting video conferences and online meetings. 

 

Etiquette for email and team communication 

Although sending an email or using tools to interact with your team seems simple, 

professional online communication is not like personal correspondence. Consider the 

following rules on suitable email and online behaviour. 

o Proofread: Proofreading your emails is a basic rule you really should not ignore. 

Reviewing your email before sending it guarantees correctness, even if your 

project management tool or email could include an integrated proofreading tool. 

o Show professionalism and grace: Your word choice will reflect your tone of 

voice even though you do not have face-to-face contact with your email receiver. 

Your written material should be presented with professionalism and courtesy.  

o Respond right away: Every time a client or fellow team member gets in touch 

with you, they have a specific reason. Adhering to appropriate email and team 

communication etiquette leads to promptly replying to individuals, even if it 

necessitates configuring an automated reply for when you are not available in the 

office.  

o Be concise: Maintaining brevity in your email content enables you to convey your 

message efficiently and save time for the recipient. If you conceal the primary 

goal of your message within a long email, your reader may be less inclined to 

respond as desired.  
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Phone etiquette 

Phone calls are a common method of business communication. When connecting in 

telephone conversations with clients or business partners, it is essential to obey the 

principles of business etiquette. Here are some suggestions to help you maintain 

professionalism:  

o Avoid making unscheduled calls: In the professional world, individuals obey a 

scheduled timetable, whether it is meeting deadlines for projects or managing a 

substantial volume of work. Sending an email to the intended recipient first helps 

you to schedule a good time for the phone call before starting one.  

o Speak clearly and logically: During business phone calls, your voice is 

significant. When speaking with clients or team members, you must be polite and 

aware of your loudness and clarity. Should you talk on a professional call with too 

much volume or incoherence, your intended recipient might not get your message 

as intended. When speaking over the phone, one should take cultural intelligence 

into account since tone and communication style vary based on the culture. 

o Guarantee prompt message delivery: Like answering business emails right 

away, you should also quickly address work voicemails. Colleagues or clients 

wishing to schedule phone calls may send emails to you. Kindly respond to these 

emails right away using the most appropriate time for a phone discussion.  

o Create a sophisticated voicemail: Create a sophisticated voicemail to use when 

you are not reachable; this shows good business etiquette since it tells them of 

your identity, job, and unavailability. They then can leave messages clarifying the 

reason for their call. 

 

Video Chat etiquette 

Video is a highly preferred method for distant workers to establish connections. By 

utilising this mode of communication, you can engage in real-time conversations with 

multiple members of your team. You should become acquainted with the basic ideas 

of video etiquette.  

o Turn on the silent feature: One major obstacle team members have in video 

conferences is the distracting background noise coming from people not now 

speaking. The simple answer to this is to turn off your audio when you are not the 

one speaking. By muting yourself, you may ensure that your microphone remains 

silent, allowing others in the virtual room to have undivided attention.  
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o Interact physically: In a video conference, others can see your nonverbal 

communication with the speaker. Using a lowered stare or showing too much 

relaxation in your seat will suggest a lack of interest in the conversation. 

Maintaining an erect posture, looking vigilant, and using nonverbal signals to 

show active participation help the speaker to know you are listening carefully. 

o Steer clear of disrupting: Interjecting during a video conference can seriously 

interrupt someone else. The restrictions of technology could cause disruptions and 

uncertainty when many people try to talk concurrently in a video conference.  

o Ensure proper dress up: Make sure you dress appropriately, even if video chats 

might only show your clothes from the waist up. While selecting your attire for 

video conferences, keep to your company's dress code.  

 

10.2 Cross-cultural Communication 

We spoke of people from many ethnic backgrounds using a variety of communication 

techniques. Cross-cultural communication spans that area. Cross-cultural 

communication is the process of appreciating and comprehending the similarities and 

contrasts between people from several civilisations and so promoting the flow of 

meaning. It covers the several ways people from many backgrounds adjust to improve 

their interaction with each other. 

 

Source: Google image 

 

Importance of cross-cultural communication 

Globalisation has covered the world. Companies are working to match the fast speed 

of change by building a different workforce. A diverse workforce includes people 

from all backgrounds. Hence, professionals should actively welcome and value 

cultural variety. Let us now look at the fundamental elements causing its relevance. 
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o Improved communication: Every company wants to create a good working 

environment. Still, this isn't always true. Employee interpersonal issues could 

cause a lack of mutual liking, which would so impede good communication 

among them.  

o Enhanced efficiency: Another advantage of successful cross-cultural 

communication is that it results in enhanced productivity.  

o Enhanced interpersonal connections: Enhancing the natural flow of 

communication between staff and clients will inevitably fortify their relationship.  

 

Strategies for improving cross-cultural communication  

The crucial factor for achieving success lies in comprehending and embracing the 

differences within a multicultural team and then using them to improve the team's 

analytical capabilities and decision-making processes. 

Here are ten ways that can enhance communication and foster inclusivity within 

different teams. 

1. Conduct thorough research. Before meeting your new staff member, conduct a 

thorough study of the target culture. Various societies anticipate a certain level of 

decorum when initiating interactions between persons.  

2. Preconceived notions and generalisations. Predetermined conceptions and 

stereotyping arise when simplified traits are employed to evaluate a collective or 

an individual linked to a collective.  

3. Refrain from using informal language. Individuals who are not native English 

speakers may comprehend the literal definitions of the words you employ but may 

struggle to grasp the contextual nuances or the intended significance of slang 

terms, idiomatic expressions, or proverbial phrases.  

4. Take note of potential misunderstandings caused by nonverbal cues. Non-

verbal messages are transmitted and received via body language, facial 

expressions, and eye contact.  

5. Articulate at a reduced pace. While English may be the lingua franca in a cross-

cultural setting, it is advisable to avoid speaking at your usual conversational pace. 

Adjusting your tempo and enunciating your words accurately will be beneficial.  

6. Maintain simplicity. When engaging in a cross-cultural discourse, it is 

unnecessary to complicate matters for both parties by employing complex 

vocabulary.  
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7. Presumption of resemblances. The intangible elements of our culture cause us to 

assume that our manner of communication and behaviour is universally adopted. 

When someone mimics our behaviour, we tend to perceive their actions as correct, 

or we may not pay much attention to them.  

8. Engage in active listening. To confirm comprehension, rephrase or synthesise the 

other individual's statements and inquire frequently. This facilitates the 

establishment of a positive relationship and guarantees that crucial information is 

not overlooked or misinterpreted. 

9. Refrain from asking questions that can be answered with a simple "yes" or 

"no". Avoid formulating questions that necessitate a response limited to either a 

positive or negative affirmation. In numerous cultural contexts, responding 

negatively can be challenging or uncomfortable, resulting in a consistent 

affirmation even when the actual answer is negative.  

10. Exercise caution when using humour. Business is regarded with great 

seriousness in numerous cultures, where there is a strong emphasis on maintaining 

professionalism and adhering to established protocols consistently.  

 

 Knowledge Check 1 

Fill in the blanks.  

1. Despite the absence of face-to-face interaction with your email recipient, your 

choice of __________ will convey your tone of voice. (words) 

2. _____________ conflicts among employees might lead to a lack of mutual 

like and hence hinder effective communication between them. (interpersonal) 

3. The process of ________________ is becoming prevalent in the world. 

(globalisation) 

 

 Outcome-Based Activity 1 

Conduct a group discussion on the importance of professional communication 

etiquette at the workplace.  

 

10.3 Networking Skills 

Networking skills comprise the expertise and tactics that enable creating, developing, 

and sustaining social relationships. Moreover, these talents empower individuals to 



100 
 

establish relationships with others, share ideas, and utilise those connections for 

mutual benefit.  

Significance of Networking Skills 

1. Professional progression: Networking skills enable individuals to establish 

connections with mentors, industry experts, and colleagues in their respective 

fields, who can offer significant insights, guidance, and possibilities for 

professional advancement.   

2. Market Your Company and Yourself: These skills help people to present 

themselves to possible companies. It also helps businesses in getting money and 

tools to grow and advertise themselves properly. 

3. Foster signification networking: Networking lets one build relationships with 

people who have interests and can offer important direction, inspiration, and 

emotional support. 

4. Self-improvement: Networking is a great way to advance yourself since it 

strengthens your connections and skills and enables you to negotiate different 

social situations.      

 

 Seven Basic Networking Skills to Develop: 

The following are some of the basic networking skills to develop:  

1. Effective Communication: Through verbal, written, and many other forms of 

communication, people's ability to clearly express ideas, concepts, and emotions 

helps determine. Moreover, clear articulation of ideas and points of view to others 

depends on strong written and vocal communication abilities.   

Techniques for Improving Presentational Skills 

a. Ensure your message is clear and exact; avoid jargon and any other 

unnecessary complication. 

b. Before sending your messages, you should carefully go over them to be sure 

they are clear and error-free. 

c. Improving your body language is vital since it will greatly increase the 

effectiveness of your communication. 

2. Active listening: An important networking skill is complete participation in a 

conversation focused on the content of what others are saying. It depends on 

hearing the sense of the words, understanding their underlying meaning, and 



101 
 

appropriate responsiveness. Active listening helps people build rapport, respect, 

and trust.  

Techniques to improve active listening abilities 

a. Practice mindfulness and direct all of your attention—free from distractions—

to the speaker. 

b.  Ask intelligent, broad questions, consider the material you have acquired to 

show that you understand it, and avoid posing questions only to have fun.  

c. Pay attention to the speaker's intonation, body language, and nonverbal 

indicators to help you understand their message better. 

3. Nonverbal communication: Developing your networking skills is vital and 

typically underappreciated since it helps you present professionalism and 

confidence. Nonverbal communication, which includes using body language, 

facial expressions, voice tone, and other nonverbal signals, is the expression of 

ideas and feelings. 

Techniques for Improving Nonverbal Communication Skills 

a. Take heed of the intonation of your voice and carefully notice how it 

influences others. 

b. Engage in the act of consistently maintaining suitable eye contact yet 

refraining from fixating on a person's gaze for an excessive duration. 

4. Confidence: Use nonverbal signals to enhance your speaking communication and 

show receptacle and confidence. Since it increases the possibility of contacting 

new people, starting discussions, and taking measured risks that can lead to new 

possibilities, confidence is a fundamental networking ability.  

Strategies for Cultivating Confidence 

a. Accept and appreciate your strengths since developing self-confidence mostly 

depends on focusing on one's capacity. 

b. Broadening your horizons and stepping outside your comfort zone will help 

you to improve your adaptability, capacity, and self-confidence. 

c. Physical and mental health should be gprioritisedto project a good picture and 

boost confidence. Consistent physical exercise, enough sleep, and the right 

attire will help one to reach this. 

5. Optimism: In the context of interactions with others, positivism is the attitude, 

viewpoint, and mental framework one develops. It creates a friendly and warm 

environment that inspires others to engage with you. Moreover, cultivating a 
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positive mindset can facilitate handling challenging circumstances, preserving 

one's poise in stressful situations, and making a memorable impact on others.  

Strategies for Cultivating a Positive Mindset  

a. Cultivate a daily habit of expressing appreciation in order to direct your 

attention towards the favourable aspects of your life. 

b. Engage yourself in the company of optimistic individuals since they can assist 

you in perceiving the positive aspects of any given circumstance.  

c. Direct your attention towards discovering solutions rather than fixating on 

issues; solutions have the potential to make you feel empowered and 

optimistic about conquering obstacles.   

6.  Emotional Intelligence: Emotional intelligence refers to the capacity to identify 

and comprehend one's own emotions as well as the feelings of others. Emotional 

intelligence is a precious networking skill that enables individuals to regulate their 

emotions, empathise with others, and utilise emotional information to make 

decisions and behave appropriately.  

Strategies for Enhancing Emotional Intelligence 

a. Perform a comprehensive 360-degree evaluation and get input from 

individuals in various roles, including managers, friends, and coworkers, to 

othoroughly understandone's strengths and limitations. 

b. Cultivate self-awareness by attentively observing your emotions; when 

confronted with intense emotions, pause to contemplate the factors that 

provoked them and strategise on how to proficiently regulate them. 

c. Develop empathy by means of active listening and a perspective-taking 

technique to grasp the points of view and feelings of others. 

7.  Emails: Writing Professional communication now consists mostly of email 

networking. Thus, it is imperative to develop strong email writing skills if one is 

to effectively interact with clients, colleagues, and maybe business partners. Email 

networking helps one build and maintain professional contacts, increase the pool 

of contacts, and maybe open new career paths.  

Techniques for Perfecting Email Composition  

a. Writing neat and clear messages, keeping your attention on the topic, and 

avoiding technical jargon or complex language will help you make sure your 

emails are easily understandable. 
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b. Make sure you present a good impression by using a formal email address and 

writing a subject line that catches the recipient's attention. 

c. Carefully proofread and edit your email to fix any punctuation or spelling 

mistakes. See also whether the message makes sense and flows naturally. 

 

10.4 Resolving Conflict Through Communication 

The integration of PEACE into the workplace depends on effective communication 

and the development of conflict resolution techniques. An increasing conflict among 

people or companies could affect the company negatively. Effective handling of a 

conflict can lead to notable time and financial resource savings.  

