
Study 
Text IC

A
P

 

P 
 

Business communication 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 

 

 
 
  



 

© Emile Woolf International  ii The Institute of Chartered Accountants of Pakistan 

Third edition published by  
Emile Woolf International 
Bracknell Enterprise & Innovation Hub 
Ocean House, 12th Floor, The Ring 
Bracknell, Berkshire, RG12 1AX  United Kingdom 
Email: info@ewiglobal.com 
www.emilewoolf.com  
 
 
© Emile Woolf International, September 2019 
 
All rights reserved. No part of this publication may be reproduced, stored in a retrieval system, or transmitted, 
in any form or by any means, electronic, mechanical, photocopying, recording, scanning or otherwise, without 
the prior permission in writing of Emile Woolf International, or as expressly permitted by law, or under the 
terms agreed with the appropriate reprographics rights organisation. 
 
You must not circulate this book in any other binding or cover and you must impose the same condition on 
any acquirer. 
 
 
Notice 
Emile Woolf International has made every effort to ensure that at the time of writing the contents of this study 
text are accurate, but neither Emile Woolf International nor its directors or employees shall be under any 
liability whatsoever for any inaccurate or misleading information this work could contain. 
 

 
 
 
 
 
 

 
  



 
 
 

© Emile Woolf International  iii The Institute of Chartered Accountants of Pakistan 

Assessment of Fundamental Competencies 
Business Communication 

 

 C 
 

 

 

Contents 
 
 

 Page 

Chapter   

1 The communication process 1 

2 Business communications 29 

3 Seven Cs of effective communication 61 

4 Intra-personal and interpersonal skills 81 

5 Forms of business communication 103 

6 Written business messages 145 

7 Letters and circulars 167 

8 Business reports 199 

9 Electronic communication 231 

Answers to self-test questions 259 

Index 263 



Business Communication 

 

© Emile Woolf International  iv The Institute of Chartered Accountants of Pakistan 
 

 



 

© Emile Woolf International  1 The Institute of Chartered Accountants of Pakistan 

Assessment of Fundamental Competencies 
Business Communication 

 

C
 H

 A
 P

 T
 E

 R
 

1 
 

 

 

The communication process 
 
 
 

Contents 

1 Introduction to communication  

2 Communication systems 

3 Barriers to effective communication 

4 Impact of ICT on communication  

5   Communication networks 

6   Chapter review 

Self-test 

 
 
 
 
 
 
 
 



Business Communication 

 

© Emile Woolf International  2 The Institute of Chartered Accountants of Pakistan 

1 INTRODUCTION TO COMMUNICATION 

 
Section overview  

  Definition and objectives of communication  

 Effective communication 

 Direction of communication 

 Axioms of interpersonal communication 

 Paralanguage 

1.1 Definition and objectives of communication 

 

Definition: Communication 

With respect to the Business Communication syllabus, communication can be defined as: 

“The imparting or exchanging of information by speaking, writing, or using some other medium”. 

Communication is an ever-present feature of both commercial and personal life whether initiated 
consciously (e.g. writing a report or email) or sub-consciously (through non-verbal cues such as 
body-language). 

To emphasise the relevance of communication in business, Harold Janis (a writer on 
organisational psychology) observed: 

“The world of Business is a world of action. Products are designed, made and sold. People are 
hired and services rendered. Policies are devised and implemented. Jobs are learnt and 
performed. Yet there is no practical way in which any of these events can take place without 
communication”. 

It follows then, that effective communication is critical in business given the volume of information 
that flows in, out and within a business. Dedicating appropriate time and effort to checking, 
reading, understanding and absorbing information and the associated communication of that 
information is required to ensure communication is effective and achieves its objectives.  

Ultimately, communication will have an impact on the profitability of an organisation which in the 
extreme could make the difference between success and failure. 

The key purposes of communication can be summarised as: 

 Acquiring information – collecting, analysing, checking and processing numerous types 
of communication both internal and external to an organisation. This often involves 
initiatives to generate ideas and solutions. 

 Disseminating information – sharing information to those who need it to perform their 
job, make a decision or solve a problem. This might involve co-ordinating plans and 
communicating goals and structures. 

 Maintaining relationships – relationships between co-workers and with both suppliers 
and customers need managing through effective and appropriate communication to ensure 
continuity of operations and ultimate profitability of the organisation. 

The benefits of good communication mean that everyone who needs to be aware of something is 
fully informed and up-to-date. This means that effective and appropriate decisions can be made 
in a timely manner. 

1.2 Effective communication 

Communication should demonstrate the following characteristics in order to maximise its impact: 

 Accurate – Facts and figures including numbers, times, dates and names must be 
accurate as inaccuracies can create a bad impression for an organisation which can 
ultimately impact on its profitability. Imagine how upset you would be if you received the 
wrong amount of salary (too low) one month, if you were a supplier and were paid the 
wrong amount (too low) by one of your largest customers or if you are a corporate 
customer and were sent the wrong type or amount of goods. 
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 Appropriate media and channel – This means selecting the right type of communication 
such as an e-mail, letter, telephone call, report or meeting. Before communicating 
something consider how you would feel and what message you would actually receive if it 
was you receiving that particular message via that particular type of communication. 

 Clear – There should be little doubt as to what is meant by the communication. This 
requires careful choice of language and keeping the communication as simple as possible. 

 Appropriate language (image and tone) – The image and tone that are portrayed reflect 
both the sender and their organisation. It is particularly important when communicating 
with parties external to the business to set the right image and tone to ensure the message 
being communicated is not distorted and misinterpreted. 

Common advice around language includes: 

 avoid using complex words; 

 support words with tables, graphs and other images; and 

 avoid jargon and technical terms unless absolutely essential. 

 

Definition: Internal communication 

Communication between those that work within the organisation such as team colleagues, 

management and other members of staff. 

 

 

Definition: External communication 

Communication with those from outside the organisation such as customers, suppliers, the press, 

lobby groups, the Government and banks. 

1.3 Direction of communication 

The concept of “direction of communication” can be applied to situations where some kind of 
hierarchy or structure exists. This might be as equally relevant within a family or social group as 
well as the business environment. 

 

Vertical 

 Managers communicate downwards when issuing instructions and briefing their teams. 

 Employees would communicate upwards when reporting back to their managers with 
updates and results on work performed. 

 Vertical communication is typically more formal as it recognises the different levels within 
the hierarchy. However, there can be challenges in ensuring that upward communication is 
effective in large organisations. For example: 

 Subordinates may consider that the seniors would not be interested in the opinions or 
information given by the subordinates. 

 Subordinates may think that the seniors are busy and already facing information 
overload and would not have time to consider the problems or suggestions provided 
by subordinates. 

 Subordinates may fear that reporting of a problem or communication of a grievance 
may result in antagonizing or disappointing the seniors which may have adverse 
consequences. 

 Subordinates may fear that the upward communication may be considered by their 
colleagues as a way of getting closer to their seniors and seeking favours. 



Business Communication 

 

© Emile Woolf International  4 The Institute of Chartered Accountants of Pakistan 

Horizontal (also called ‘lateral’) 

 Horizontal communication occurs between peer groups and people of similar standing. 

 Horizontal communication may be formal or informal depending on whether it occurs 
between colleagues and friends (more likely to be informal), or external to the organisation 
or group (more likely to be formal). 

Diagonal 

 Diagonal communication describes the simultaneous combination of vertical and horizontal 
communication. 

 In a commercial environment this might involve cross-team communication when co-
ordinating projects, innovating new ideas or problem solving.  

 The technique can be used to by-pass blockages in the usual vertical reporting line such 
as when a line manager is on holiday, or when technical input is required outside the usual 
sphere of expertise. 

1.4 Axioms of interpersonal communication 

A significant amount of communication occurs subconsciously. You don’t need to think about 
subconscious communication – it happens automatically.  

The outcome of subconscious communication may not necessarily create the desired result. 
Even when you think you are not sending a message, the absence of a message is a message in 
itself (this is referred to as “one cannot not communicate”). 

The axioms of communication attempt to explain how miscommunication can occur if the 
communicators are not subconsciously aligned. Axiom theory argues that if one of the axioms is 
disturbed, communication may fail. 

The axioms are: 

 Inevitability of communication (one cannot not communicate) – This refers to the fact 
that individuals cannot remain isolated without communicating or being in an 
uncommunicative state.    

An individual with an expressionless face may not appear to be communicating with others 
in a group, but may by no means be uncommunicative. The lack of interest is a message 
in itself and may express boredom or a concern for something else. 

 Content and relationship dimensions of communication -  In certain situations, aside 
from the content of the message, an understanding of the differences in the nature of the 
relationship between the sender of the message and the recipient could lead to a better 
understanding of the message.  

A lack of understanding of the relationship dimension of communication could give rise to 
conflict and misunderstanding in spite of the fact that the content dimension of the 
communication may essentially be the same in similar situations.  

The communication has a relationship dimension which exists between the parties in terms 
of family ties, status and nature of association. This needs to be kept in mind when 
interpreting the message and understanding the message that is actually communicated.   

 Irreversibility of communication – Irreversibility of interpersonal communication means 
that what has once been said or communicated cannot be retrieved, withdrawn or called 
back.  

However, the adverse impact of the message can subsequently be mitigated by sending a 
qualified message or an apology – for example adding “only joking” after having criticised 
someone. 

The Irreversibility of Communication imposes an obligation on the sender of the message 
to exercise care and abstain from stating something which may later cause 
embarrassment or regret. 
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 Digital and analogic – Human communication involves both digital and analogic 
components. 

‘Digital’ refers to discrete, defined communication elements such as words and specific 
gestures with generally agreed meanings (e.g. the “V” peace sign). 

‘Analogic’ describes communication where the act ‘evokes’ a particular inference. For 
example shaking a fist in someone’s face would evoke a message of aggression and 
violence.  

 Defining relationships by punctuation – This axiom describes how each person 
perceives (or punctuates) a communication sequence. Both the sender and receiver of 
information structure the communication flow differently and therefore interpret their own 
behaviour during communication as merely a reaction on the other's behaviour. 

To punctuate a communication means to interpret an on-going sequence of events by 
labelling one event as the cause and the following event as the response. This means that 
each party in the communication thinks the other one is the cause of a specific behaviour. 

 Symmetric or complementary – Symmetrical interaction describes interaction based on 
equal power between the parties. Conversely, complementary interchange describes 
interaction based on differences in power between the parties.  

This could be re-phrased as saying communication is either symmetric or complementary 
depending on whether the relationship of the parties is based on differences or parity. 

These concepts manifest in three ways: 

 One-up – one party attempts to gain control of an exchange by dominating the overall 
communication; 

 One-down – one party attempts to yield control of an interaction or submit to another 
party; and 

 One-across communication is a transient state where the communication aims to 
neutralize a situation. 

Where parties adopt the same style (one-up, one-down or one-across) it is described as 
symmetrical. 

When parties use opposing styles it is seen as complementary, for example parent/child or 
boss/employee. Complementary styles can be highly efficient depending on the situation – 
for example the hierarchy of officers and soldiers in the army. 

1.5 Paralanguage 

Paralanguage is similar in concept to the axioms of interpersonal communication as it relates to 
something other than the words themselves. 

 

Definition: Paralanguage 

Paralanguage describes the vocal yet non-verbal part of communication. Variances in speed, tone, 

volume, voice and stress on words can convey different meanings to the recipients in spite of using 

the same words. 
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2 COMMUNICATION SYSTEMS  

 
Section overview  

  The communication model (‘process of communication’) 

 Context 

 Methods of communication  

 Communication media 

 Universals (components) of interpersonal communication 

2.1 The communication model (‘process of communication’) 

Whilst there are many different ways in which organisations can collect, share and disseminate 
information they are all based on the same underlying communication model as shown below: 

 

 

Components of the communication process 

 Sender: The sender generates a message and selects the most appropriate 
communication method. 

 Encoding: The message is then encoded and transmitted to the intended recipient (known 
as the receiver). 

 Receiver/decoding: The receiver decodes (interprets) the message to understand what 
the message is about and what action (if any) is required. 

 Feedback: The receiver then provides feedback to the original sender to show that they 
have received and understood the message. 

2. 
Transmitter 
encodes the 

message

3. The 
encoded 

message is 
transmitted

4. Encoded 
message is 
received

5. Receiver 
decodes the 

message

6. Receiver 
provides 
feedback

1. Generate 
a message
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The diagram below introduces some terminology with respect to the communication model: 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Definitions 

 

Definition: Sender 

The sender is the person or organisation who is recognised as being the originator of the message. 

In most cases the sender would be a specific person. However, reports, letters, memos and 

prospectuses may be communicated in the name of a team or even a whole company.  

For example, an IT helpdesk may share a group e-mail address that ensures employees can access 

24-hour help using the same group email address. 

Another example would be the statutory audit report which is typically signed in the name of an 

audit firm rather than an individual partner. 

 

 

Definition: Recipient 

Whilst it may seem obvious that the recipient represents all those who receive a message the key 

point is that we need to consider who the recipient is to ensure we use the appropriate media, 

channel and style with which to communicate. 

Is the message being sent to an individual, team, company, bank, friend etc.? Is the recipient a 

customer, client, advocate, ally, enemy etc.? 

Considering the answer to these questions before sending the message should contribute towards 

more effective communication – using an appropriate tone, getting the greeting right and 

considering the needs of all the message stakeholders. 

 

Sender 

Medium 

E.g. Letter 

Recipient 

Distortion 

Distortion 

Noise 
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Definition: Medium 

Think of medium being the message itself rather than how it is sent (which is the channel – see 

below). 

Examples of communication media include letters, memos, emails, reports, presentations and 

phone calls. Section 2.4 below explores more examples and also discusses when it is most 

appropriate to use each medium. 

 

 

Definition: Channel 

The communication channel is the route by which the message is transmitted from the sender to 

the recipient. 

If we take a letter (the medium) as an example, this could be transmitted as follows: 

 Telecommunications: The letter could be read out on a telephone call. 

 Internet: The letter could be emailed. 

 Post: The letter could be printed and then sent in the post. 

 Notice board: The letter could be printed then posted on a staff notice-board by the coffee 

machine. 

 

 

Definition: Noise 

Noise is any kind of interference that damages the actual message that is being sent. 

For example, a heavy storm may mean that the phone connection is weakened and keeps 

breaking up so only part of the spoken words can be heard by the recipient. 

Another example might be when watching a television programme and the picture breaks up every 

time the electronic garage door is activated (due to electro-magnetic noise). 

There are four types of noise: 

1. Physical noise: Physical noise is something external to the speaker and listener that makes it 

difficult to hear what is being said – for example loud background music in a restaurant, 

extremely high temperatures or very bright (or dim) lighting. 

2. Psychological noise: Psychological noise refers to inert qualities that impact how we 

communicate and interpret others. For example a loss of concentration or a wandering of the 

mind, preoccupation with a problem, battling with prejudice. 

3. Physiological noise: Physiological noise describes the interference to either the sender or 

recipient from any physiological issue that interferes with communication. Examples might 

include a migraine, hunger, fatigue or medication. 

4. Semantic noise: Semantic noise describes the lack of a shared meaning in communication 

which arises from using terminology and jargon. This exists when words themselves are not 

mutually understood and can often arise in technical areas such as discussions with lawyers, 

medical professionals, accountants and scientists (amongst others). 

 

 

Definition: Distortion 

Distortion and noise are often confused and referred to interchangeably as they both result in the 

same outcome – i.e. the message not being fully understood by the recipient. 

However, whereas noise damages the message that is actually transmitted (meaning that only an 

incomplete message is received), distortion refers to the misinterpretation of a complete 

message. 

A common example would be the use of humour in messages which in the absence of visual 

signals and body language can often be misinterpreted. Another example might be when a 

recipient interprets the message as having being a sharing of information whereas the sender 

intended the message to trigger an action. 
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Definition: Message 

A message is the actual object of communication – the communication that contains information, 

advice, news, a request or similar. For example it could be the underlying idea or theme in an 

advert (e.g. a notice or announcement promoting a product, service or event or publicizing a job 

vacancy), or the central (or primary) content or information that passes from a sender to a receiver. 

The central (or primary) content ultimately refers to the reason for sending the message e.g. a 

request by a manager for an employee to prepare a report by the end of the day.  

In business terms the message might be: 

 Answers to a question. 

 Information that the recipient should remember that could be useful in the future 

(commonly referred to as “for-your-information” (FYI). 

 A call to action – i.e. asking the recipient to do something. 

 

 

Definition: Feedback 

Feedback is a confirmation or response that a message has been received and understood. 

During email communication this may take the form of a very brief email confirming receipt of the 

sender’s initial email. However, such a brief reply in itself does not necessarily confirm that the 

message has been correctly understood. This is where a longer response can help to articulate 

exactly the message that the recipient has interpreted. 

Feedback is a powerful technique when used in verbal communication (e.g. face-to-face, telephone 

or videoconference). A simple exchange may involve the following: 

 Person 1 states their point which person 2 listens to. 

 Person 2 then repeats back in their own words what they understood the 

message to be. 

 Person 1 confirms that the message that person 2 has received is the 

message they meant to communicate (great!). 

2.2 Context 

The sender must appreciate the context in which they are communicating a message in order to 
ensure they adopt the most appropriate way to communicate information. As well as considering 
whom the receiver is and the nature of the information being communicated, they may also need 
to factor in for example whether the message incorporates good news or bad news, whether it 
may be time critical or whether it may require a decision to be made. 

Contextual considerations when selecting the appropriate form of communication include: 

 Formal vs. informal: Formal communications include contracts, business letters and 
reports whereas informal communication include telephone calls and face-to-face 
discussions. 