Factors contributing to conflicts in the workplace 

Inadequate communication is the primary cause of workplace conflict. Occasionally, 

employees have a sense of powerlessness or perceive unfair treatment. There is a 

possibility that employees may misunderstand or misconstrue each other's words. 

Additional factors that might contribute to workplace conflict include instances of 

harassment, an overwhelming workload, an employee's inadequate job abilities, 

clashing personalities, and a hostile work environment. 

Effective communication strategies for resolving conflicts 

o Take prompt action: Avoid delaying the resolution of conflicts among your team 

members. Make every effort to promptly address the issue to maintain harmony 

and collaboration.  

o Establish explicit expectations: To enhance communication, the manager should 

articulate their specific expectations for others and clarify what is expected of 

them. When an employee has a clear understanding of their responsibilities and 

expectations, they experience greater comfort and a decrease in stress that can 

lead to conflicts.  

o Pay careful attention: Listening is an ideal method of communication because if 

you fail to listen and comprehend what the other person is saying, it will lead to 

confusion 

o Employ impartial language: When addressing a conflict, endeavour to 

communicate in a composed and amicable manner.  

o Value individual perspectives: In a shared work environment, differing opinions 

and conduct will inevitably arise. It has the potential to generate numerous 

disagreements and conflicts.  
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Success Story 

Rakuten, Inc. adopts a global language policy 

Originating in Japan, Rakuten, Inc. is an online retail and web services company 

which operates in 29 regions and countries. 

Japanese businesses have a reputation for their distinct management style.  

Certain practices, such as keiretsu or kanban, are highly effective and universally 

respected. However, there are some disadvantages to Japanese management styles. 

For example, strict levels of hierarchy create a lot of bureaucracy which can slow 

down processes. 

Rakuten made headlines in 2010 when its CEO, Hiroshi Mikitani, departed from rigid 

Japanese norms and changed the company's official language from Japanese to 

English. The decision prompted resistance from Japanese employees and criticism 

from other Japanese companies. But Mikitani was confident in the choice to mandate 

a global language of operation.  

The reasoning behind adopting English as the official language was Rakuten's long-

term goal to drive expansion globally. In order to grow quickly, the company hoped to 

recruit top talent internationally, and needed to make internal communications 

between teams in different countries smoother.  

Despite the complicated challenges that came from such a move, Rakuten has 

achieved good results with their multicultural approach. The company now has a 

more diverse workforce, with a ratio of half international executives to half Japanese 

executives. 

(Source: https://managebetter.com/blog/3-impressive-examples-cross-cultural-management) 

 

 Knowledge Check 2 

State whether given statements are true or false.  

1. Verbal communication refers to the use of body language, facial expressions, 

tone of voice, and other nonverbal indicators to convey one's thoughts and 

emotions. (False) 

2. Emotional intelligence refers to the capacity to identify and comprehend one's 

own emotions, as well as the emotions of others. (True) 

3. Confidence refers to the attitude, perspective, and mental framework that one 

adopts when engaging with people. (False) 
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 Outcome-Based Activity 2 

Research about conflict management strategies using communication at the 

workplace. Then, make notes and present them in class.  

 

10.5 Summary 

 Business etiquette encompasses the standards and norms of social and 

professional conduct that are established by societal norms and a set of ethical 

principles followed by professionals. Essentially, it comes down to exhibiting 

proper etiquette. 

 Business etiquette is crucial since it promotes a professional and mutually 

courteous environment, enhancing communication and facilitating productivity 

inside the workplace.  

 Employees experience enhanced job satisfaction when they perceive themselves 

as being treated with respect, which in turn positively impacts their interactions 

with customers. 

 Etiquette covers the ideas of respect, good manners, and proper behaviour. It is 

not just one element; rather, it is the result of all these elements taken together into 

one thing.  

 Cross-cultural communication involves the use of words, gestures, and nonverbal 

cues to help in the exchange, negotiation, and resolution of cultural differences.  

 Networking helps you form contacts and build relationships, and offers a 

competitive advantage in your profession, benefiting both personal and business 

development. 

 

10.6 Keywords 

 Cross-cultural communication: Cross-cultural communication is the practice of 

interacting with people from several cultural backgrounds while keeping 

awareness of the possible suitability or inappropriateness of one's words, 

behaviour, and clothing. Variations impacted by long-standing customs—spoken 

and nonverbal language, religious beliefs, economic level, and gender 

expectations—emerge as cultural variety. 



106 
 

 Networking skills: Networking is an essential talent that involves effective 

personal communication, relationship management, and professionalism. It is a 

way to establish relationships with others to advance your career. 

 Conflict: Conflict refers to a significant disagreement and dispute regarding an 

important matter. When two individuals or factions are at odds, it means that they 

have engaged in a significant disagreement or dispute and have not yet come to a 

resolution. 

 Conflict resolution: Conflict resolution is the method by which two or more 

parties seek to find a harmonious conclusion to an issue. 

 

10.7 Self-Assessment Questions 

1. What do you mean by professional communication etiquette? 

2. What etiquettes need to be followed in business communication? 

3. What is cross-cultural communication? 

4. What do you mean by networking skills? 

5. How can conflicts be resolved through communication? 
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Unit 11: Communication in Teams and Organizations 

 

Learning Outcomes: 

 Students will be able to define the concept of communication in teams and 

organisations, 

 Students will be able to demonstrate critical thinking skills by assessing the 

dynamics of team communication. 

 Students will be able to identify the concept of leadership communication. 

 Students will be able to evaluate the channels used for internal communication. 

 Students will be able to analyse the importance of crisis communication in the 

organisation. 

 

Structure: 

11.1  Team Communication Dynamics 

11.2  Leadership Communication 

 Knowledge Check 1 

 Outcome-Based Activity 1 

11.3 Internal Communication Channels 

11.4  Crisis Communication 

 Knowledge Check 2 

 Outcome-Based Activity 2 

11.5  Summary 

11.6  Keywords 

11.7  Self-Assessment Questions 

11.8  References  
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11.1 Team Communication Dynamics 

Group communication, as defined by the Oxford Dictionary of Media and 

Communication, is the verbal and nonverbal exchange of messages among a small 

group of individuals, often three to twenty. The level of cooperation establishes the 

upper limit each member can have with the others, considering factors like impact. 

This term typically refers to the form of interaction and ideas exchange among 

individuals within a group through direct, in-person interaction. 

Group communication involves both verbal and nonverbal interactions among a 

collective of from 3 to 20 individuals. The size of a communication situation is crucial 

in classifying it as group communication because it states the capacity of each 

member to engage with every other member in the conversation and have a reciprocal 

impact. A small group often consists of 20 or fewer participants, while 

communication between two individuals is known as interpersonal communication. 

 

Role of communication in team dynamics 

Communication fulfils four primary functions within a group. 

o Control: Communication functions to regulate member behaviour through 

various means. Formal guidelines established by authority orders principle the 

expected behaviour of group members inside the group. Informal forms of 

communication, such as joking or worrying, can also be used to regulate the 

behaviour of group members. 

o Motivation: Communication improves motivation by providing group members 

with clear guidance on tasks, performance feedback, and suggestions for 

improving their performance within the group. 

o Emotional expression: Emotional expressiveness is a crucial strategy through 

which group members communicate their frustration and responses of 

contentment. Communication serves as an outlet for the emotional expression of 

sentiments and satisfies social requirements.  

o Information: Communication is the process of conveying data to equip 

individuals and groups with the information required to discover and assess 

automotive choices, enabling them to make informed decisions. 
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Dynamics of team communication 

Group communication can occur through several forms or methods. 

o Conventional face-to-face team gatherings: A group of colleagues or a 

collective meeting organised at a workplace or another formal environment to 

measure project advancement, future goals, or usual concerns.  

o Informal face-to-face group meetings: While informal gatherings are typically 

associated with social groups outside of the office, they also occur within the same 

organisation. Company parties, wellness retreats, and team-building activities are 

instances of face-to-face group communication among groups within the same 

organisation.   

o Group emails:  Emails are a type of written communication that is frequently 

used for official exchanges between groups cooperating on joint projects. Group 

emails may not be optimal, particularly in urgent situations where rapid 

communication and immediate access to crucial information are necessary.  

o Conference calls: It provides the convenience of in-person meetings while also 

allowing participants to join from any location. Gathering gatherings regularly 

worked with utilising video meeting hardware is typically driven by a focal 

individual. 

o Group message chats: They are used by colleagues or gatherings teaming up on 

a joint venture to trade progress refreshes, take part in easygoing discussions, be 

conscious of thoughts, and offer documents with both colleagues and outer 

partners through business-informing applications.   

o Memos: Memos, aormemorandums, observe a more official communication 

format when eexchangingbetween groups. Memos serve as a means of conveying 

significant updates, duties, and policy modifications, typically to the entire 

organisation.  

o Project management task lists: They are used by a group teaming up on a 

typical undertaking to feature, screen, and convey cutoff times, notices, and extra 

discussions utilising project management software. 

 

11.2 Leadership Communication 

Leadership communication refers to the process by which leaders effectively transmit 

messages and motivate individuals to take action. This skill enables leaders to 
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communicate effectively with others by speaking, writing, listening to, and 

interpreting information openly and proactively. 

To do this, a capable communicator uses both verbal and nonverbal signals (such as 

physical movements, facial gestures, hand motions, vocal intonation, and direct visual 

engagement) to connect with their desired recipients effectively. 

Active listening abilities are essential for leaders to understand the demands of their 

team members or clients before responding effectively.  

 

Role of leadership in effective communication 

To be a capable leader, one must possess the capacity to inspire and direct one's team. 

Effective leaders reveal their strength by accurately interpreting and reacting to a 

specific scenario, whether motivating their followers, providing comfort, or 

representing their actions. Leadership communication in a corporate environment 

facilitates the establishment of a collective understanding of the organisation's vision 

and objective, which is crucial for cultivating trust among employees, customers, and 

stakeholders.  

This mode of communication also enables leaders to efficiently guide their staff by 

offering explicit guidance and expectations. CEOs, directors, and managers can guide 

staff to enhance their comprehension of client requirements, enabling them to make 

more knowledgeable choices regarding product development or marketing strategies. 

Through a bidirectional channel of communication between management and staff, 

leadership communication guarantees that all sides have the chance to be heard and 

helps to enable the constructive presentation of problems. 

 

Fundamental principles of leadership communication 

One must understand the basic ideas of communication in leadership if one is to be an 

expert. 

o Sincerity: Being honest about achievements, failures, challenges, and 

opportunities that present themselves is essential since your team will find 

dishonesty or disinterest. Regardless of the problematic nature of the facts, a good 

leader must constantly show integrity towards his team and stakeholders. This will 

help to promote alignment and an open and transparent work culture. 

o Clarity: When dealing with your staff, you should be clear and brief in your 

expression. Uncertainty can cause confusion and misunderstanding of 
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expectations or instructions. When delivering communications, leaders should 

strive for clarity so that everyone understands the exact expectations set on them. 

o Consistency: Consistency in behaviour, actions, or results is the property of being 

constant or identical. In leadership communication, consistency is critical. 

Employees should recognise that their superiors are consistent sources of direction 

and information.  

o Empathy: Leaders who deal with their staff members or customers must be very 

sensitive. They must show empathy for others by thinking from their point of view 

before using words or writing that can cause their current frustration about a given 

issue or cause emotional damage.  

o Respect: Respect is necessary in leadership communication because it creates a 

good workplace and inspires individuals to put in more effort and reach better 

performance levels.  

 

Plans for improving leadership communication 

These few helpful strategies will improve your leadership communication: 

1. Focus on active listening first. Good leadership communication is dependent 

mainly on the capacity to give listening top priority before speaking or reacting. 

This helps you learn about the opinions of others on a given topic or issue, thereby 

allowing you to modify your message.  

2. Communicate directly and straightforwardly: Whether your audience is 

reading your written work or listening to your speech, plainly and directly using 

plain English instead of technical language can improve the efficacy of your 

message and build confidence with them. 

3. Your message should be tailored to fit the requirements and tastes of the 

receiver: Since every audience member does not understand the message exactly, 

misinterpretations are common. Consider the people you are interacting with's 

age, degree of experience, and cultural background to help you customise your 

message.  

4. Offer criticism or constructive: evaluation Leaders should be able to provide 

frank assessments of their team's performance to support development and help 

them realise their best potential.  
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5. Adopt and use technology: Modern technology offers a wide selection of e-

learning solutions to improve your leadership communication, including project 

management systems and video conference tools.  

6. Set an excellent model for people to copy. Leaders should show their teachings 

and dedication to the team by proactively taking action, openly sharing 

information regarding decisions and achievements, and employing effective 

communication strategies.  

 

Source: Google Image 

 

 Knowledge Check 1 

Fill in the blanks. 