Consider the difference between how you communicate with your family and friends 
compared to how you might communicate with a client or supplier in the workplace. 

Communication between family and friends is typically informal and spontaneous. The 
language used might incorporate humour and slang and the form of address is more likely 
to be familiar and casual. 

Compare this with communication in the workplace where communication is normally 
much more formal and less spontaneous. Careful thought and consideration would be 
applied to writing a report or memo to a client before sending it to ensure it is accurate and 
doesn’t create undue risk for the sender. Forms of address would often be more formal 
with terms such as “Mr” or “Sir/Madam” being commonly used 
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 Confidential vs. non-confidential: Sensitive information that is only intended for the 
receiver should be marked as confidential and not communicated to other parties. For 
example payroll data and client data are usually confidential to the sender and receiver.  

There are often laws that an organisation must abide by to protect third parties and 
employees from the misuse of personal and sensitive data. 

Professionals such as accountants, lawyers and doctors owe their clients a duty of 
confidentiality and must ensure that communication does not breach that duty 

 Urgent vs. non-urgent: Be clear on the prioritization of messages that are communicated. 
Some may need dealing with immediately (e.g. booking flights at an airline or rooms at a 
hotel which require ‘real-time’ up-to-date information) whilst others may be more routine 
and allow a longer period before needing action (e.g. a review of a set of accounts that 
needs to be filed with the tax authorities in a month’s time). 

Communication relating to health and safety issues typically relates to the present. Such 
communication is needed to reduce a risk whether it be to evacuate from a pending 
hurricane or tsunami or whether it is needed to warn about the long-term effect of eye-
strain from over-use of computers in the workplace.  

The urgency context is relevant to how the message is created and communicated. For 
example it is critical to convey a warning about a fire immediately, and to all people, hence 
the use of oral and visual fire alarms to communicate the warning instantly. However, 
guidance on the long-term health impact from the use of computer monitors might be 
circulated to employees in an internal memo, or posted on a noticeboard for employees to 
absorb when convenient. 

 Internal vs. external: Meetings, memoranda and notices are typically more appropriate for 
internal communications whereas letters and e-mails are often better suited to external 
communications. However, there is overlap between how the same channel can be 
applied to both internal and external communications by adjusting for example the 
language and tone. 

2.3 Methods of communication 

The following table demonstrates the four key methods of communication: 

Method Explanation and examples 

Written  Reports, e-mails, letters 

Oral  Face-to-face discussion, telephone conversation 

Consider your own experience in that people typically use a 
multitude of gestures and facial expressions to emphasize  and 
articulate their message. Many studies conclude that this non-verbal 
communication (also called body language) is far more persuasvie 
than the actual message itself. 

Visual  Face-to-face discussion, videoconferencing, notice-boards 

Pictorial  Examples: Charts, drawings , graphs  

Note that the prime purpose of visual aids is to communicate with 
greater clarity and increase the level of understanding among the 
audience. 

       In order to achieve the optimum benefit in a presentation: 

- Visual Aids should be used sparingly to highlight and give 
greater credibility to key points. Excessive use of Visual Aids 
would lose their efficacy. 

- Visual Aids must be clearly visible to the entire audience. It is 
irritating for the audience to listen to a presentation that has 
visual aids which can be seen only by a portion of the audience 
in the room. 
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Method Explanation and examples 

- Visual Aids should be displayed only at the relevant points in the 
presentation and should be removed/switched off before moving 
on to the new information. An irrelevant Visual Aid creates 
distractions among the audience. 

- A Visual Aid should contain only such information which can be 
easily comprehended by the audience. 

- A Visual Aid showing Clip Arts from well-known sources should 
be avoided as it shows lack of original professional knowledge 
of the subject. 

- After offering the explanation of the contents of the Visual Aid, 
the speaker should immediately turn face towards the audience 
and continue to speak. 

2.4 Communication media 

Different situations will lend themselves to a different choice of communication medium. The 
types of medium include: 

Medium When most appropriate 

Telephone  Ideal for most informal and some formal communication. 

Teleconference  When more than two individuals in remote locations need to share a 
telephone conversation.  

 Often used for internal communication (common) and sometimes for 
external communication too (less common). 

Fax  Copies of documents need sending to a different physical location. 

 Note that faxes have largely been superceded by the sending of 
emails with electronic copies of the documents attached. 

Letter  Formal external communication that requires an audit trail (proof). 

Advertisement  Designed primarily for external individuals and groups.  

Videoconference  An upgraded version of teleconferencing that includes vision with the 
voice.  

 Frequently used for internal meetings between groups of employees 
in remote locations. 

Drawings, graphs 
and charts 

 Used to enhance information and make complicated information 
easier to understand. 

 Typically used as part of another medium – e.g. reports or 
presentation. 

Face-to-face  Appropriate to a multitude of situations occurring both internally and 
externally, formally and informally. 

 Examples might include a formal internal employee appraisal or an 
informal external client meeting. 

Memoranda  Normally restricted to internal use for disseminating infromation to 
staff by management – e.g. quarterly sales summaries or notice of a 
fire alarm test. 
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Medium When most appropriate 

Financial 
documents 

 These documents can include both internal (e.g. forecasts and 
analyses for assisting with purchasing and sales strategies) and 
external (e.g. annual report and accounts, or business plan for a bank 
loan application).  

E-mail 

 

 

 

 

 

 

 E-mail is widely used (arguably over-used leading to ‘drowning in 
email’!) throughout organisations both internally and externally, 
formally and informally. 

 Often used internally for ‘posting’ information such as instruction 
manuals and policies and procedures. 

 Could also be adopted for external use for keeping customers up-to-
date with product offerings, technical updates and other company 
information. 

Electronic bulletin 
boards 

 

 Often used internally for ‘posting’ information such as instruction 
manuals and policies and procedures. 

 Could also be adopted for external use for keeping customers up-to-
date with product offerings, technical updates and other company 
information. 

2.5 Universals (components) of interpersonal communication 

A number of scholarly writers use a model called the ‘Universals of communication’ to describe 
the various components of interpersonal communication. The model includes ten components as 
follows: 

Universal Explanation 

Source-receiver An interpersonal communication requires at least two persons – the 
sender (source) and the receiver. Furthermore, the Universals model 
states that interpersonal communication needs to be two-way (source-
receiver) – for example a public speech is one-way and therefore not 
considered interpersonal communication. 

Encoding-
decoding 

Interpersonal communication requires the message to be reduced to 
written or spoken form (encoding), sent (sound and light waves) then 
decoded by the receiver. 

Competence 
and 
performance 

Competence in a common language is necessary for effetive encoding-
decoding. Furthermore, competence in communication skills is also 
required, for example understanding the impact of the mode of address 
(e.g. addressee’s position), when to speak and when to keep silent, and 
being able to adapt the message in relation to the context. Most of these 
skills are initially learnt in childhood then developed throughout life. 

Message and 
their channeling 

Interpersonal communication involves the sending of a signal 
(message) to the receiver, whether by gesture, voice, visual, touch, 
smell, taste or a combination thereof. 

The channel is the medium through which a message is conveyed. 

Noise See above. 
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Universal Explanation 

Self feedback 
and feedback 
from others 

Feedback was introduced earlier. In the context of the Universals,  self-
feedback refers to the sender hearing themselves and sensing their 
movements in order to correct themselves, rephrase something, or 
confirm their communication was successful. 

Context Context refers to the specific dynamics that impact on a particular 
interpersonal communication. They include three dimensions: 

 Physical – i.e. where the communication takes place e.g. school vs. 
funeral, parlour vs. office; 

 Social/psychological – This dimension includes status (e.g. 
teacher/pupil), culture and the roles and games people play; and 

 Temporal – the timing of the communication both in respect of the 
time of day, but also the timing of the communication relative to 
other things – e.g. after a break, or telling a joke after delivering bad 
news. 

Field of 
experience 

This refers to the relative experience of the people who are 
communicating and must be taken into account to ensure 
communication is effective.  

For example a qualified accountant who has completed all his training 
has experience of the tasks they may be asking a trainee accountant to 
perform and can manage the trainee accordingly. 

Where people have not shared the same experiences they will need to 
empathise with others in order to share effective communication. 

Effects This universal refers to the effect that interpersonal communication has 
on someone i.e. all interpersonal communication has some kind of 
impact on each person. 

Ethics This universal refers to the moral code of right and wrong and presides 
that ethics may (or may not) specifically exist as a reference point in 
communication.  
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3 BARRIERS TO EFFECTIVE COMMUNICATION 

 
Section overview  

 
 Barriers to effective communication 

  Improving communication 

3.1 Barriers to effective communication 

 

Definition: Barrier to communication 

Any circumstance that prevents the message from being communicated as intended by the sender 

to the recipient. 