1. Communication between two individuals is known as ______________ 

communication. (interpersonal) 

2. When interacting with your team, it is crucial to express yourself in a manner 

that is _______________ and succinct. (unambiguous) 

3. __________________ communication also enables leaders to efficiently guide 

their staff by offering unambiguous guidance and expectations. (leadership) 

 

 Outcome-Based Activity 1 

Conduct a debate on the impact of leadership communication on the performance 

of employees. 
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11.3 Internal Communication Channels 

Internal communication channels involve the distinct methods by which information 

is shared within an organisation among its members, staff, and departments. Efficient 

internal communication is essential for the continuous operation of a firm, promoting 

cooperation, exchanging information, and guaranteeing that all individuals are in sync 

with the primary aims and objectives. Various internal communication channels exist, 

and organisations frequently commission a mixture of these channels to address 

diverse communication requirements. From in-person interactions to digital 

communication methods such as email and mobile devices, there are multiple 

possibilities available to connect with someone with varying degrees of ability.  

However, despite the existence of several internal communication channels, specific 

individuals are still often overlooked, particularly those who work in remote or 

disappeared places without a designated workspace, such as frontline teams. Efficient 

internal communication channels enhance employee engagement, align team 

members with organisational objectives, and contribute to overall workplace 

productivity and satisfaction. However, to accomplish these objectives, everyone must 

be included. 

 

Source: Google Image 

 

Channels for internal communication 

1. Direct interpersonal communication: Sometimes, it is more effective to 

implement conventional methods of communication while interacting with staff. 

Direct communication makes it simple to transmit a message and regulate whether 

it is being understood accurately.  
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2. Company Intranet Platform: The company intranet is currently a highly utilised 

communication platform among individuals in the workplace. To optimise the use 

of this medium, it is practical to establish some guidelines before granting 

employees access to it. Determine its primary functions in advance to maximise 

its effectiveness as an internal communication tool.  

3. Electronic mail Communication: Email is an extensively used way of 

communication among employees. It has been a valuable tool for both colleagues 

working in the same office and individuals engaged in remote work.  

4. Videos: Sending lengthy text emails is not the exclusive method of sharing 

information with your staff. Specific individuals exhibit increased learning 

abilities when presented with visual knowledge as opposed to reading about it.  

5. Corporate Bulletin Board: This form of internal communication remains highly 

preferred, particularly by organisations that do not depend on technology methods 

to broadcast messages to their employees.  

6. Business Memos: Memos are short written communications used to convey 

information to a specific group of people. Typically, they acquire a less formal 

tone than letters. However, they maintain a professional style.  

7. Business Report: A business report is a form of internal communication that is 

closely associated with the business memo. Frequently, a report is presented to an 

executive accompanied by a memo. 

8. Texting: Text messaging offers a higher level of closeness compared to email, 

particularly when some team members, such as sales or technical representatives, 

are working distantly. 

9. Brainstorming sessions: The purpose of a suggesting session is to generate novel 

ideas. This activity involves convening a group, either in person or remotely, 

where each participant is tasked with developing a single idea to address a specific 

problem or difficulty that the firm is currently meeting.  

10. Meetings with staff: This is a straightforward method for team members to 

communicate, yet it has the potential to influence a firm significantly. It can be 

utilised within the organisation for teams operating from a distance or configured 

to incorporate both in-house and remote employees with contemporary 

technology. 

11. Advertising displays: Although posters may not be commonly recognised as 

successful internal communication methods, they serve as a valuable means of 
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conveying information to employees. The notices can be displayed on the 

employee notice board, in break rooms, at the Human Resources (HR) office, and 

in other areas where employees like to collect. 

12. Phone Conversation: If you have not considered utilising the telephone as an 

internal communication approach, you should do so. In the present age, where a 

significant number of individuals communicate via email and mobile devices, the 

process of actually calling someone by phone is frequently disregarded. 

 

11.4 Crisis Communication 

Crisis communication is a careful and evaluated method of communicating with 

individuals and organisations during a disruptive incident. During a disaster, it is 

crucial to have a positive, efficient, precise, and broad communication approach. 

Implementing a crisis communication strategy, plan, and tools can guarantee the 

occurrence of such effective communication. 

 

Strategies for crisis communication 

Planning for a crisis 

o Identify your areas of weakness: Companies must recognise their strengths and 

weaknesses. This assists in their understanding of the various types of crisis 

scenarios that could potentially affect their operations. A complete audit should be 

conducted to identify vulnerabilities, which requires examining both websites and 

infrastructure systems.  

o Create a strategic blueprint: A crisis communication strategy serves as a 

thorough guide for firms to utilise in times of disaster. The plan outlines protocols 

for effectively communicating with the public, employees, and other stakeholders  

During the crisis 

During a real crisis, companies can utilise their communication plan to implement an 

efficient reaction process. Here are some crisis communication guidelines that PR 

practitioners should observe: 

o Evaluate the crisis: Before engaging with customers, the disaster management 

team must assess the magnitude and scope of the incident.  

o Please provide a prompt response promptly: Companies must proactively 

address harmful news items or social media posts by promptly publishing 

statements. The official business response should be characterised by sincerity and 
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empathy while avoiding excessive emotionality. Precision and uniformity are 

crucial in order to prevent negative reactions to responses.  

o Give priority to specific actions: When a disaster arises, ensuring public safety is 

the primary priority. This comprises the well-being and protection of customers, 

staff, and all those affected by the occurrence. This may involve the cessation of 

operations at a specific facility in the event of an employee injury or the recall of 

certain products if customers fall ill.  

o Recruit staff members: The company workforce needs to experience a sense of 

security and assistance in times of crisis. When employees are well-informed 

about the situation and feel included in the solution, they can serve as effective 

ambassadors for the brand.  

o Utilise technological tools: An increasing number of companies are 

implementing real-time disaster communication solutions to assist them in 

developing a quick reaction strategy.  

o Observe and analyse the general attitude or opinion of the public: During a 

disaster, companies must monitor news articles and social media posts 

consistently. This comprises obvious news organisations, regional television 

stations, and popular online platforms such as Facebook, Twitter, Instagram, and 

YouTube.  

Post-crisis 

The primary advice for disaster communication following an incident is to remain 

alert and cautious. Perform a post-crisis evaluation to determine the effectiveness of 

your reaction. This should involve collecting consumer and employee feedback and 

maintaining open communication channels even after the crisis has concluded. 

Analyse the crisis communication plan to identify necessary modifications for future 

success in the event of a similar occurrence. 

 

Success Story 

Disney's Creative Collaboration 

Walt Disney and his team of animators created some of the most beloved characters 

and stories. This success was rooted in effective teamwork and the belief in the 

immensity of what they could achieve together, even if not completed clearly at the 

time. As Orben once said, "Teamwork is the ability to work as a group toward a 
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common vision, even if that vision becomes extremely blurry." Sometimes, to be 

successful, a team must persist through adverse, unsure times to reap their rewards. 

(Source:https://www.usebubbles.com/blog/top-10-inspirational-stories-of-teamwork-

success) 

 

 Knowledge Check 2 

State whether given statements are true or false.  

1. External communication channels encompass the diverse methods by which 

information is shared within an organisation among its members, staff, and 

departments. (False) 

2. When a crisis arises, ensuring public safety is the secondary priority. (False) 

3. Text messaging offers a higher level of immediacy compared to email, 

particularly when some team members, such as sales or technical 

representatives, are working remotely. (True) 

 

 Outcome-Based Activity 2 

Research and make a report on the strategies adopted by the companies in your 

region at the time of crisis.  

 

11.5 Summary 

 Group dynamics relates to the attitudes and behavioural patterns exhibited by a 

group. It can serve as a tool for resolving problems, advancing collaboration, and 

enhancing organisational innovation and productivity. 

 Group dynamics refers to the social process by which individuals engage and 

behave in a group environment. 

 Individual personality traits, power dynamics, and behavioural patterns all have an 

impact on how a group functions and develops as a whole. 

 Effective communication is crucial for leadership effectiveness because it builds 

rapport, trust, and teamwork towards a shared goal. 

 The primary method used by leaders to communicate information about the 

culture, core values, mission, and important messages of the company is called 

leadership communication. This style encourages individuals to trust and be 

motivated by it.  
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 An internal communication channel can also refer to the nature or type of content 

being conveyed. An internal communication channel refers to a software platform 

or a telephone system used for exchanging messages within an organisation.  

 

11.6 Keywords 

 Team communication: Communication fundamentally involves the transfer of 

information between two individuals. Team communication goes beyond simple 

one-on-one conversations and includes the sharing of information across multiple 

persons within your organisation. 

 Leadership communication: Leadership communication refers to the process by 

which leaders effectively transmit messages and motivate individuals to take 

action. This skill enables leaders to communicate effectively with others by 

speaking, writing, listening to, and interpreting information openly and 

proactively. 

 Crisis communication: Crisis communication involves the technology, processes, 

and protocols that facilitate an organisation's efficient communication in the face 

of a significant threat to its company or reputation. 

 

11.7 Self-Assessment Questions 

1. What do you mean by team communication? 

2. What are the dynamics of team communication? 

3. Why is leadership communication important to an organisation? 

4. What are the channels used for internal communication in an organisation? 

5. What do you mean by crisis communication? 
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Unit 12: Future Trends in Business Communication 

 

Learning Outcomes: 

 Students will be able to define the future trends associated with communication. 

 Students will be able to demonstrate critical thinking skills by assessing the 

impact of artificial intelligence on communication. 

 Students will be able to identify the concept of sustainability in communication. 

 Students will be able to evaluate the connection between communication and 

sustainability. 

 Students will be able to analyse the future challenges and opportunities of 

business communication. 

 

Structure: 

12.1  Emerging Trends in Communication 

12.2 Impact of AI and Automation 

 Knowledge Check 1 

 Outcome-Based Activity 1 

12.3  Sustainability and Communication 

12.4  Future Challenges and Opportunities 

 Knowledge Check 2 

 Outcome-Based Activity 2 

12.5  Summary 

12.6  Keywords 

12.7  Self-Assessment Questions 

12.8  References  
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12.1 Emerging Trends in Communication 

As we have entered 2024, we need to consider the future of corporate communication. 

Many things remain constant, such as the significance of good corporate 

communication skills for employers and employees, yet our communication and 

collaboration methods change. 

AI and robotics are transforming employment, while younger workers are driving new 

digital communication ways. It's best to be open to how new platforms, massive 

volumes of data, and emerging technology may modernise how we communicate, 

show information, connect, and collaborate in the coming years. 

The following points will elaborate on emerging developments that could 

dramatically change company communication in 2024: 

1. Real-Time Communication: RTC is an instant information flow between two 

individuals. Real-time communication (RTC) speeds up operations and decision-

making. Conversational messaging has become standard, and real-time exchanges 

improve customer experiences. RTC gives businesses contextual information to 

improve communications. Agents immediately receive relevant information when 

a customer sends a message about an order, enabling effective conversation.  

2. AI: AI changes business communication. AI can analyse vast amounts of client 

data, including prior transactions, browsing history, and demographics, using 

machine learning (ML) algorithms to reach strategic conclusions. 

Companies may actively communicate with customers by anticipating their 

demands and offering accurate data and personalised recommendations using 

artificial intelligence. AI helps organisations assess customer engagement project 

reactions and analyse sentiment. 

3. Omnichannel strategy: Companies communicate with customers using instant 

messaging, video, phone, social media, live chat, email, and SMS. 

Omnichannel enables clients to communicate with the company across their 

preferred channels while maintaining great service. Omnichannel helps build 

long-term consumer ties. 

4. Virtual cooperation: Distributed teams have made remote cooperation essential 

to modern business. Good internal communication helps coordinate and 

streamline procedures. Clear communication plans promote department and 

teamwork. Customer support, sales, marketing, and product development teams 



122 
 

must agree on product offers and potential issues. Good communication clarifies 

goals and directions, eliminating confusion and misunderstanding.  

5. Cloud-based communication: Internet-based technology supports voice and data 

connections over the cloud, enabling simple cloud-based communication. Cloud 

technology allows businesses to quickly develop and maintain a consistent 

communication infrastructure without expensive hardware or advanced software 

installations. Instant messaging apps, video calling systems, VoIP services, and 

other technologies are part of cloud communication solutions. They assist 

organisations in customising solutions. They also help companies expand to meet 

shifting needs.  

6. Ecological sustainability. Sustainability communication has become popular in 

business. As environmental awareness grows, more customers are likely to buy 

from environmentally responsible companies. Communicating their 

environmentally sustainable practices helps organisations stand out in a 

competitive market and build a good brand.  

7. Cybersecurity: Protecting computer systems and networks from unauthorised 

access, damage, or theft of data. WhatsApp, Slack, LinkedIn, and others are used 

for corporate interactions. Cybersecurity teams must regularly monitor cloud 

communications and implement BCC attack detection and prevention protocols. 

Companies must limit access and avoid data loss to reduce risks. Machine 

Learning (ML) and AI improve understanding of language-based attacks' 

background and intent.  

 

 

Source: Google Image 
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12.2 Impact of AI and Automation 

Fast technological developments, primarily driven by AI, are causing major 

interruptions. This is revolutionising business communications and other industries by 

changing how organisations communicate and involve stakeholders. Voice assistants 

and chatbots are particularly useful for boosting communication processes. Artificial 

intelligence (AI) is revolutionising business communication by enhancing operational 

efficiency and facilitating customised customer and partner engagements. Always 

improving, it streamlines daily activities. This notion analyses AI's revolutionary 

potential, its benefits to companies, and its future advances. 

AI-enabled communication helps firms maintain a digital advantage, promote 

innovation, and optimise output. Understand the effects and changes artificial 

intelligence could have on companies. Here we have a look at how artificial 

intelligence has impacted business already and what is in store soon. 

 

Influence of Artificial Intelligence on Business Communication: 

AI has indeed transformed how corporations communicate, meaning that artificial 

intelligence technologies have hugely impacted corporate communications to make 

changes in the ways that businesses use to relate with their target market. The 

following are a few highlighted areas that artificial intelligence is influencing a lot. 

o Increased effectiveness: AI contributes to optimization as many tasks, including 

replying to emails, fixing appointments, etc., as well as answering frequently 

asked questions can be handled by the system. The work described here not only 

helps to save time and money so that staff can engage in more targeted 

communication efforts but also enables the mapping of those efforts against the 

range of communication possible with clients. 

o Improves efficiency: Management and systems through AI enhance the 

efficiency of communication processes in businesses as they help to decrease the 

need for many workers. AI-generated transcription may be performed individually 

within transcription exercises utilising audio or video materials, thus relieving the 

professionals in the process of analytical or shared content. 

o Improved Customer Experiences: Through the adoption of AI, customers are 

well taken care of by granting them individualised communication experiences. 

Using huge individual client datasets, AI systems can emulate individual customer 

choices, actions, and requirements. AI use in voice assistants and chatbots also 
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enables round-the-clock help, quick solutions to problems and instant support 

needed. 

o Advanced analytics: It also allows firms to have better insight into their 

communication activities through an enhanced form of intelligence than that of a 

human. The AI solutions are capable of analysing the data from customer 

engagement or interactions, social media, and market trends and fluctuations to 

allow for pattern recognition, sentiment, and prediction. 

o Communication in multiple languages: AI-based language translation systems 

are transforming the old ways of multilingual or cross-border communications. 

Through instant and rich rewriting of written and verbal words and phrases, these 

systems remove language inhibitions and facilitate smooth interaction between 

enterprises and their international clients and affiliates. 

 

Artificial Intelligence and Personalised Communication 

By allowing personalised interactions with clients and stakeholders, artificial 

intelligence (AI) might significantly improve businesses. Using AI technology to 

build closer relationships with people will help companies improve communication 

experiences. Artificial intelligence enables personalised communication as follows: 

o Data-driven personalisation: AI algorithms analyse client data such as 

preferences, internet activity, purchase history, and demographics. Data mining 

and artificial intelligence (AI) can help organisations better understand their 

customers.  

o Dynamic content customisation: AI-powered systems provide dynamic content 

customisation by creating and suggesting communication materials. Artificial 

intelligence algorithms can tailor email marketing, website content, and social 

media posts to specific tastes and interaction history.  

o Intelligent consumer segmentation: AI systems classify people based on 

behaviour, preferences, and buying habits. Companies can target communication 

campaigns for each demographic by segmenting, ensuring that relevant messages 

reach the right audience.  

o Predictive personalisation: AI can predict consumer preferences and demand 

using predictive analytics. Artificial intelligence computers discover trends and 

patterns in prior data to forecast customer behaviour and change marketing plans.  
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o Voice and natural language processing: AI-powered voice assistants and 

chatbots are revolutionising consumer-business interactions. These smart 

technologies use natural language processing to answer client questions rapidly.  

 

Artificial Intelligence (AI)-powered automation in business communication 

The improvement of artificial intelligence technologies has greatly improved the 

automation of tasks in repetitive communication. Reducing manual work and 

updating important procedures has helped companies to improve operational 

efficiency.  

The following are some examples of how automation driven by artificial intelligence 

(AI) transforms corporate interactions: 

o Chatbots and virtual assistants: AI-powered chatbots and virtual assistants are 

changing customer service. Companies can help 24/7, reduce response times, and 

boost customer satisfaction while reducing workload by automating client 

communications. 

o Email Automation: Managing several emails might be challenging. Email 

automation systems powered by artificial intelligence can identify, rank, and 

respond to emails using pre-defined rules and patterns.  

o Appointment scheduling: AI-driven technology can automate appointment 

scheduling, reducing the need for regular email or phone calls. Through calendar 

and availability data integration, these solutions may suggest meeting dates, send 

automatic invites, and handle rescheduling requests.  

o Reports and data analysis: AI systems analyse large amounts of correspondence 

data to draw crucial insights. Companies can measure marketing plan 

effectiveness by automatically monitoring customer interactions, mood patterns, 

and engagement metrics.  

o Social media management: AI-driven and automated systems simplify social 

media management. These systems arrange content, track brand mentions, and 

assess engagement data. These systems can recommend publishing times, choose 

and organise data, and handle client inquiries and complaints.  
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 Knowledge Check 1 

Fill in the blanks. 

1. Real-time communication (RTC) ______________ operational effectiveness 

and facilitates expedited decision-making. (enhances) 

2. Organisations may enhance communication experiences by utilising AI 

technology to __________ stronger ties with individuals. (foster) 

3. Business executives must possess the ability to adapt quickly and reassess 

their methods of _____________ communication in order to cultivate a 

culture of collaboration within the organisation. (internal) 

 

 Outcome-Based Activity 1 

Research some companies and evaluate the changes faced by them in the field of 

communication after the emergence of artificial intelligence and automation.  

 

12.3 Sustainability and Communication 

Sustainability communication involves incorporating sustainability into a 

communication plan to inform stakeholders about a company's sustainability goals 

and actions. Companies can inform stakeholders about sustainability via one-way 

messaging.  

Companies can also actively involve stakeholders by releasing sustainability 

information and discussing certain topics and aims. The goal is to build trust and 

understanding of sustainability issues. 

 

Importance of having sustainable communication 

There are many advantages of practising communication around sustainability: 

o Sustainability objectives provide employees with purpose in their work. This 

results in enhanced involvement and elevated rates of retaining employees, as 

40% of individuals express their intention to seek new employment if their 

organisation fails to adopt sustainable practices.  

o While all sectors of society should ideally adopt sustainability, it now has the 

potential to provide a competitive edge that enhances company performance. 
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o Investors are increasingly focusing on sustainability as they shift their attention 

from short-term investment goals to the long-term development of value for 

shareholders.  

o It promotes sustainable development by increasing knowledge and garnering 

support for sustainability issues, as well as persuading individuals to modify their 

behaviours. 

 

Foundation of Sustainable Communication 

1. Clear goals: Organisations must know their goals to take responsibility and have 

a purpose. They must define sustainability for their organisation and set future 

goals. 

2. Confirmed declarations: Sustainability communication begins with a clear aim. 

Thus, it is crucial to discuss sustainability projects and their progress regularly. 

3. Engaging communications: Communicating sustainability goals in a way that 

resonates with all audiences can boost their impact. To ensure stakeholder 

understanding of the company's goals, strategies, and ramifications, customise the 

message to each group. 

4. Unambiguous communication: Because sustainable development is ongoing, an 

organization's communication should do more than just recognise successes. 

Transparently improving progress can increase credibility and public 

acceptability, even if there is still a long way to go or particular areas need better. 

5. Usable, readily available information. By making their sustainability narrative 

compelling and accessible to their target audiences, organisations may boost 

credibility and participation. Narrative, multi-channel, and immersive experiences 

are essential here. 

 

12.4 Future Challenges and Opportunities 

1. Constant dependence on cloud services: As cybersecurity dangers rise, 

companies are relying increasingly on cloud services for information security and 

convenience. Cloud services and computers have been around for years, but their 

worldwide dependence is rising. Cloud services improve data backup and security. 

2. The Importance of Improved Internet Connectivity: Cellular networks began 

with 1G, but due to 3G and 4G network congestion, especially in densely 

populated urban areas, we expect 5G networks. 
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3. Incorporation of AI: "Although not a new technology, recent advancements in 

Artificial Intelligence are leading a revolution in business communication," says 

UK technology consultant Lucas Lauren. Due to reports that 47% of US workers 

face job loss, AI has faced pushback. However, AI may benefit corporate 

communication. 

4. Increased Internet of Things use: Internet of Things (IoT) was initially 

employed in logistics. However, its usage in corporate communication is 

envisaged. 

5. Strong cybersecurity focus. Data breaches and cyber attacks are becoming more 

regular, pushing organisations to seek ways to secure client data. Due to 

insufficient security, personnel training, and resources, small enterprises are 

increasingly exposed to cyberattacks. Small companies cause 70% of data 

breaches, according to research. Businesses are becoming more aware of these 

cybersecurity risks. Therefore, we may see a focus on cybersecurity. 

6. Mobility Focus: Over 96.2 million Americans work remotely on mobile devices. 

This figure is projected to rise as broadband technology advances. Businesses 

increasingly use remote work to motivate and boost productivity. 

7. Intelligent Technology: Smart technology enters our lives. From smart homes to 

smartphones and wearables, smart technology is permeating business 

communication. Consider answering your phone on your smartwatch or using it to 

turn on the lights. 

 

 Knowledge Check 2 

State whether given statements are true or false. 

1. Sustainable communication does not provide any competitive edge to the 

company. (False) 

2. Sustainable development is an ongoing process; hence, an organisation's 

communication should emphasise achievements. (False) 

3. With the increasing number of internet-connected gadgets in the office, it is 

unsurprising that there is a demand for faster and more reliable internet 

connections. (True) 
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 Outcome-Based Activity 2 

Analyse some challenges associated with future business communication and 

suggest some remedies.  

 

12.5 Summary 

 Many trends are driving significant changes in the communications industry. The 

use of 5G technology, Internet of Things applications, and data protection is 

increasing the requirement for uninterrupted connectivity. 

 Children use nonverbal communication, such as gestures, vocalisations, facial 

expressions, and body language before learning words.  

 Technology, media, culture, politics, and society are affected by emerging 

communication trends and concerns. 

 AI solutions can help manage client communication choices and customise 

information for those who need more support. Additionally, these tools can 

successfully provide essential information to the right people.  

 Automating administrative activities with AI frees up time for tailored attention to 

those who benefit. 

 Artificial intelligence can analyse an individual's communication, preferences, and 

activities, helping organisations to improve customer experience. This can 

increase consumer engagement, satisfaction, and retention. 

 A key benefit of sustainability communication is boosting the company's ESG 

rating. ESG variables—environmental, social, and governance—are used to 

evaluate a company's sustainability and ethics. 

 

12.6 Keywords 

 5G: With quicker upload and download speeds, more reliable connections, and 

more capacity than previous networks, 5G is the most recent evolution of wireless 

cellular technology. 

 Internet of Things: The term "Internet of Things," or "IoT," encompasses the 

network of interconnected devices and the technology that permits communication 

between devices and the cloud and between the devices. 
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 Artificial intelligence: Artificial intelligence refers to a computer or computer-

controlled robot's capacity to do tasks frequently connected to human intellectual 

abilities, such as reasoning. 

 Sustainable communication: Sustainability communication refers to a company's 

dedication to communicate its sustainability strategy, objectives, and endeavours 

honestly and genuinely.  

 

12.7 Self-Assessment Questions 

1. What emerging trends are observed in communication? 

2. How have AI and automation impacted the field of business communication? 

3. What do you mean by sustainability in communication? 

4. What is the role of sustainability in the field of business communication? 

5. What are the future challenges and opportunities in business communication? 
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Unit 13: Strategic Business Communication 

 

Learning Outcomes: 

 Students will be able to define the concept of strategic business communication. 

 Students will be able to demonstrate critical thinking skills by assessing the role of 

communication in business strategy. 

 Students will be able to identify the key characteristics of strategic business 

communication. 

 Students will be able to evaluate the process of implementing strategic 

communication plans. 

 Students will be able to analyse the importance of strategic communication plans 

in the office. 

 

Structure: 

13.1  Concept of Strategic Communication 

 Features of strategic communication 

 Knowledge Check 1 

 Outcome-Based Activity 1 

13.2  Role of Communication in Business Strategy 

13.3  Implementing Strategic Communication Plans 

 Knowledge Check 2 

 Outcome-Based Activity 2 

13.4  Summary 

13.5  Keywords 

13.6  Self-Assessment Questions 

13.7  References/Reference Reading 
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13.1 Concept of Strategic Communication 

Strategic communication is a company's careful use of communication towards goal 

fulfilment. Designed to serve long-term strategic goals, it combines several 

communications—public relations, marketing, advertising, and internet—that fit a 

consistent corporate identity.  

Key elements of strategic communication 

A few key components of strategic communication can assist you make sure your 

communications not only reach but also really connect with your audience and 

forward the objectives of your business. This involves a dynamic combination of 

interacting with your audience, listening to their comments, and being adaptable 

enough to change your strategy as needed. 

o Planning: First let's establish the scene for any communication effort. This 

involves precisely determining what you wish to accomplish, determining who 

should hear your message, and ensuring the material is exactly suited for the 

audience.  

o Development of a message: Here you can be creative. Create messages that not 

only capture the essence of your brand and satisfy your strategic objectives but 

also draw in your target market.  

o Engagement of stakeholders: This is mostly about realising who counts for your 

strategy. Determine the main actors, find out what drives them, and then devise 

strategies to keep them involved—directly via talks, interesting events, or 

interactive digital content.  

o Communication result measurement: You cannot control something that is 

absent from the measurement. Create particular benchmarks to evaluate the 

performance of your policies.  