There are many reasons why the message that the sender sends is not the message that the 
receiver receives and interprets. Barriers might include: 

 Issues in the relationship between the sender and receiver that can lead to bias. 

 Noise – physical interference that damaged the message as it was being communicated. 

 Confusing and conflicting messages leading to distortion. 

 Selecting the wrong channel, for example trying to explain a complicated concept with 
words when a diagram and logical written explanation would be more effective. 

 Suffering interruptions and distractions during transmission of the message 

 Receiver does not provide feedback. 

 Lack of information – for example contextual information that is critical to understanding 
how to interpret a message. 

 Faulty systems – e.g. weak mobile phone signal. 

 Stereotyping assumptions that the recipient has a particular level of understanding. 

 Use of technical jargon or complicated language. 

 Poor listening skills of the receiver – lack of attention, inability to absorb information or 
perceptual selection (in simple terms ‘selective hearing’ – i.e. hear only what they want to 
hear). 

 Non-verbal signs that contradict a verbal message (for example shaking the head – which 
would imply “no” – whilst actually saying “yes”). 

 Information overload. This can become a huge issue particularly with emails whereby the 
recipient is so swamped with the volume of messages that they are simply unable to read, 
interpret and act on all the communications received. 

 Differences in education and/or social background leading to cultural differences and 
varying interpretations of the same message. For example in many countries around the 
world a ‘thumbs-up’ is a positive ‘good news’ gesture (meaning “ok”, “yes”, or ‘I approve”), 
whereas in some countries such as Afghanistan, Nigeria, parts of Italy, Greece and South 
America is it an offensive obscene insult. 

 Sender and receiver speak different languages. 

 Sender and receiver dislike each other and do not trust each other. 

 The recipient of the information may be biased either due to personal or cultural 
differences. 

 Physical distance between sender and recipient, for example Sydney- Australia and New 
York-USA time zones making arranging a videoconference difficult. 
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 Filtering of Information – this refers to the sender’s deliberate suppression or manipulation 
of information so that it may be seen in a more favourable perspective by the receiver. It 
includes concealment of information by the sender which is not considered to be in 
accordance with the expectations or viewpoints of the receiver. 

 Selective Perception – this describes the process by which the sub-conscious mind 
subjectively ‘decides’  which stimuli relating to an object, person or event are relevant and 
accepts only such  stimuli which do not contradict the interests, experience, background 
and attitude of the recipient and match (confirm) the individual’s viewpoints. All other 
stimuli are considered irrelevant by the recipient and ignored and rejected by the sub-
conscious mind.   

3.2 Improving communication 

Whilst the overall objective of this syllabus is to improve the reader’s ability to communicate more 
effectively in a business environment we can nonetheless very briefly introduce some key 
strategies here for improving business communication: 

 Encourage, facilitate and reward effective communication through the appraisal system. 

 Provide training and guidance in effective communication. 

 Minimise potential for misunderstanding by embedding guidelines and expected best 
practice within a firm’s policies and procedures. 

 Adopt technology, systems and procedures that reflect current best practice and keep the 
business up-to-date. 

 Manage conflict and politics both internally and externally. 

 Establish communications channels and mechanisms again within a firm’s policies and 
procedures. Ensure these are communicated to staff in a timely and effective manner. 

  



Business Communication 

 

© Emile Woolf International  16 The Institute of Chartered Accountants of Pakistan 

4 IMPACT OF ICT ON COMMUNICATION  

 
Section overview  

  The impact of ICT in communication 

 Challenges 

4.1 The impact of ICT on communication 

 

Definition: ICT 

ICT stands for “information and communication technologies’. This refers to technologies that 

provide access to information through telecommunications. 

ICT is similar to IT (information technology) but with a primary focus on communication 

technologies such as cell phones, wireless networks and the Internet. 

In recent years the world has become arguably irreversibly reliant on ICT for conducting both 
personal and business activities. Significant developments that have driven this reliance on ICT 
include: 

 Increased bandwidth – the amount of information that can be communicated at any one 
time continues to grow rapidly. 

 Sophistication and versatility of technologies –multi-use technologies are becoming main-
stream in many markets. Examples include tablet computers that can be used as 
telephones, smartphones with built-in cameras that can be used for video-conferencing 
and hands-free communications available in most vehicles. 

 New business models – for example: 

 Off-shoring helpdesks - the improvement in technological capability combined with 
reduced cost of telecommunications and local labour costs has seen a trend in 
traditional home-country based telephone help-desks being moved offshore to east 
European and central Asian locations. 

 Growth of automated call-answering. A number of menu and sub-menu options are 
offered which are then accessed through the telephone keypad. As a last resort the 
caller is connected to a live person. 

 Supporters of this system say that it saves costs and filters high volume of callers so 
that firms can focus on providing real help efficiently to those who genuinely need it. 
However, others say that the initiative alienates and frustrates customers to the 
extent that some custom is actually lost. 

 E-commerce – Developments in ICT including speed, bandwidth, security and accessibility 
have meant that the world is genuinely becoming a global market-place which changes the 
way businesses compete. 

4.2     Challenges 

Despite the trends described above a number of challenges remain that limit the use of ICT in 
communications: 

 Both personal and business expense may be prohibitively high to keep pace with rapidly 
changing technologies. This relates to both initial purchase and subsequent development 
and maintenance costs. 

 People and customers may simply prefer face-to-face communication. 

 People and businesses may lack the necessary skills and knowledge about what to buy 
and how to use it. 

 The strength and quality of Internet connections varies substantially around the world. 

 Significant (and justifiable) concerns exist around trust and security. This relates both to 
the loss of money as well as confidential data. 
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5 COMMUNICATION NETWORKS 

 
Section overview  

  Introduction  

 Systems of communication 

 Importance of communication 

 Communication network 

 Types of communication networks 

5.1    Introduction 

An organisation may be considered as an information processing system that collects and 
screens information, processes it, deduces it, transforms it and finally acts upon it. Information 
within an organisation flows through regular patterns of person-to-person interactions. 
Organisations develop structured communication channels, in which individuals occupy 
responsible positions for effective communication process. The flow of information is organised, 
managed and controlled. 

5.2 Systems of communication 

There are two key systems of communication: 

 Internal: Internal communication links the day-to-day operations in a business entity. This 
type of communication occurs within the same organisation, i.e. between or among 
officials and employees of the same organisation. 

 External: External communication or exchange of information and messages takes place 
between organisations and the individuals outside its formal structure.   

5.3 Importance of communication 

Communication is an essential ingredient of an organisation; without communication one cannot 
think of the existence of an organisation in the real world. We see numerous cases where people 
who go up the corporate ladder, realise that for managerial success, communication skills are 
ranked higher than technical skills. In the modern world, the business models rely heavily upon 
team work which in turn requires greater coordination and communication skills for getting things 
done from the subordinates, so managers need to be equipped with atypical communication 
skills. These qualities also help managers to establish strong links with the world external to the 
organisation. 

Organisations cannot function if the persons involved fail to communicate effectively. Good 
communication means good business. Communication serves many functions; it controls 
behaviour of employees, encourages and helps members to interact socially and paves the way 
for effective decision making. Effective communication helps to understand a person or situation 
in a better way. It enables co-workers to resolve differences and build trust and respect in the 
organisation.  

5.4 Communication network 

By a communication network within an organisation, we mean the channels through which 
messages pass from one person to another within the entity. These are the pathways along 
which information flows to groups and teams throughout the organisation. 

Organisational communication flows in multiple directions, i.e. upward, downward, horizontally 
and diagonally. These communication networks can be formal or informal; in either case, it is the 
communication network that connects senders and receivers.  

The choice of communication network depends on: 

 nature of the group’s tasks, and 

 extent to which group members need to communicate with each other to achieve group 
goals. 
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Communication network functions: 

The functions of communication networks include: 

 Providing the means for organising the activities of individuals, groups and other sub-units 
within the organisation. 

 Providing instruments for directing the activities of the organisation as a whole. 

 Facilitating the exchange of information within the organisation, and 

 Ensuring the flow of information between the organisation and the external environment in 
which it exists. 

5.5 Types of communication networks 

Formal networks: 

Formal communication within an entity takes places through approved organisational channels. 
These channels are sanctioned officially and are reflected in an organisational chart. The 
organisational chart defines the hierarchical arrangements and the reporting system in the 
organisation.  

They include the following major types: 

 Chain network: In the chain network, information is passed straight up or down the formal 
chain of command. One person passes information to others up/ down within the line of 
hierarchy, who then pass it further up/down their own chain of authority. It allows only 
vertical movement and is strictly hierarchical. Chain networks have a leader who decides 
as to what messages are to be sent and how these messages are to be communicated. 
Here each member communicates with the person above and below. It reflects upward 
and downward communication and exists in a vertical hierarchy. This type of network is 
suitable for tasks that have to be accomplished within a given time and without any 
deviation. However this type of arrangement does face the risk of losing some part of 
information at every successive level. Moreover persons at the bottom may also feel 
isolated and less motivated.  