 

Purpose of strategic communication 

Strategic communication is about ensuring that your actions in the company progress 

your more general aims, not only about talking shop. Here is the actual impact: 

o Aligning communication with organisational goals: Every message you deliver 

is a stepping stone towards increased brand awareness and more thorough market 

penetration, therefore matching communication with organisational goals.  

o Improving brand credibility and reputation: Staying to a consistent and 

strategic message helps you not only preserve the image of your business but also 
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improve your marketability. It's about being a dependable voice your audience 

values. 

o Increasing participant involvement and rapport: Good communication 

techniques enable you to strengthen bonds with all of your important players—

investors, clients, and members of your own staff. The development of trust and 

loyalty depends on this. 

o Encouragement of change management: Business is always changing; strategic 

communication is therefore essential for proper management of it. Clearly stating 

what is ahead helps everyone adapt easily and agree with new directions. 

o Streamlining the distribution of resources: Smart communication strategies 

help you to guarantee that your messages reach the correct individuals via the 

most efficient means. This increases your influence and helps you save resources. 

 

 Knowledge Check 1 

Fill in the blanks. 

1. ______________ communication is the deliberate use of communication by a 

company towards goal fulfilment. (strategic) 

2. Business is always ______________; strategic communication is therefore 

essential for proper management of it. (changing) 

3. Create particular __________ to evaluate the performance of your policies. 

(benchmarks) 

 

 Outcome-Based Activity 1  

Make a detailed report on strategic communication and why it matters to an 

organisation.  

 

13.2 Role of Communication in Business Strategy 

A successful business communication plan consists of two components. The first form 

of communication is internal, and it deals with the sharing of information and data 

inside a company. Internal communications aim to confirm knowledge of objectives, 

current organisational standards, and changes to internal rules and procedures. 

Internal communications may involve a specific team inside an organisation or the 
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entire company. Emails, meetings, the company intranet, and in-person encounters are 

examples of common internal communication tools. 

External communications form the second element. This emphasises information and 

data sharing for groups and people outside the company. Building and preserving a 

good image for different outside stakeholders—business partners, consumers, 

pertinent population groups, and so on—is a fundamental objective behind external 

communications. Press releases, advertising, public announcements, and social media 

activity are common kinds of outside communication. 

 

Value of strong external business communication strategy 

Since consumers are choosing based more on a company's reputation, it is imperative 

to share business plans with stakeholders and clients. Generating sales or getting 

investor support can depend much on an underlying corporate strategy that outlines 

the real priorities for the business. The plan should match operations with goals both 

inside the business and among consumers if it is to be successful. 

Good outside communication comes around the clock. Furthermore, consistent 

communication techniques to support and protect a certain brand image and 

reputation must always be followed. This is particularly true given the internet's 

pervasive character, which enables simple information transmission via tech-driven 

platforms like social media. 

 

Value of strong communication strategy in business 

Ensuring that workers' decisions are finally driven by the appropriate goal and 

moulded by the present vision of the organisation depends on internal arrangement 

with corporate strategy. Employees who lose sight of their firm's long-term objectives 

and greater mission may quickly become disengaged. This could cause individuals to 

follow boring routines without a better vision to propel them ahead to develop and 

create. Many firms find that following any form of pattern compromises the 

fundamental strategy of that company. 

Strong internal communications have other major advantages, even if they help to 

prevent the banal from sinking in. It keeps staff members, for example, curious and 

involved. This involvement can help staff members feel as though they are not just 

useless gears in a machine but rather integral components of their firm's goals. This 

motivates additional favourable emotions such as better loyalty and morale. This can 
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help companies keep top personnel more easily, which would increase their 

profitability. Moreover, a highly regarded employee is more likely to offer 

recommendations or ideas on particular methods, which could help to improve 

processes or even create better goods or services. 

Strategies for Communication Examples 

A company's business plan could begin as a neat outline on paper, but once these 

principles and goals are lived, they define the whole face of the company. Good 

internal communications guarantee that workers offer a consistent experience from 

one site to the next. It affects everything, including the style of greeting in-store 

workers provide when a consumer enters the door as well as the tone and typeface of 

marketing materials. 

Importance of Communication Business Strategy Effectively 

An important tool that outlines a company's vision, goals, values, and business model 

is its corporate strategy. It also includes crucial information about how the company 

will remain competitive and stand out in its field. Crucially vital is a well-defined 

corporate plan. It provides important data that guides and inspires staff activities as 

well as keeps outside groups like consumers interested in learning about a new good 

or service. Thanks to the always-expanding flood of current technological platforms, a 

corporate strategy can be expressed through an ever-wider range of channels. 

Steps in external communication of business strategy effectively  

When strategic decisions are implemented inside a company, the communications 

team should move right away to ensure that important people outside the organisation 

receive suitable distribution of these changes. Press releases remain useful for 

distributing some announcements, but they are not always the best approach to 

interacting with the public. 

 

13.3 Implementing Strategic Communication Plans 

Meaning of communication strategy plan 

A communications strategy is a scheme of action for interacting with your target 

market. It covers who you are speaking to, why you are speaking to them, when and 

how you should talk to them, what kind of communication the material should be 

shared via, and what channels you should employ. 

 

Elements of Strategic Communication Plan 
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1. Plan Objective: Why should you be developing a communications strategy? And 

for what purpose do you wish your plan to be successful? Are strategic alliances 

something you wish to establish? Create more consistent communication. Enhance 

involvement?  

2. Situational Examining: A situational analysis lays a foundation for knowing the 

surroundings. It can also expose difficulties, specify possible viewers and points 

of view, and assess the quality of communication. Key stakeholders' interviews, 

surveys, an environmental study, a competitive landscape assessment, a SWOT 

analysis or an audit of present communication policies can all be part of 

situational studies. 

3. Audience Characters: By means of the situational analysis study, you may now 

construct audience personas—that is, profiles reflecting normal people of your 

target audiences. This practice clarifies for you who to market to and how to 

approach them.  

4. Communication: What kind of communication do you wish for inside your 

company? What good value do you offer? From whence do you stand? What 

difficulties do you have? You vary from rivals in what way? Your responses to 

those questions will enable you to craft communications that appeal to your target 

and most fairly reflect your business. 

5. Channels: Which channels are most typically used by your target clients? 

Facebook? LinkedIn here? Email? TV? Selecting the appropriate platform can 

make all the difference between a message being heard and lost in a sea of noise. 

6. Matrix of communications: Once you have determined the audience, messaging 

and channels, you may create a communications matrix. Plot pertinent messaging, 

appropriate channel, audience, and frequency in a grid or table.  

8. Objectives, Methodologies, & Approaches: All campaigns follow your 

marketing objectives as their compass.  

9. Define SMART goals: Specific, Measurable, Achievable, Relevant, and Time-

bound to guarantee you have a defined aim that helps you evaluate continuous 

success. 

10. Schedule and Budget: Making a strategy and tactic timeline can help you better 

organise your plan and monitor development towards your objectives. A calendar 

also enables you to budget for more significant expenses, which you may then 

apply at the best moment within your fiscal year. 
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Process of implementing strategic communication plan 

 

Source: Google Image 

 

If you wish to develop a solid communication plan for your business, you must go 

through various phases. These consist: 

1. Clearly state your intent. You first have to consider the goal behind your 

communication plan. What do you wish to achieve, and with what will your main 

points of emphasis be? 

Your ultimate aim is to increase company income, but how will your 

communication efforts help achieve it. 

2. Refine your intended audience. Clarifying your target audience can help you to 

develop your communication plan. For whose communication goals you are 

seeking to create? 

3. Choose the communication channels. You also have to give your means of 

communication great thought. For instance, if you wish to interact with your 

clients, you could want to produce tailored materials using your communication 

plan. Developing your brand identity could be achieved, for instance, by 

producing customised content for blog entries and social media infographics. 

4. Create a calendar. Speaking with your target audience calls for very exact 

timing. Both internal and outside correspondence depend on this. You must ensure 

your clients view your marketing content. 

5. Get opinions. At last, you have to get opinions on your communication approach 

from clients and staff. Are you wanting to offer a chance for anonymous 
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comments? Alternatively, would you wish individuals to link their names to your 

feedback systems? 

 

Success Story 

Tesla’s Innovative Product Launches 

Tesla’s product launches are masterfully orchestrated (albeit unconventional)  

examples of strategic communication. By creating anticipation through cryptic social 

media messages, Tesla CEO Elon Musk engages the audience and generates buzz 

around new products, contributing to the company’s ongoing success. While not 

without challenges, Tesla has managed crises by addressing issues head-on and 

maintaining open communication with the public, showcasing transparency and a 

commitment to improvement. Case in point: this “round-two” test of the glass 

windows on the Tesla Cybertruck. 

(Source: https://www.scatenadaniels.com/strategic-communication-examples-to-

try/#:~:text=Tesla's%20product%20launches%20are%20masterfully,to%20the%20company's%20ongoing%20success. ) 

 

 Knowledge Check 2 

State whether given statements are true or false. 

1. Internal communications come first and relate to the information and data 

interchange inside a company. (True) 

2.  A communication strategy is the action plan you will use to reach your goals; 

marketing tactics are the particular actions you will take to carry out that 

strategy. (False) 

3.  Your plan's goal guides every element of your communications plan. (True) 

 

 Outcome-Based Activity 2 

Ask the students to make a flowchart on the process of implementing a strategic 

communication plan.  

 

13.4 Summary 

 A specialist form of information delivery and reception is strategic 

communication. It involves delivering the best message, via the proper channels, 

to the suitable recipients at the appropriate moment, and leveraging comments 

from this process to keep focused on business objectives. 
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 Strategic communicators give the campaign plan to effectively present a public 

policy or service. They form the policy, inspire ideas, commission research to 

obtain understanding, pinpoint reasonable objectives and coordinate the resources 

required to carry out the objectives of the plan. 

 Effective communication of a strategy to staff members guarantees that everyone 

actively strives to forward important objectives.  

 At every level of an organization, employees have to grasp and show the 

company's main values for a successful communications strategy. 

 Strategic communications are crucial since they enable companies to efficiently 

convey especially focused messages, aims, and values to essential audiences, 

thereby reaching stated objectives. 

 Clear communication strategies help people focus their attention, energy, 

resources, and capabilities, enhancing an organisation's odds of "winning." 

Uncertainty in communication results in misunderstandings and a lack of 

alignment, which wastes time and makes people lazy. 

 

13.5 Keywords 

 Strategic communication: Strategic communication is a specialist method of 

receiving and disseminating information. It entails conveying the best message, 

through the relevant channels, to the suitable individuals at the appropriate 

moment and keeping the company's objectives in mind through the utilisation of 

feedback from this process. 

 Strategic communication plan: A strategic communication plan is a documented 

schedule of communications with your team regarding your company's goals. This 

approach is intentional, with messages and strategies applied to assist staff 

members in implementing your plan and propel success for your company. 

 Internal communication: Internal communication is a process that occurs within 

an organisation. It distributes information up and down communication channels 

and laterally to reach the company's objectives. 

 External communication: A business's external communication is the 

information that it shares with other entities, such as suppliers, investors, 

customers, the media, and the public at large. It involves delivering messages and 
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information about the business, its products or services, and its principles to the 

outside world. 

 

13.6 Self-Assessment Questions 

1. What do you mean by strategic communication? 

2. Why is strategic communication important in a business? 

3. What is the role of communication in developing a business strategy? 

4. What do you mean by strategic communication plans? 

5. How can strategic communication plans be implemented within an organisation? 
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Unit 14: Interpersonal Communication Skills 

 

Learning Outcomes: 

 Students will be able to define the concept of interpersonal communication skills. 

 Students will be able to demonstrate critical thinking skills by assessing effective 

negotiation techniques. 

 Students will be able to identify the strategies used for building interpersonal 

relationships. 

 Students will be able to evaluate the scope of conflict resolution and management. 

 Students will be able to analyse the importance of emotional intelligence in 

communication. 

 

Structure: 

14.1  Building Interpersonal Relationships 

14.2  Effective Negotiation Techniques 

 Knowledge Check 1 

 Outcome-Based Activity 1 

14.3  Conflict Management and Resolution 

14.4  Emotional Intelligence in Communication 

 Knowledge Check 2 

 Outcome Based Activity 2 

14.5  Summary 

14.6  Keywords 

14.7  Self-Assessment Questions 

14.8  References/Reference Readings 
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14.1 Building Interpersonal Relationships 

Meaning of interpersonal relationships 

Interpersonal relationships are the emotional connections you establish with the 

people around you. This speaks to your more surface-level contacts with colleagues 

and friends as well as your close relationships with family, friends, or love partners. 

Whether it's for a few minutes or your entire life, you are forging an interpersonal 

bond every time you engage with someone. Nobody has the same personality, so no 

relationship is the same. Personal relationships change and flow depending on 

personal requirements and degrees of dedication. 

 

Source: Google Image 

 

Strategies for building interpersonal relationships 

A good and healthy existence depends on interpersonal interactions, and building 

those bonds can be challenging. The Survey Centre on American Life reports that 

between 1990 and 2021, the proportion of those stating they lacked a close friend 

increased from 3% to 12%. 