 Y Network: Y network can be assumed as a variation of chain network; here messages 
are communicated vertically, between the subordinates and supervisors in the hierarchical 
arrangements. The information from the leader is shared simultaneously through two 
channels, who in turn pass on the information outwards. This arrangement can 
disseminate the information faster than the chain network. 

 Wheel Network: It is characterised by the central position of the leader, where the leader 
plays the key role to disseminate information. The primary communication occurs between 
the members and the group leader and then group leader shares the information with all. It 
is the feature of a typical work group. 

In wheel network, decisions can be made fast but group morale is low since others do not 
take an active part in decision making. The leader is very important and powerful. 

 Circle Network: The circle network is different from the wheel, chain, and Y networks. It is 
an example of horizontal and decentralized communication. The circle network assumes 
no leader; here there is complete equality. The members can communicate with persons to 
their right and left. Members have same restrictions, but the circle is a less constrained 
condition than the wheel, chain, or Y networks. 

Each member of the circle has the same authority or power to impact the group. The core 
issue is that information moves rather slowly, and might get distorted. However, morale is 
high because everyone participates in the decision making process. 

 All Channel network: The all channel or star pattern is an extension of the circle in that all 
members are equal and wield exactly the same amount of power to influence others, 
except that this pattern permits all group members to communicate actively with each 
other. This pattern allows for maximum member contribution. A prominent example is a 
self-managed team in which individual group members are free to contribute and no one 
assumes a leadership role. 
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Informal networks: 

 Grapevine: Within an organisation, formal networks are not the only communication 
system; there is also an informal system, known as the grapevine. In informal networks, 
information does not flow in a specific direction, does not make use of official channels of 
communication and can also be transmitted from one co-worker to another outside the 
organisation where the colleagues meet socially.  

Grapevine messages do not follow formal lines of hierarchy and are not controlled by the 
management. It is perceived by most of the employees as being more credible and reliable than 
messages sent through formal communication channels by top management. Efficient 
organisations make best possible use of the grapevine networks for constructive purposes.  

However, often it is difficult to determine the source of the original message, which creates a 
limitation and makes it difficult to ascertain the authenticity of grapevine information. It may also 
aim at serving the self-interests of individuals and groups to spread rumours. 
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6 CHAPTER REVIEW 

 
Chapter review 

 
Before moving on to the next chapter check that you now know how to: 

 Understand the objectives of communication and factors that contribute to making it more 
effective. 

 Define the communication process and illustrate its components including:  

 the mechanics of communications systems; 

 the direction of communication; and 

 the communications model, channels, methods and media of communication 

 Describe common barriers to effective communication and strategies that businesses 
incorporate to address those barriers. 

 Explain the impact that ICT has on communication and the challenges we face in incorporating 
ICT in communication. 

 List the universals of interpersonal communication. 

 Identify basic types of communication networks within an organisation and explain their 
importance therein.  
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SELF-TEST 

Q1 Which of the following describe the key purposes of communication? 

A Acquiring information, confusing competitors and maintaining relationships 

B Disseminating information, justifying prices and maintaining relationships 

C Acquiring information, confusing competitors and marketing campaigns 

D Maintaining relationships, disseminating information, acquiring information 

 

Q2 Which of the following are types of noise? 

A Physical, physiological and psychedelic 

B Semantic, psychological and physical 

C Physiological, monological and physical 

D Psychedelic, monological and semantic 

 

Q3 Which of the following correctly describes a component of the communication process? 

A Feedback: this is sent from the sender to the receiver to clarify the message that was sent 

B Encoding: this is where the message is interpreted by the receiver to understand what action 
needs taking 

C Receiver: the receiver decodes the message to understand what the message is about and what 
action (if any) is required 

D Sender: the sender generates feedback which is attached to the message that they send using 
an appropriate communication method 

 

Q4 Which of the following is NOT an axiom of interpersonal communication? 

A Irreversibility of communication 

B Inevitability of communication 

C Symmetric or complementary 

D Digital content and analogic relationships 

 

Q5 Which of the following is not a universal of interpersonal communication? 

A Receiver aspiration 

B Compliance and performance 

C Message and their channelling 

D Field of experience 

 

Q6 The most effective communication network for facilitating the emergence of a leader is 

_____________ network. 

A chain 

B all-channel 

C wheel  

D direct 
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Q7 The type of network meant for promoting maximum accuracy is _____________ network. 

A       chain 

B       direct 

C       horizontal 

D       all channel 

 

Q8 All of the following are recommendations for decreasing the negative outcomes of rumours EXCEPT 

A       explaining judgments and manners that may seem inconsistent or guarded 

B       explaining both positive and negative sides of future policies 

C       openly deliberating worst-case scenarios 

D       disregarding the situation because 90% of the time the problem goes away 

 

Q9 Five factors which in your opinion contribute towards improved receptivity of the message by the 

recipient of communication are:  

A Same aims, relevance, same belief, easy message, sender credibility 

B Same aims, relevance, same belief, easy message, same language 

C Nonverbal, relevance, same belief, easy message, same language 

D Same aims, relevance, humour, easy message, same language 

 

Q10 Indirect approach of communication is adopted in framing of business messages for: 

A Bad news 

B Persuasive messages 

C When audience is not receptive 

D A, B and C 

 

Q11 What are the steps that are generally followed in writing of indirect communications in business?  

A Explanation, safety valve, bad news, alternative suggestion, positive close  

B Safety valve, alternative suggestion, explanation, bad news, positive close  

C Safety valve, explanation, bad news, alternative suggestion, positive close  

D Bad news, safety valve, explanation, alternative suggestion, positive close 

 

Q12 As a Professional Trainer, you have just completed a 3 hour Training Session on the subject of 

International Trade Financing for a group of twenty Management Trainees of Phoenix Bank Limited. 
You are keen to measure the success of the presentation and would like to know the extent to which 
the trainees have absorbed and benefited from the lecture.  

 What are four different methods by which you can obtain feedback from the trainees? 

A Ask them to write a summary of the salient points made in the lecture 

B Ask them to give their opinion on the effectiveness of the lecture 

C Ask them to give examples of the application of the knowledge they acquired 

D A, B and C 
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Q13 TV panel interviews conducted with prominent personalities in various fields show that these 

individuals often lack good communication skills.  

 Choose the answer that best describes the four of the most common traits which are indicative of their 
unsatisfactory communication skills.  

(i) The interviewee tends to be over-talkative and attempts to dominate the discussions. 

(ii) The interviewee frequently interrupts the moderator or the other members of the panel. 

(iii) The interviewee is excessively critical of other participants. 

(iv) The interviewee engages in aggressive nonverbal posturing. 

(v) The interviewee is not attentive when the moderator or other members of the panel are 
speaking. 

(vi) The interviewee lacks confidence.  

A (i), (iii), (v), 

B (ii), (iv), (vi), 

C (i), (vi) 

D All traits listed above from (i) to (vi)   

 

Q14 Essential components of the Communication Process are: 

A Sender, Encoding, Message, Channel, Receiver, Feedback 

B Sender, Encoding, Message, Medium, Receiver, Feedback 

C Sender, Encoding, Message, Medium, Receiver, Feed forward 

D Sender, Encoding, Message, Context, Medium, Receiver, Feedback 

 

Q15 Drawbacks of communication of information through the Notice Board include:  

A Notice Boards are often treated with neglect and become untidy and irrelevant with the passage 
of time. 

B At times, graffiti and objectionable remarks may be written on the Notice Boards. 

C Information on Notice Boards is often ignored by the employees. 

D All of the above 

 

Q16 Which are not Universals of Interpersonal Communication? 

A Source-receiver 

B Encoding-Decoding 

C Compliance and performance  

D Perception 

 

Q17 Interpersonal communication can be between/among:  

A Two people 

B One to many 

C Many to one 

D All of the above 
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Q18 Inevitability of Communication refers to: 

A Importance of communication 

B Need of communication  

C Unavoidability of communication 

D All of the above 

 

Q19 “Communication involves a Process of Adjustment” refers to: 

A Adjusting speed of speaking 

B Adjusting as per the situation 

C Adjusting with the differences among the people involved 

D All of the above 

 

Q20 Feedback is a critical component of the communication process as it enables the sender to determine 

whether the message has been received or understood. Although feedback is of considerable 
importance in the communication process, it is observed that it is often ignored in certain situations. 

 Managers are often reluctant to provide Feedback to their subordinates, because of: 

A Fear for the other person’s reaction 

B Lack of communication skills in managers 

C No interest in juniors 

D All of the above 

 

Q21 First step in making Feedback acceptable to subordinates in difficult situations is:  

A Use a soft entry. Do not give the feedback immediately – give the person an opportunity to be 
prepared for the potentially unfavourable feedback. 

B Offer a straightforward and simple feedback as it is effective in most of the cases. 

C Seek permission to provide the feedback. Ask if it is an appropriate time or if the subordinate 
would prefer to select another time and place. 

D Advise the subordinate that the change in behaviour would have a positive impact and outcome. 

 

Q22 Written Communications and Oral Communications serve different purposes in different business 

situations and the appropriateness of any one of them would depend on the circumstances creating 
the need for communication. 

Written Communication is more appropriate when: 

A The risk of distortions have bigger consequences 

B Proof of communications is required  

C Technical details need to be communicated 

D All of the above 

 

Q23 Information overload is: 

A When information provided is more than requirements 

B When information is very useful for the purpose 

C When information is full of technical details 

D All of the above 
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Q24 Horizontal Communication can be defined as communication: 

A Between two directors 

B Between two managers 

C Between two officers 

D All of the above 

 

Q25 Filtering of Information is: 

A Sender’s deliberate suppression or manipulation of information  

B Concealment of information by the sender 

C Unethical 

D All of the above 

 

Q26 In Selective Perception: 

A Sub-conscious mind subjectively ‘decides’ what to accept 

B Stimuli considered irrelevant are ignored and rejected  

C Ethics are compromised 

D All of the above 

 

Q27 Semantic Noise is: 

A Because of excessive use of jargon and complex words 

B Because of psychological problems  

C Because of physiological problems  

D  All of the above 

 

Q28 What are the characteristics of “Noise” in communication? 

A Disturbance which interferes with the transmission and understanding of a message 

B Reduces the effectiveness or causes confusion or affects the clarity of the message being 
transmitted 

C Comes in from environment 

D All of the above 

 

Q29 Physical noise is: 

A Interference from the external environment during the conveyance of the message 

B The differences in the manner in which the receiver processes and interprets the message 

C Interference in the delivery of message due to differences in language, social and educational 
backgrounds  

D All of the above 
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Q30 Psychological noise is: 

A Interference from the external environment during the conveyance of the message 

B The differences in the manner in which the receiver processes and interprets the message 

C Interference in the delivery of message due to differences in language, social and educational 
backgrounds  

D All of the above 

 

Q31 Semantic noise is: 

A Interference from the external environment during the conveyance of the message 

B The differences in the manner in which the receiver processes and interprets the message 

C Interference in the delivery of message due to differences in language, social and educational 
backgrounds  

D All of the above 

 

Q32 Mark the correct statement(s) about nonverbal and verbal communication 

A Nonverbal communication takes place even in the absence of verbal communication 

B Nonverbal communication is usually considered to be more important and reliable if there is a 
contradiction between nonverbal communication and verbal communication 

C Nonverbal communication is a more effective way of showing emotions and attitudes than verbal 
communication 

D All of the above 

 

Q33 Identify the medium most suitable for quick, inexpensive, effective, and reliable communication. 

A Email Message 

B Face-to-face Conversation 

C Fax 

D Letter  

 

Q34 Irreversibility of Communication is: 

A What has once been said or communicated cannot be called back 

B Adverse impact of the message can subsequently be somewhat mitigated  

C Imposing obligation on the sender to exercise care  

D All of the above 

 

Q35 Which statement is most appropriate for Inevitability of Communication: 

A It refers to the fact that individuals cannot remain isolated without communicating  

B Adverse impact of the message can subsequently be somewhat mitigated  

C Imposing obligation on the sender to exercise care  

D All of the above 
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Q36 Mark the most appropriate statement for Content and Relationship Dimensions of Communication 

A Adverse impact of the message can subsequently be somewhat mitigated  

B Relationship dimension exists between the parties in terms of family ties, status and nature of 
association which should be kept in perspective for understanding of the implications of the 
message 

C Imposing obligation on the sender to exercise care  

D All of the above 

 

Q37 The term Paralanguage refers to: 

A Non-verbal communication 

B Speed, tone, volume, voice variations and differences in stress on words  

C Vocalizations made in; crying, whispering, moaning, belching, yawning, and yelling 

D All of the above 

 

Q38 Vertical communication can be defined as:  

A Managers communicate downwards when issuing instructions and briefing their teams. 

B Employees would communicate upwards when reporting back to their managers with updates 
and results on work performed. 

C Vertical communication is typically more formal as it recognises the different levels within the 
hierarchy. 

D All of the above 

 

Q39 Horizontal communication is: 

A Horizontal communication occurs between peer groups and people of similar standing. 

B Horizontal communication may be formal or informal  

C Horizontal communication cannot be avoided 

D All of the above 

 

Q40 Diagonal communication refers to: 

A The simultaneous combination of vertical and horizontal communication  

B Cross-team communication when co-ordinating projects, innovating new ideas or problem 
solving 

C Bypassing blockages in the usual vertical reporting line such as when a line manager is on 
holiday, or when technical input is required outside the usual sphere of expertise 

D All of the above 

 

Q41 In recent years the world has become arguably irreversibly reliant on ICT for conducting both personal 

 and business activities. What are the significant developments in ICT that have driven this reliance? 

A Increased bandwidth – the amount of information that can be communicated at any one time 
continues to grow rapidly. 

B Sophistication and versatility of technologies. 

C A and B 

D None of the above 
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Q42 Identify the type of communication network in a case where an assistant reports to a department 

manager, who in turn reports to a store manager, who then reports to a regional manager? 

A   Wheel 

B   All channel 

C   Chain 

D   Horizontal 

 

Q43 Which of the following network refers to the communication being channelled through one person? 

A   All channel 

B   Chain 

C   Horizontal 

D   Wheel 

 

Q44 Rumours would most likely flourish in situations where there is  

A      mutual trust 

B      strong management 

C      an insignificant issue 

D      anxiety and ambiguity 

 

Q45 An unstructured committee is a good example of __________ network? 

A    wheel 

B    all-channel 

C   interpersonal 

D   circle 
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1 FUNDAMENTALS OF WORKPLACE COMMUNICATION  

 
Section overview  

 
 Definition of business communication 

 Organisations and stakeholders 

 Information needs of organisations 

 Goals of business communication 

 Formal and informal communication  

1.1 Definition of business communication 

 

Definition: Business communication 

Business communication involves the exchange of messages in a commercial environment.  

Reasons for exchanging messages include: 

 to promote a product, service, or the organization itself; 

 to inform and share information within a business; 

 to request a decision; and 

 to persuade the recipient of something.  

This chapter explores the various elements of business messages. 

1.2 Organisations and stakeholders 

Introduction 

In work, as in all aspects of life, people must communicate. They have to give instructions, 
provide information, obtain information, communicate ideas, listen to the ideas of other people, 
announce decisions (tell other people what they intend to do) and so on. 

The effectiveness of an organisation depends to a large extent on the effectiveness of 
communication by its managers and employees. 

The previous chapter emphasized the point that message senders should understand both the 
recipient and context in which the message is to be sent in order to maximise effectiveness of 
communications. 

This chapter further analyses the contextual characteristics of organisations and how they may 
impact the environment in which messages are communicated in the workplace. 

What is an organisation? 

 

Definition: Organisation 

An organisation is a social arrangement for the controlled performance of collective goals that has 

a boundary separating it from its environment. 

For example a car manufacturer, a grocery store and a golf club. 

The characteristics that differentiate organisations include: 

 Ownership – public or private 

 Control 

 Activity (i.e. what they do) – e.g. Agriculture, manufacturing, energy 
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 Orientation: profit (normally private sector businesses) or non-profit (e.g. charities and the 
public sector – schools and the government) 

 Size 

 Geographical location 

 Legal status – incorporated, partnership, sole trader 

 Source of finance 

 Technology 

Knowledge of the above will assist the sender in adopting the appropriate communication 
medium, channel and content. 

Why do organisations exist? 

The common benefits of organisations include: 

 They can overcome individual limitations. 

 They can enable specialisation. 

 Synergies can be identified that save both time and money. 

 They can enable the accumulation and sharing of knowledge as well as the pooling of 
expertise. 

The above can be summarised by saying that organisations have the ability to vastly improve 
productivity through blending complimentary skills and achieving economies of scale. 

Stakeholders 

 

Definition: Stakeholder 

A stakeholder is a person, group or organisation that has a stake in the organisation – i.e. an 

interest to protect in respect of what the organisation does and how it performs. 

Understanding who the stakeholders are and what motivates them is another important 
contextual perspective in promoting effective communication.  

For example one particular stakeholder may not be motivated by saving money but rather 
achieving a 99.9% safety critical service (e.g. when buying an emergency fire alarm system). In 
this case we should ensure that communication appropriately reflects the importance of the 
safety critical objective. Therefore when marketing the fire alarm system the focus should be on 
safety features and saving lives rather than low cost and bargains. 

The table below identifies common stakeholders and the interests that they have at stake (and 
thus prioritize): 

Stakeholder What is at stake? 