One could have several reasons for not connecting. The epidemic affected people's 

access to their friends and relatives; technology bad influences our social contacts. 

Learning the interpersonal skills you need to keep relationships is essential 

considering the difficulties of forming new acquaintances and the requirement of a 

social network to your well-being. Six strategies help one build effective and good 

relationships: 

1. Develop your listening skills. Whether they have a great idea or want to rant 

about an issue, listening to your friends and loved ones helps communication and 

cooperation. It shows regard for the emotions, ideas, and interests of the other. 
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Active listening is an excellent instrument for developing your interpersonal 

interactions. This method includes changing your body language and making eye 

contact to convey your whole attention to someone. 

2. Express transparency: A good connection calls for the communication of ideas, 

experiences, and feelings. This give-and-take strengthens the emotional link and 

intimacy among friends. Others lack the chance to perceive the true you, grasp 

your problems, or feel your strength without self-disclosure.  

3. Talk regularly. Your listening abilities and your communication skills 

complement each other. Regular communication with friends and partners not 

only helps you to communicate your wants and emotions but also helps them to 

see you respect their presence and viewpoints. 

4. Courtesy: About anything, you are not obliged to agree with your pals. 

Nevertheless, you should show them that, despite their differences from yours, 

you respect their interests and opinions. Constructive conflict can inspire 

invention and provide fresh ideas. 

5. Show understanding. Compassion and empathy assist you to relate to people and 

grasp their perspectives. They demand a foundation of trust, which is crucial in 

any relationship, and they subtly increase your sensitivity and emotional 

connecting ability.  

6. Establish constraints. One friend, relative, or coworker shouldn't absorb all of 

your time, ideas, and feelings. One can so experience mental tiredness. You have 

to set limits to avoid more interaction than you can manage. 

 

14.2 Effective Negotiation Techniques 

Meaning of negotiation techniques 

Negotiating abilities are those you apply to reach a compromise among two or more 

people.  

You probably apply these abilities in daily contacts; let's assume your friend and you 

have scheduled Saturday together. Though they wish to prepare at home, you would 

want to test a new brunch restaurant. Your ability to negotiate will help you to 

develop ideas that appeal to both of you. You may bargain to try the new brunch spot 

on Saturday, but suggest you would be ready to have dinner another evening that 

week at home with them. They might inquire what you are looking forward to at the 
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brunch establishment, then offer to cook those unique cinnamon toast pancakes at 

home after trying to negotiate with you. 

People in all kinds of jobs, not only in sales, utilize negotiating techniques in the 

workplace.  

 

Techniques of Effective Negotiation 

You will need a range of abilities to understand the other person's point of view, argue 

your own, and come to an agreement if you want to negotiate correctly and 

respectfully. 

1. Practising attentive listening: Negotiating is about ensuring the other person is 

happy with the result while striving to achieve what you want. First, practise 

active listening to help you know what they seek.  

1. Communication: Whether you're negotiating in person, over Zoom, by email or a 

messaging app, once you've heard the individual out, you'll have to interact with 

them effectively.  

2. Persuasion: Advocacy for your needs and convincing the other person to see your 

side constitute part of a negotiation. Consider what ideas will appeal to them and 

how you may use those points to persuade them.  

3. Resolution of Conflict: Regretfully, not every transaction will go without 

problems. Strong emotions or beliefs can occasionally make bargaining 

challenging and impossible. By applying conflict resolution techniques, you can 

gently and effectively forward the discussion to agree suitable for everybody. 

4. Prioritisation: Although occasionally a negotiation yields exactly what you want, 

this is not always the case; sometimes you may have to compromise some of what 

you want to agree upon. Here is where giving priorities top importance.  

5. Decision-making: A negotiation finally results in an agreement at some point, 

hence someone must decide at last. Good decision-making will enable you to 

evaluate the matter rationally and arrive at a conclusion grounded in facts, logic, 

and what is best for all the concerned parties. 

 

 

 

 Knowledge Check 1 

Fill in the blanks. 
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1. ________________ relationships are the emotional ties you establish with the 

people around you. (interpersonal) 

2. _________________ abilities are those you apply to reach a consensus among 

two or more people. (negotiating) 

3. Active __________ is an excellent instrument for developing your 

interpersonal interactions. (speaking/ listening) 

 

 Outcome Based Activity 1 

Write a literature review on the importance of interpersonal relationships at 

workplace and how they foster employee motivation.  

 

14.3 Conflict Management and Resolution 

Meaning of conflict management and resolution 

Conflict management is a soft ability that helps one spot conflicts or problems at the 

workplace and implements suitable neutral-oriented solutions. Dealing with 

(perceived) incompatibilities or conflicts stemming from various ideas, aims, and 

demands makes one of the most in-demand leadership talents. 

Causes of conflicts at work 

Every business has several regular causes for problems including: 

o Insufficient Exchange of Ideas: One of the main causes of conflict is this since 

misinterpreted ideas can lead to reactions or behaviours that result in even more 

trouble.  

o Resistance Against Transformation: Pulling someone from their comfort zone 

and pushing them with different or foreign tasks can be challenging. Resistance 

and ignorance of knowledge can become antagonism, which causes problems in 

the workplace.  

o Several Interests: Usually, this situation results from some group component's 

goals not complementing the shared ones. Clearly stating the objectives and 

ensuring every team member participates are vital.  

o Unfounded Expectations: If employers have unrealistic expectations of their 

staff or neglect employee needs, there is more likelihood of conflict at the 

workplace.  

o Inadequate Departmental Organisation: Since the company is of great 

relevance, the team leader has to oversee tight timelines, unrealizable ambitions, 
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or unhealthy competitiveness to prevent conflicts. When there is inadequate 

planning and organisation, it is difficult to reach objectives, so realistic planning is 

important.   

o Different Values: Every employee has values, which often result in cultural 

differences, the non-acceptance of a shared approach might cause problems. 

Therefore, the team culture ought to encourage tolerance for the points of view of 

different people.  

 

Skills required for conflict management and resolution 

Among other things, settling conflicts calls for good listening, clear communication, 

and a knowledge of the underlying source of the problem. At work, apply the five 

techniques below to improve conflict resolution and problem-solving.  

1. Get right to the core of the matter. Understanding conflict requires a grasp of 

the ideas of position and interests. Though hobbies are what motivate you to want, 

the position is what you say you want. A person may be open to a different 

viewpoint if their needs are met.  

2. Act forcefully. Though it has negative connotations most of the time, 

assertiveness is a necessary component in dispute resolution. Direct, polite, and 

honest, assertive communication is It's a means of conveying your feelings and 

stating what you are looking for.  

3. Reach a consensus on ground rules. Establishing ground rules right away will 

help to maintain the dialogue in line.  

4. Learn active listening. Franco claims that although many individuals believe 

they understand active listening, in fact, few people get it.  

6. Find your triggers. Leaders, supervisors, and staff members should be especially 

conscious of how they handle triggering events since awareness helps us make 

different decisions.  

 

 

14.4 Emotional Intelligence in Communication 

Concept of emotional intelligence 

Most people agree that emotional intelligence is the capacity to properly control your 

and someone else's emotions. It involves negotiating circumstances whereby emotions 

might be on highs and lows while making sure nobody suffers. Author of Emotional 
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Intelligence, the foundational book on the topic, Daniel Goleman defines it as a 

person's capacity to control emotions so that they are expressed suitably and 

successfully. Goleman contends that the most important single factor determining 

success in the job is emotional intelligence. 

 

Aspects of emotional intelligence 

o Self-awareness: Emotional intelligence starts with one's own feelings under 

control. Thus, as it enables you to get closer to yourself, self-awareness forms the 

first component of emotional intelligence. 

o Self-regulation: Emotional intelligence explores how to govern emotions in the 

field of our finest performance—that of ourselves. Emotionally savvy people 

avoid acting impulsively and carefully examine emotions.  

o Motivation: In the field of emotional intelligence, motivation emphasises the 

need to not give up when obstacles knock at our door. It involves emphasising 

your objectives and being strong in conquering obstacles.  

o Empathy: Empathy demands that one stand in the position of another. Knowing 

how they see things can enable one to better help them digest them and act as a 

more sensitive guide during difficult times. 

o Social skills: Finally, excellent emotional intelligence corresponds with social 

abilities. It covers developing and preserving good relationships, clear 

communication, conflict management, and teamwork. 

 

Importance of emotional intelligence in communication 

Maintaining good contact with coworkers and clients depends mostly on effective 

communication. Good communication transcends just verbal exchange. Emotional 

intelligence in communication is mostly about understanding and controlling 

emotions, so this is a necessary ability.  

In communication, emotional intelligence combines body language and verbal and 

nonverbal signals—including tone of voice—to precisely transmit messages. 

Developing emotional intelligence in communication will help you to become a more 

effective manager and enhance job performance. 

It also improves conflict-resolving abilities, enabling you to settle problems calmly 

and so maintain professional relationships.  
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Application of emotional intelligence in communication 

1. Growing self-awareness: Self-awareness is knowing yourself. One can recognise 

and understand their own thoughts, feelings, and behaviours. It involves 

understanding your feelings, motives, strengths, weaknesses, and impact on 

others.  

2. Developing Self-Control: Self-regulation follows self-awareness. Self-regulation 

means controlling one's impulses, emotions, and actions. It involves staying calm 

under pressure, resisting quick decisions, and adapting quietly to difficult 

situations. Self-regulation is key to emotional intelligence because it helps you 

stay calm, make rational decisions, and strengthen relationships. 

3. Symbolising Inspiration: Motivation, the third key to emotionally savvy 

communication, pushes us. Motivation keeps you going during tough times. 

Motivated people don't let emotions distract them from their goals. Instead, you 

manage your emotions to support your drive and success. 

4. Showing Empathy: One difference has persisted throughout the managers' story. 

Was that anything else? Empathy. We meet Gayatri embracing hers while 

vulnerablely telling her colleagues her story. She maintains in touch with her team 

and understands their perspectives. It helps her overcome barriers and confront 

their challenges. 

5. Learning social skills: Considering empathy, your actions help realise it. Social 

skills are helpful here. Social skills are the ability to interact, communicate, and 

collaborate with others. Strong social skills allow one to negotiate work 

relationships, work in groups, and adapt their communication style.  

 

Success Story 

Indra Nooyi, CEO of PepsiCo 

PepsiCo CEO Indra Nooyi at the World Economic Forum in Davos, Switzerland, in 

2008.  

There’s huge value in writing thank you notes to employees. During the 10 years 

Douglas Conant served as CEO of Campbell Soup Company, he turned the suffering 

business around, putting the focus back on the people who worked there. He wrote 

30,000 hand-written “thank-you” notes to his employees, an exercise that required 

that he pay attention to each and every person in the company. 
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But what about writing letters to your employees’ parents? 

That’s exactly what PepsiCo CEO Indra Nooyi did after visiting India to see her 

mother when she took on the company’s top job. Sitting in her mom’s living room, an 

endless stream of visitors and random people started showing up, telling her mom 

what a good job she had done raising her daughter. Other than saying hello, the 

visitors hardly spoke a word to Nooyi at all. 

As Nooyi explains on The David Rubenstein Show, she realized her parents were 

responsible for much of her success and they deserved the praise. “It occurred to me 

that I had never thanked the parents of my executives for the gift of their child to 

PepsiCo,” she says. 

When she returned home, Nooyi wrote a letter to the parents of each of the members 

of her executive team. “I wrote a paragraph about what their child was doing at 

PepsiCo,” she says. “I said, ‘Thank you for the gift of your child to our company.’” 

Parents wrote back to her, saying they were honored. Some of the executives even told 

her it was the best thing that had ever happened to their parents. 

Talking to The Boston Consulting Group, Nooyi says the way to hold on to employees 

is by “hooking them emotionally to the job, through the company’s business model 

and what it stands for.” 

“You need to look at the employee and say, ‘I value you as a person. I know that you 

have a life beyond PepsiCo, and I’m going to respect you for your entire life, not just 

treat you as employee number 4,567,’” she says. 

Key takeaways: Through her unique and unusual display of gratitude, Nooyi bonded 

with her executive team in a heartfelt and deeply personal way that helped her build 

loyalty and morale. No wonder she has a 75% in-house approval rating. 

(Source: https://pagely.com/blog/emotionally-intelligent-ceos/ ) 

 

 Knowledge Check 2 

State whether given statements are true or false. 

1. A soft ability that helps one to spot conflicts or problems at the workplace and 

implement suitable neutral-oriented solutions is conflict management. (True) 

2. Motivated people let emotions distract them from their goals. (False) 

3. Empathy demands that one stand in the position of another. (True) 

 

 Outcome-Based Activity 2 
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Describe the relationship that exists between emotional intelligence and business 

communication.  

 

14.5 Summary 

 An interpersonal relationship is a social link or connection between two or more 

individuals. Your contacts with your partner, loved ones, close friends, 

acquaintances, colleagues, and others who define your social life can all be part of 

several interpersonal interactions. 

 Interpersonal skills are the actions and strategies one uses to engage with people 

efficiently. Whether in the office, in social events, or inside a family, people 

constantly rely on interpersonal skills to handle other people. 