Shareholders Funds invested 

Directors, managers, employees 
and trade unions 

Livelihoods, careers and reputations 

Customers Their custom, continued supply of goods, replacement parts 
and after-sales service 

Suppliers and other business 
partners 

The items they supply, continued sales 

Lenders (e.g. banks) The capital and interest that needs to be repaid 

Government and its agencies National infrastructure, employee welfare, tax 

Local community and public at 
large 

National infrastructure, employee welfare, social 
sustainability and corporate responsibility 

Natural environment The environment shared by all 
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1.3 Information needs of organisations 

Users of information 

As we saw in the previous section organisations must be aware of a broad range of stakeholders 
each of whom has differing (and often competing) objectives. This ultimately manifests with 
organisations forming key strategies covering: 

 Finance – raising capital to run the organisation 

 Investment –  where to invest the capital – people, machines, new factories 

 Competitive – how to compete – e.g. highest quality (premium), lowest cost (bargain), 
mass market or specialist, which countries 

Once the leaders of the organisation (e.g. the directors of a business, or board of trustees in a 
not-for-profit organisation) have agreed the mission and objectives of the organisation: 

 The leadership team must communicate the objectives and strategies across the 
organisation. 

 Subsequent communications within and external to the organisation should always be 
appropriate in the context of those organisational objectives whilst accounting for the 
needs of the various stakeholders. 

The above model creates an organisational landscape that gives credibility, justifiability, 
accountability and a benchmark against which organisational communication can be measured. 

Fundamentally the organisation will need financial systems containing information that needs to 
be shared and communicated to support: 

 Planning – resource and timing 

 Control – has the implementation proceeded as planned? 

 Recording transactions – evidence in a dispute, legal requirements (accounting and 
audit), profitability assessment, analysis of the efficiency of labour utilisation 

 Performance measurement – comparison of actual versus planned; 

 Decision making – a basis for informed decisions 

Levels of information 

There are three broad levels at which messages are communicated: 

Level Impact 

Strategic Long-term decision making e.g. 3-5 year plan including 
opening a new factory  in 3 years time. 

Tactical Short-term issues and opportunities e.g. 1 year plan 
including switching a key supplier in 6 months time. 

Operational Day to day activities e.g. weekly ordering of new supplies. 

Similar to stakeholder and user awareness, the level of information is also relevant to ensure 
messages are communicated in the appropriate tone to the appropriate people using the 
appropriate medium. 

Useful information 

Information must actually be used for it to be worth communicating, otherwise the time and effort 
invested into the communication was wasted. 

Factors that contribute to how valuable information is when communicated include:  

 It’s source (see below) 

 Ease of assimilation 
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 Accessibility 

 Relevance 

Further to the above the sender should always check that information included in 
communications has the following qualities: 

Quality Explanation 

Accurate State any assumptions and be careful when rounding. 

Complete Include everything that the recipient needs for a complete picture. 

Cost-beneficial The benefit from collating and communicatng the message must be 
greater than the cost. 

User-targeted Consider the needs of the user. 

Relevant Omit irrelevant information however ‘interesting’ it may be. Extra 
information simply dilutes the key message that the sender is attempting 
to send. 

Authoritative Information should come from a reliable source. 

Timely No matter how accurate or perfect information may appear to be its use is 
limited to the time that the recipient can use it. Therefore be aware of the 
decay associated with the usefulness of information over time. 

Easy to use Consider the presentation and length of the communication. 

Sources of information 

Information can originate from numerous different sources which might include the following: 

Source Examples 

Internal Accounting records, HR and payroll records, operations and production 
systems, timesheets and staff themselves. 

External Tax specialists, new legislation, the internet, newspapers, television, 
suppliers and customer correspondence, the government and information 
bureaus such as Reuters and Bloomberg. 

Financial information 

Financial information is critical to the operation of virtually all organisations. Information is needed 
at varying degrees of aggregation for varying levels of users covering elements such as revenue, 
costs and capital. 

Good financial information embedded in communication should demonstrate the following 
fundamental characteristics: 

 Relevant – i.e. it will impact decisions by either helping forecast the future or confirming 
past activity 

 Complete (as above) 

 Neutral – i.e. unbiased 

 Free from material error 

1.4 Goals of business communication 

Effective communication at work is the exchange of information that individuals need to do their 
work properly. As we have already established, communication needs to be clear 
(understandable), relevant, reliable and timely. 

Effective communication is essential so that: 

 Instructions and guidelines are properly understood. 
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 Individuals know what they are expected to do. 

 There is better co-ordination between people and groups in the organisation. 

 Managers are able to plan and control operations more effectively. 

 Individuals are more willing to work together in teams or groups because they are being 
told what is happening and where their contribution fits in. 

 Secrecy, misunderstanding and mistrust are eliminated. Open communication increases 
trust. 

 Arguments and conflicts in the work place are reduced. 

 

Example: Zing limited 

Tahira sends an email to Uzma as follows: 

“Hi Uzma,  

Please can you prepare a cash-flow forecast for Zing limited? Thanks,  

Tahira” 

The following issues need addressing to make this a more effective business communication: 

 There is no request for feedback  

 There is no context to justify why the forecast is required 

 No deadline has been given 

 The exact parameters of the forecast were not communicated such as the level of detail 

required and any assumptions that should be embedded 

So to achieve the goal of the communication a more effective message may have been: 

“Hi Uzma, 

Please can you prepare a monthly cash-flow forecast for the next 12 months for Zing limited in the 

same format as the budget?  

We need to review this internally on Thursday ahead of the client meeting we have next Tuesday.  

Please use the following assumptions: 

 Sales growth 5% 

 Bank interest 6.25% 

 Employee bonus 10% of base 

 All other costs in line with budget 

Please let me know this makes sense and is achievable. Thanks. 

Tahira” 

1.5 Formal and informal communication  

Introduction 

Information is exchanged in two ways – formally and informally. 

Formal communication is passed through official ‘channels’ established by the organisation. 
Examples of formal communication are reports and instructions by a manager to a subordinate 
such as organisation charts, manuals and job descriptions. Formal communication passes 
through the formal management structure and ‘chain of command’. Individuals receive and give 
information because of their position in the organisation. 
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Informal communication is communication between individuals in an organisation that does not 
pass through an official channel. Instead the information is passed by individuals in general 
conversation, sometimes as gossip or as rumour. Often informal communication passes as 
unofficial e-mails between colleagues. This is called the grapevine. 

 

Example: AGEM Company 

AGEM Company dismisses its finance director on Monday. It makes a formal announcement to 

staff about the dismissal on Friday of the same week. However, most people had already heard 

about the dismissal because the news had been ‘leaked’ and passed from person to person within 

the organisation. 

In this example the informal communication system has operated more quickly than the formal 
communication. If it is accurate it is therefore more efficient. Unfortunately, informal 
communication can be inaccurate and potentially, incredibly harmful. 

Comparison of formal and informal communication 

All organisations rely on a mixture of formal and informal communication to operate effectively. 
Arguably, formal patterns of communication are always supplemented by informal patterns. 

Formal information is often slow in arriving. Organisations therefore often rely on informal 
communication for the transmission of information when the formal system is slow and 
bureaucratic, or where senior managers are autocratic and do not believe in sharing information 
with subordinates. 

Informal information usually passes between individuals very quickly. A problem with informal 
information is that management have no control over it. They control formal communication 
channels but not informal communication. With informal information it is sometimes a matter of 
chance who gets the information and who does not; some individuals might be totally ignorant of 
what most of their colleagues already know. 

Furthermore, informal communication may be malicious and at least in part, inaccurate (or at 
worst, completely speculative). 

In an effective organisation, there should usually be an efficient formal communication system so 
that accurate information is passed in good time to everyone who needs it. When formal 
communication is reliable, relevant and timely, employees will trust it. 

However, even with the most efficient formal communication system, informal communication 
systems always exist. People talk to each other unofficially and socially; they exchange stories, 
rumours, gossip and so on, plus they do not always communicate with each other in their ‘official 
capacity’. Even in their work, individuals often prefer to communicate informally, in face-to-face 
conversations, or by telephone or e-mail, rather than by more formal methods such as memos 
and reports. 

Networks 

One area where formal and informal communication models blend into one is networks. A 
network is a group of managers, for example middle managers, whose daily roles involve the 
implementation of corporate plans, strategies and tactics. These managers are decision makers. 