 Conflict management is to settle disputes or conflicts with favourable results that 

satisfy all the people engaged or help the group. Still, the view of conflict is 

usually negative. If it is controlled, conflict can be beneficial. 

 Emotional intelligence emphasises fundamental human talents inside our being, 

such as our capacity to regulate our emotions and our inner potential to generate a 

good encounter.  

 

14.6 Keywords 

 Emotional intelligence: Emotional intelligence (EI) is a collection of skills about 

the awareness, control, and comprehension of emotion as it pertains to one's self 

and others 

 Interpersonal relationship: An interpersonal relationship is a social tie or 

connection between two or more individuals.  

 Conflict: Conflict is intense disagreement and conflict regarding a matter of 

significance. Two persons or organisations in dispute have not yet come to an 

understanding after a major argument or disagreement. 

 Conflict management: Conflict management is the application of tools, 

techniques, and knowledge to identify original and polite means of handling 

problems and conflicts. 

 

14.7 Self-Assessment Questions 

1. What do you mean by interpersonal relationships? 
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2. How one can build interpersonal relationships? 

3. Explain negotiation techniques. 

4. What do you mean by conflict? How conflict can be managed at the workplace? 

5. Why emotional intelligence is important in communication? 
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Unit 15: Corporate Communication 

 

Learning Outcomes: 

 Students will be able to define the concept of corporate communication. 

 Students will be able to demonstrate critical thinking skills by assessing public 

relations strategies. 

 Students will be able to identify the key concepts of corporate branding and 

communication. 

 Students will be able to evaluate the scope of media relations and management. 

 Students will be able to apply HRM principles to real-world HR challenges. 

 

Structure: 

15.1  Corporate Branding and Communication 

15.2  Public Relations Strategies 

 Knowledge Check 1 

 Outcome-Based Activity 1 

15.3  Media Relations and Management 

15.4  Corporate Social Responsibility Communication 

 Knowledge Check 2 

 Outcome-Based Activity 2 

15.5  Summary 

15.6  Keywords 

15.7  Self-Assessment Questions 

15.8  References/Reference Reading 
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15.1 Corporate Branding and Communication 

Meaning of brand communication 

Businesses use brand communication techniques, such as social media and 

advertising, to communicate with their target audience and potential customers. Brand 

communication aims to influence consumer perceptions of the brand and its 

applicability. 

A brand has the opportunity to build its identity and experience through 

communication every time a customer interacts with a business. This concept is 

known as brand communication and is regarded as a crucial component of the bigger 

brand communication plan. Companies inform, persuade, and educate consumers 

about their brands daily, along with the values, goods, and promotions that go along 

with them. 

Billboards, radio and TV advertising, newsletters, internet bulletins, reviews, and 

direct corporate mail from employees are a few examples of brand communications. 

A bigger, more comprehensive brand image is what the business is trying to highlight 

across all of these communication channels. A successful, effective, and logical 

communication plan is what brand communication primarily aims to achieve. 

 

Fundamentals of Brand Communication 

1. Brand Identification: The unique and identifiable qualities that set a brand apart 

from competitors identify it and define it from others. It is a intentional display of 

the values, character, and experience elements influencing public opinion of a 

brand. 

Two main components of brand identification consist in: 

a. Objective, Vision, and Values: The foundation of a brand is its vision, 

values, and mission.  

b. Personality: Brand personality is the human-like traits and attributes 

connected with a brand.  

2. USP—unique selling proposition: The unique benefit or advantage that sets a 

brand apart from market rivals is its USP. 

3. Brand Voice: A brand's particular style, tone, and media interactions with its 

audience its brand voice. It's crucial to brand recognition and customer perception. 

Businesses have a voice that helps them establish a distinct presence, just like 

people.  
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4. Visual building components: Graphics in your marketing communication plan 

go beyond appearances. A strong, recognisable brand that appeals to your target 

demographic is key.  

5. Benefits of effective brand communication 

When done right, brand communication can help a business increase its audience 

and so offer real advantages. Among these results is the effective production of an 

emotional impact that ties consumers to the brand. 

Good brand communication has further advantages as follows: 

o Improved authority: A company can boost its authority on a good or service 

through effective brand communication and product design. This campaign 

contributes to the perception among customers that a brand is superior to that of 

its rivals, hence increasing client acquisition. 

o More differentiation from competitors: A business can create a stronger 

competitive advantage by concentrating on its market offers and thought 

leadership, which will set it apart from rivals, by using consistent messaging that 

highlights specific value propositions. 

o Boosts loyalty:  Consumers see a brand they can trust and be loyal to if its 

communication is straightforward and consistent. Over time, firms can cultivate 

advocacy and loyalty by providing reliable and consistent brand communication 

experiences. 

o Greater market development: More consistent brand communication will over 

time carve out a specific space for your business inside the market share, boosting 

the relevance and recognition of your brand. 

 

15.2 Public Relations Strategies 

A public relations strategy is an all-encompassing plan for media, public relations, 

and other stakeholders' communication with a firm or person. This is a calculated 

technique meant to improve the public image and reputation of the business by 

guaranteeing constant, efficient, and favourable interaction.  

This strategy framework consists of several elements: objectives setting, audience 

identification, message construction, media relations, and performance assessment.  
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Strategies for public relations 

Knowing the "PR strategy meaning" means appreciating the several toolkits of 

approaches, from conventional media interaction to using the digital terrain. These are 

some of the most powerful public relations strategies available that will help a public 

relations campaign be far more successful: 

o Storytelling: A great public relations plan is mostly dependent on storytelling 

skills. This approach creates stories that the audience finds personally relevant, 

thus enhancing the impactfulness of the brand's messages.  

o Media Relations: Media relations, which forms the pillar of every public relations 

plan, aims to establish and preserve good rapport with bloggers, influencers, and 

reporters from many media sources.  

o Social Media Engagement: An efficient public relations plan in today's digital era 

has to use social media channels to interact directly with the audience.  

o Content Creation: Content marketing is a strategic tool for producing and 

disseminating consistent, relevant, and valuable material to draw in and keep a 

well-defined audience.  

o Event Hosting: Whether virtual or in-person, planning and staging events may be 

a potent public relations tool.  

o Corporate Social Responsibility (CSR): Participating in CSR events shows that a 

brand is dedicated to environmental and social concerns, therefore transcending 

profit-making.  

o Influencer alliances: Working with influencers that uphold the principles of the 

brand and have a sizable following will help to magnify the company's messages 

and expose a larger audience.  

o Crisis Communications: Any public relations programme depends on a well-

prepared crisis communication plan.  

 

 Knowledge Check 1 

Fill in the Blanks. 

1. __________ communication mostly aims to create a coherent, successful, and 

efficient communication strategy. (brand) 

2. ___________ marketing is a strategic tool for producing and disseminating 

consistent, relevant, and valuable material to draw in and keep a well defined 

audience. (content) 
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3. A great public relations plan is mostly dependent on the skill of ___________. 

(storytelling) 

 

 Outcome-Based Activity 1 

Describe the role of communication in the development and promotion of 

corporate branding.  

 

15.3 Media Relations and Management 

Concept of media relationship management 

Media relationship management is the practice of developing and preserving 

favourable rapport with media outlets and reporters. Improving brand coverage, 

boosting public relations, and creating goodwill involves deliberately interacting with 

and messaging the press. Good media relationship management is proactive, whereby 

companies routinely contact media outlets and reporters and react quickly to 

information or interview requests.  

Importance of media relationship management 

Any company trying to keep a good reputation, draw clients, and establish close ties 

with stakeholders and the public must have media relationship management as the top 

priority. Under this strategy, one develops and preserves good rapport with bloggers, 

influencers, and reporters, among other media outlets.  

 

Strategies for Effective Media Relationship Management 

1. Develop a media relations plan: A lasting media connection strategy requires a 

media relations plan. Major goals, audience, messaging, and media and reporter 

interaction techniques should be included. Finding the right channels and venues 

to reach the target audience is the first step in media relations. This involves 

knowledge of the media ecosystem, including what news the target audience cares 

about and when to approach reporters. 

2. Maintain reporter relations. Building and maintaining rapport with reporters is 

key to media relations. Reporter relations improve brand reputation, media 

attention, and exposure. Find the media outlets and reporters that cover your brand 

to create these relationships. Research journals, reporters, and relevant issues in 

your field, as well as their writing style, tone, and coverage. This allows you to 

approach and interact. 
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3. Develop engaging content. Organisational media strategies begin with content. 

Valuable brand content may build industry credibility and engage customers. 

Information marketing—creating and disseminating useful, relevant, consistent 

content to inform, inspire, and entertain—is essential to public relations. Content 

must be carefully assessed to fit audience demands and interests.  

4. Use social media. Social networking expands your reach and reporter ties. 

Engagement with reporters' social media output is smart. Thanks for your 

coverage; comment on their articles and disseminate their papers. Share your 

material on social media and tailor it to the platform and audience. Twitter is 

wonderful for quick updates, but LinkedIn is better for professional content.  

6. Track and compute results. Management of media relations requires tracking 

and measuring results. Monitoring media campaigns allows quick changes and 

indicates effectiveness. First, clear standards must be set for the main aims of the 

media relations strategy. Criteria must be quantifiable, practical, relevant, and 

timely.  

 

15.4 Corporate Social Responsibility Communication 

Meaning of corporate social responsibility communication 

CSR communication is the correspondence of corporate social responsibility projects 

and actions directed to stakeholders. It underlines the need to include stakeholder 

expectations as well as the features of interactions and alignments among companies, 

people, and society. CSR communication seeks to solve responsibility issues and 

inform important players about corporate governance projects. It involves involving 

stakeholders using social media channels to produce interactive and customised 

experiences on CSR issues and activities.  
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Source: Google Image 

Process of Corporate Social Responsibility Communication 

1. Define your theme or goal: Responsibility is a vast concept, like a cyclone, 

according to Olkkonen. Stressing a topic or goal helps clarify CSR. Consumers 

will remember your business more easily. If CSR messages are lengthy or 

complicated, recipients may struggle to prioritise. It should disclose its worldwide 

problem-solving efforts and attach obligations to a larger body. 

2. Corporate activism: The time for unbiased business communication is almost 

over. Every enterprise should help alter the world. Finnish companies are also 

considering corporate action. 

3. Choose your side: According to Laura Olkkonen, businesses today find it harder 

to respond to such situations, especially if social media outcries are involved. 

4. Energise the firm. Corporate social responsibility communication is no longer 

the job of one or two people. Responsibility is strategic and may revolutionise the 

firm. 

 

Success Story 

Valentino: Pink Mania 

Valentino orchestrated a pink revolution with its Fall/Winter 2022 collection. The 

creative director Pierpaolo Piccioli chose to showcase 40 diverse silhouette-driven 

looks in a bold, hot pink shade. While Valentino has done monochrome collections 

before, this was a very clever marketing move. This marked a strategic divergence 

from the brand's traditional red, a symbol of its legacy. Collaborating with Pantone, 

Valentino created a custom shade, Pink PP by Valentino—establishing it as a 

signature colour in the brand's identity. 

The success of Valentino Pink goes beyond the runway. Intense PR activities and 

extensive social media coverage pushed the colour into a cultural phenomenon, 

making it impossible to ignore. The colour not only dominated a season but also 

influenced other brands' runways. Pink became a symbol of Valentino, proving that 

niche yet well-executed fashion marketing campaigns can define a brand's identity. 

(Source: https://www.iiad.edu.in/the-circle/success-stories-of-brands-using-fashion-communication/#Success ) 
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 Knowledge Check 2 

State whether given statements are true or false.  

1. Media relationship management is the practice of developing and preserving 

favourable rapport with media outlets and reporters. (True) 

2. Corporate branding communication is the correspondence of corporate social 

responsibility projects and actions directed to stakeholders. (False) 

 

 Outcome-Based Activity 2 

Ask the students to prepare a flowchart on the process of implementing corporate 

social responsibility communication. Also, mention the parties involved.  

 

15.5 Summary 

 Shaping customer impressions, building brand loyalty, and separating a brand 

from rivals all depend on good brand communication.  

 Three basic components define brand communication: brand identity, brand voice, 

and visual branding aspects.  

 Considering elements like demographics, cultural quirks, and preferences, brands 

must customise their communication plans to appeal to many audience segments.  

 Public relations, or PR, is the management of public impressions of a person, 

brand, or corporation. 

 While managing media queries and shareholder questions, PR for businesses—

especially publicly traded companies—focuses on keeping a positive corporate 

image. 

 Unlike marketing or advertising, PR is often supposed to look natural and does not 

always aim to sell a good or service. 

 Public relations, sometimes known as PR, is communication directed towards 

several channels and finally consumer and business aims. Media relations is 

especially about strengthening ties between media representatives and business 

officials. 

 Any company or entity trying to keep a good image and reputation depends much 

on media relationship management. It is building strong and significant 
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relationships with media people by means of good communication, teamwork, and 

confidence. 

 Corporate Social Concerns In the CSR perspective, communication is what one 

expresses.  

 

15.6 Keywords 

 Corporate communication: Corporate communications is how businesses 

interact with both internal and external audiences to control brand perception and 

distribute knowledge. 

 Public relations: Public relations, or PR, is the management of public 

impressions of a person, brand, or corporation.  

 CSR communication: Anticipating stakeholders' expectations and clearly 

expressing CSR policies and other initiatives is the essence of CSR 

communication.  

 Corporate branding: Corporate branding is more than simply a good or service; 

it's a tactic that positions and advances your brand.  

 

15.7 Self-Assessment Questions 

1. What do you mean by corporate communication? 

2. Why corporate branding and communication is necessary? 

3. What are the strategies used in developing and maintaining public relations? 

4. What do you mean by media relations and management? 

5. What is corporate social responsibility communication? 

 

15.8 References/Reference Reading 
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Unit 16: Crisis Communication and Management 

 

Learning Outcomes: 

 Students will be able to define the concept of crisis communication. 

 Students will be able to demonstrate critical thinking skills by assessing the 

impact of post-crisis communication strategies. 

 Students will be able to identify the key characteristics of crisis communication. 

 Students will be able to evaluate the process of developing a crisis communication 

plan. 

 Students will be able to apply crisis communication to real-world examples. 

 

Structure: 

16.1  Understanding Crisis Communication 

16.2  Developing a Crisis Communication Plan 

 Knowledge Check 1 

 Outcome-Based Activity 1 

16.3  Case Studies of Crisis Management 

16.4  Post-crisis Communication Strategies 

 Knowledge Check 2 

 Outcome-Based Activity 2 

16.5  Summary  

16.6  Keywords 

16.7  Self-Assessment Questions 

16.8  References/Reference Readings 
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16.1 Understanding Crisis Communication 

Meaning of crisis communication 

Crisis communication is a unique branch dedicated to addressing individual and 

organisational reputations. Crisis communication is one project aiming at preserving 

the company's public image and safeguarding its reputation. Several elements, 

including criminal acts, government inquiries, and media inquiries, can damage an 

organization's reputation. 

 

Need for crisis communication 

A crisis can damage brand image. Experts in crisis communication are hired to protect 

the name of a company against certain hazards and unwelcome obstacles. 

Among the most important resources available to a company is its brand identity. 

Protecting the brand identity and keeping the company's strong position in the market 

are the key goals of the Crisis Communication team. 

Professionals in crisis communication work hard to help the company emerge from 

trying circumstances in the best possible and fastest manner. 

o Workers should not overlook any of the outside vendors or valued customers. 

Come out to meet them and talk about the issue with them.  

o Never criticise people. Project to them a sense of compassion and concern. Share 

their emotions and help them not to give up hope.  

o Good communication has to be promoted in the workplace during an emergency.  

o Information needs to move in the intended form across all departments. During a 

crisis, one should not depend just on assumptions or guesses. Verify the accuracy 

of your present knowledge. 

o Professionals in crisis communication have to develop fast decision-making 

ability. Recall that in uncertain circumstances one must react fast and forcefully.  

 

16.2 Developing a Crisis Communication Plan 

Meaning of crisis communication plan 

A crisis management plan, sometimes referred to as a crisis communication plan, is a 

set of instructions meant to equip a company for an unanticipated or emergency. 

These strategies call for actions to be taken when a crisis first strikes, public relations 

techniques, and ways to stop the problem from resurfacing. 
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Source: Google Image 

 

Elements of Crisis Communication Plan 

1. Audience: Whether implicitly or explicitly, we advise the latter—that crisis teams 

should be aware of to whom the crisis communication plan is directed, therefore 

defining their audience.  

2. Activation guidelines: Sometimes crucial supplements—or annexes—of more 

comprehensive incident plans are crisis communication plans. They so only 

become triggered when the relevant circumstance calls for communication. 

3. Communication functions: Good crisis management depends on chain and unity 

of command. That is true even in terms of crisis communication. Therefore, the 

crisis communication strategy has to have clear reporting links to remove 

uncertainty and guarantee that everyone can control the behaviour of staff 

members under their direction. 

4. Responsibilities of crisis communication: Apart from defining roles, the crisis 

communication strategy should include detailing duties particular to certain jobs.  

5. Templates of message and communication: Crises come fast. Accordingly, 

crisis communication has to be quick and precise. 

6. Automation and systems of work: Of course, crisis communication strategies do 

not only carry out themselves even with the best of people. Establishing a 
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mechanism for compiling, evaluating, distributing, and handling crisis-related data 

and intelligence calls for crisis communications technology. 

 

Process of developing a crisis communication plan 

Organisations in today's always changing and closely linked corporate scene run 

various possible crises that could seriously affect their operations and reputation. 

From unanticipated product problems to cybersecurity lapses or even well-publicized 

scandals, good crisis communication is essential in reducing the consequences and 

maintaining stakeholder confidence.  

1. Determine Possible Crises: Developing a crisis communications strategy starts 

with realising possible issues a company could run across.  

2. Set up a crisis response team. Next, the creation of a list of possible emergencies 

and the subsequent formation of a crisis response team follows.  

3. Developing a crisis communication strategy. The crisis communication strategy 

should list the approaches and tools to handle many kinds of emergencies.  

4. Track and identify early warning signals. Good crisis communication depends 

on continuous environmental consciousness.  

5. Create simple, open messages. Clear, open communications with stakeholders 

are absolutely vital during a crisis. This, especially in trying circumstances, helps 

to establish credibility and confidence.  

6. Act quickly and responsibly. Crisis communication depends on time. Companies 

ought to act right away and take ownership of any mistakes or shortcomings.  

7. Analyse and Grow: Examining the crisis reaction of the company closely is 

crucial once it has been under control.  

 

 Knowledge Check 1 

Fill in the Blanks. 

1. A crisis can __________ brand image. (damage) 

2. Crisis communication depends on _____________. (time) 

3. The ____________ communication strategy should list the approaches and 

tools to handle many kinds of emergencies. (crisis) 
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 Outcome-based Acticity 1 

Write a short note on the importance of crisis communication by giving examples 

of 5 real-life situations.  

 

16.3 Case Studies of Crisis Management 

KFC and the shortfall of chicken 

What became of it? 

A chicken shortage forced KFC to close almost half of its 900 outlets throughout the 

United Kingdom in February 2018. 

The irony of a chicken business without any chicken delighted the social and 

mainstream media, and they went to town on the tale. 

The reason was a delivery issue following the chain's contract change to DHL, when 

some deliveries were cancelled or delayed under "administrative problems." 

Dedicated consumers complained on Twitter and brought their families McDonald's. 

A few even grumbled to their neighbourhood officials. 

Then KFC managed to completely flip the story, even while it was trying to have the 

restaurants reopened. 

While owning the issue, it ran an incredibly amusing apology advertisement—

especially for the core younger users of the company. 

Customers and the press praised the company much for its careful handling of the 

matter, and it became the model for crisis management. 

What We discovered. 

A best-in- class crisis response strategy consists mostly in three elements: 

a knowledge of the main stakeholder of the brand, especially the core customers. 

From whom are they? Their whereabouts are What main factors should one pay 

attention to? Given the difficulties the brand is undergoing, what probably runs 

through their minds? 

Knowing the promise and "voice" of the brand. In what manner is it positioned? How 

the brand handles a crisis will probably either help or undermine confidence in it. 

KFC's smart, real, and borderline filthy reaction revealed it clearly recognised both 

these elements. 

It understood its audience—young, hip and irreverent—and used exactly the kind of 

language and tone that matched how the company was positioned in other, more 
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positive marketing. 

The outcome was a quick decrease in the criticism directed towards the closed outlets 

and the sound of general appreciation for a crisis response gone right. 

 

16.4 Post-crisis Communication Strategies 

Meaning of post-crisis communication 

Post-crisis communication involves interacting with people following the resolution 

of a crisis. It includes sharing details on the crisis resolution, actions done to stop 

more instances, and attempts to restore confidence and trust.  

 

Important rules of post-crisis communication 

o Maintain transparency: Stay transparent in your contacts and keep your honesty. 

Transparency following a crisis helps to restore credibility and confidence. 

o Reflect and Learn: Examine the crisis and its management closely to pick out 

important lessons. Future crisis reaction plans depend on this reflection to be 

improved. 

o Rebuild trust: Actively help stakeholders to rebuild their confidence. Rebuilding 

trust is a slow process that calls for both real conversation and constant work. 

o Keep communicating: Keep communicating to show stakeholders constant 

dedication and development. Maintaining a relationship with your audience 

depends on constant communication. 

o Addressing lingering concerns: Deal with any last questions or concerns by first 

noting them. Taking quick care of these issues helps to mark the end of the crisis 

phase. 

 

Stages of Post-Crisis Communication 

The following constitute the Stages of Post-Crisis Communication: 

o Evaluation: Analyse closely how the crisis and the first communication policies 

affected the company and its stakeholders. 

o Message development: Create succinct, straightforward communications 

emphasising openness and the actions taken to reduce future risks, therefore 

addressing important post-crisis issues. 
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o Stakeholder engagement: Maintain an open channel of contact with your 

stakeholders, keep them informed about rehabilitation initiatives, and pay 

attention to their comments. 

o Reputation management: Use tactics meant to rebuild confidence and hence 

strengthen the name of the company. This could involve stressing commendable 

deeds done both during and after the crisis. 

o Continuous monitoring: Constant observation of public opinion, industry trends, 

and stakeholder comments can help one evaluate the success of post-crisis 

communications. 

Conducting post-crisis communication 

The following is the process for communicating following a crisis: 

o Evaluate the crisis impact: Analyse the degree of the crisis's influence on the 

company and its stakeholders to grasp it completely. Handling certain issues in 

your communication depends on this appraisal. 

o Develop a clear message: Create a clear message addressing the crisis's effects 

and consequences straightforwardly. This should be a brief, open point-of-view 

with an eye towards important issues. 

o Acknowledge and apologise: If the matter calls for it, freely admit any errors 

made and sincerely apologise. Rebuilding trust requires this stage. 

o Emphasise lessons gained. Share the lessons the company has acquired from the 

crisis. Talk about how these teachings would affect the next plans and activities. 

o Reaffirm commitment: Emphasise the company's loyalty to its basic values and its 

respect for stakeholders. This validation enables one to gain confidence again. 

Tips for developing the post-crisis communication strategy  

These suggestions help you create a strong post-crisis communication plan: 

 Stakeholder analysis: Stakeholder analysis helps one to recognise the crisis's 

affected stakeholders and their particular issues. Customise your correspondence 

to reflect these issues, therefore proving your awareness of and respect for their 

viewpoint. 

 Message development: Focus your messages on being open about what 

happened, owning any errors, and stressing future preventive strategies. This 

strategy enables credibility and trust to be rebuilt. 
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 Channel selection: Choose the best means of communication for your target 

group. Based on where your stakeholders most likely interact, blend traditional 

and digital media. 

 Timely execution: Early implementation of your post-crisis communication plan 

will help to show responsiveness and situational control. 

 Mechanism of feedback: Incorporate a means for stakeholders to comment on 

your crisis reaction. One could accomplish this by direct correspondence, social 

media, or polls. 

 Continuous improvement: Using the comments you get can help you enhance 

and strengthen your communication plans. Enhancing your crisis management 

strategies and learning from the crisis depends on this stage. 

 

 Knowledge Check 2 

State whether given statements are true or false.  

1. Hiding transparency following a crisis helps to restore credibility and 

confidence. (False) 

2. Early implementation of your post-crisis communication plan will help to 

show responsiveness and situational control. (True) 

3. Analyse the degree of the crisis's influence on the company and its 

stakeholders to grasp it completely. (True) 

 

 Outcome-Based Activity 2 

Create an imaginary crisis situation and ask the students to develop strategies for 

managing that crisis situation.  

 

16.5 Summary  

 Crisis communication is the set of tools, methods, and technology that let a 

company communicate successfully under a significant threat to its reputation or 

operation. 

 The episode prompted the business to launch innovative, industry-leading tamper-

evident packaging. Johnson & Johnson kept their market share and rebuilt 

consumer confidence by being open and acting quickly. 
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 Making sure messages are consistent is one of the objectives of crisis 

communication preparation. Every audience will search for information particular 

to them both during and after an incident. 

 The period following a crisis is when the company is getting back to its usual 

operations. The crisis communication team might start reputation rebuilding in 

this phase to help the brand be rebuilt. 

 The company is going back to business as usual in the phase following the crisis. 

Although management's focus now is elsewhere, the problem nevertheless calls 

for some attention.  

 

16.6 Keywords 

 Crisis communication: During times of crisis or significant occurrences, crisis 

communication is the strategic practice of efficiently managing and distributing 

information to minimise harm, preserve public confidence, and direct suitable 

actions and reactions. 

 Post-crisis communication: Including follow-up data, the post-crisis period seeks 

strategies to better equip for future catastrophes and satisfies promises made 

during the crisis phase. 

 Crisis communication plan: Crisis communication is a methodical way your 

company manages and reacts to unanticipated, disruptive, or destructive 

situations.  

 Crisis management: Crisis management is the method by which a company 

handles a disruptive and unanticipated incident endangering the company or its 

stakeholders. 

 

16.7 Self-Assessment Questions 

1. What do you mean by crisis communication? 

2. What are the steps involved in developing a crisis communication plan? 

3. Why is developing a crisis communication plan important? 

4. What do you mean by post-crisis communication? 

5. What strategies are used for managing post-crisis communication? 
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