Networks typically exist to identify problems and share information and experience across an 
organisation using both formal and informal communication.  
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2 EFFECTIVE BUSINESS MESSAGES  

 
Section overview  

 
 Introduction to business messages 

 Planning a business message 

 Media and channels 

2.1 Introduction to business messages 

Business messages are distinguishable from social communications between friends through a 
number of characteristics including: 

 Lack of spontaneity (deliberation) 

 Impersonality 

 Formality 

 Brevity (short) 

The nature of business messages can make them seem unfriendly and aggressive to those 
unfamiliar with communicating in business. However there are a number of key drivers for their 
style: 

 Authority – the formal tone demonstrates a respect of superiors and acknowledges the 
reporting hierarchy within an organisation; 

 Objectivity – the organisation must appear impartial, particularly when dealing with 
sensitive issues; 

 Regulation – organisations often need to formally word and carefully plan communications 
to avoid misunderstanding as they are constrained by legal and regulatory requirements 
such as when contracting with customers or employees; 

 Effectiveness – business communications are more likely to convey the message 
effectively when targeted and brief rather than excessive or inappropriate; 

 Efficiency – succinct and focused messages avoid wasted time for both sender and 
receiver; 

 Public relations – it is important for organisations to maintain an appropriate corporate 
image and communicate externally in a style regarded as business-like, respectful, 
impersonal and consistent. 

2.2 Planning a business message 

Many organisations, particularly larger organisations, will have a suite of standardised ‘house 
style’ template documents. However, there will still be circumstances when employees need to 
use significant judgment when creating truly original business communications. 

Where possible it helps to plan the communication. This is easier for written messages which can 
be drafted and re-drafted before a final version is sent. Spoken communication lends itself less 
well to such careful planning although it is still possible. 

The four key elements of communication planning are: 

 Objectives – what are you trying to achieve 

 Audience – consider situations specific to the audience that may impact how they interpret 
the message 

 Structure – consider the content – order, format and emphasis 

 Style – given the audience factor, what language, sentence structure and visual aids will 
best achieve the purpose of the message 
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Objectives 

The general purpose of most business communications will fall into one of the following 
categories: 

 to build a relationship – mutual trust, respect and loyalty; 

 to confirm 

 to request 

 to persuade 

 to inform 

 

Example: A letter of complaint 

Yasmeen recently purchased a food blender which unfortunately broke after only one week. She 

wishes to communicate with the supplier to achieve the following objectives: 

 Receive a replacement food blender 

 Receive an explanation of how the fault occurred and assurance it will not reoccur 

 Be compensated for the cost of returning the blender and her inconvenience 

When planning the communication Yasmeen will need to factor in the following objectives: 

 Inform the supplier of the faulty blender 

 Persuade them that she has a legitimate claim 

 Request redress  

Business communications will always have at least one primary objective but may also include a 
number of secondary objectives. Take care not to create confusion or conflict though. 

You can critically analyse a message to judge whether it is likely to achieve its objective by 
considering the following: 

 Check that each element of your message is relevant and suitable to the audience. 

 Have you made all the points you need to and in a logical order? 

 Is there a mechanism for checking whether your message achieves its objective? 

 

Example: Advertising a chocolate bar 

The primary objective is to persuade consumers to purchase your company’s chocolate bar.  

However, the secondary objectives are: 

A. to convince the consumer they need a chocolate bar; and 

B. to convince the consumer that your brand is the one they should buy. 

Each of these objectives could be broken down into further objectives: 

A. i.  The consumer is hungry and lacks energy; and 

 ii.  Buying a chocolate bar would boost energy and satisfy the hunger. 

B. i.  Demonstrate that the advertiser has experience in judging taste – e.g. share results 

of a laboratory test or a consumer ‘taste test’; and 

 ii.  Associate the advertiser’s chocolate bar with value for money, trend and providing 

energy. 

Audience 

As the sender of a business message you want to ensure that your message is received, 
understood and acted upon, if necessary, having connected with the receiver’s motives and 
expectations. 
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Therefore a good tactic is to investigate and anticipate the circumstances in which your message 
will be received and adapt your message accordingly. 

Business communications will invariably be more effective if targeted at a specific person. Make 
sure it’s the right person with authority to address the communication. 

You should also consider personal factors such as: 

 Relationship – are you a known and trusted colleague or is the relationship more distant 
and formal? 

 Work environment – specialists are likely to respond better to the use of technical jargon. 
Also consider where in the reporting hierarchy the recipient sits. 

 Education – avoid patronising a well-educated recipient. 

 Attitudes and interests – consider the recipient’s general outlook and interests including 
culture and religion. 

 Age – remember that people’s attitudes vary with age and experience. 

Contextual factors to consider include both physical and psychological factors: 

 Physical contextual factors 

 Faults in the communication medium – e.g. broken microphone in a phone headset. 

 Background noise – e.g. traffic or colleagues in an open-plan office. 

 Distractions – e.g. uncomfortable seating or running meetings at lunchtime. 

 Psychological factors 

 Preoccupations and an already full ‘to-do’ list. 

 Pressures and stress – perhaps the recipient is dealing with family or health issues. 

 The need for privacy and sensitivity with confidential and potentially embarrassing 
messages. 

 Will the presence of others impact the recipient – e.g. needing to win approval or 
hide a weakness in a group. 

 Concentration and energy levels – some people are ‘slow-starters’ whereas others 
are at their most productive at 0700am. 

Structure 

Structuring a message involves deciding what you are going to say and how you say it. Key 
considerations include: 

 Volume 

 Always remember that more information is not necessarily better information – avoid 
information overload. 

 Only include relevant (but enough!) information. 

 Incorporate an appropriate degree of accuracy. For example, a credit controller may 
need to refer to exact customer invoice amounts whereas the finance director may 
only want an analysis rounded to the nearest million. 

 For large communications (e.g. a report): 

 Include an overview (executive summary) at the start that summarises the key 
points and conclusions. 

 Keep the main body of the communication short and to-the-point. 

 Include supporting data and examples (such as director’s CVs, or detailed 
financial statement extracts) as an appendix. 

 Split the main body of the communication into logical units 

 Use frequent headings and summaries. 
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 Selection and grouping of material (relevance and importance) 

 The primary message for the communication will be the point that directly furthers 
the objective of the communication and stands alone as a point on its own. 

 To help identify the primary message: 

 Analyse a topic into sub-topics and then sub-topics of sub-topics. 

 Classify ideas and group them into logical categories. 

 The highest level grouping represents the primary message (or messages).  

 You could approach this by reflecting the ideas and sub-topics in a hierarchy 
or waterfall chart. 

 Ordering the message 

 Remember that the objective is to communicate a clear message which shows a 
logical progression of ideas in a balanced fashion. Consider the following: 

 If you need to attract attention then present the most important point (benefit) 
first. 

 If the communication stream is already established with curiosity and interest 
present then the most persuasive approach which encourages recall is to 
build the message up and present the most important point at the end. 

 If you need to deliver both good news and bad news always start with the 
good news. This places the recipient in a more amenable state of mind for 
receiving the bad news. 

 Other logical message ordering tactics include: 

 Chronological (time/date). 

 Importance (descending order): This has the benefit of getting the primary 
message out and grabbing the recipients attention. 

 Importance (ascending order): This approach has the benefit of building 
suspense and constructing a persuasive argument through to its conclusion 
whilst making the most important (and memorable) point last. 

 Complexity – either start with the simplest ideas first and build complexity, or 
alternatively start with the most familiar areas first (to build trust and 
confidence) before introducing new concepts. 

 Causality – describe a chain of events e.g. a rise in interest rates will put a 
squeeze on interest payments which will result in a reduction in dividend 
payments which could result in a shareholder backlash and so on. 

Style 

 

Definition: Style 

Communication style can be described as using the right words in the right order to achieve your 

message objective. 

Components of style include: 

 Tone – the overall effect that is created 

 Vocabulary and syntax – the phrases and words actually used plus the type of sentence 

structure used 

 Interest and personality 
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 Tone 

 Consciously aim for a warm and friendly yet simultaneously firm and honest tone. 

 Express ideas positively rather than negatively – for example instead of saying “we 
are out of stock” say “we will be getting new stock in tomorrow”. 

 Mood – for example, consider whether it is more appropriate to say “write the report” 
or rather “will you write the report, please”. 

 Personal or impersonal – for example “you will receive a 3% pay rise” versus “it has 
been agreed by the board that employees will receive a 3% pay rise”. 

 Emphasis – a number of techniques exist such as accenting spoken words or 
pausing before a key point, underlining or emboldening written messages, or 
repeating key words. 

 Vocabulary and syntax 

 Appropriate vocabulary will include words that are familiar and understandable, clear 
and specific, factual and objective. Avoid words that could be unfamiliar, vague, 
ambiguous, emotional and subjective. 

 In short – KISS – ‘keep it simple, stupid’. Use single words (the shorter the better) 
rather than verbose descriptions. E.g. say ‘large’ instead of ‘not inconsiderable’. 

 Use simple rather than complex sentences ensuring paragraphs are not too large. 

 Interest and personality 

 Whilst maintaining the fundamentals of business communication (direct, succinct, 
recognise authority, impartiality, efficiency and corporate identity), incorporating 
elements of interest and personality can assist in conveying your message in an 
interesting, impactful and persuasive manner. Some of the tactics you could use 
include: 

 Understatement 

 Statistics 

 Questions 

 Metaphors 

 Examples 

 Facts 

 Humour (see below) 

 Curiosity 

 Analogy 

 Anecdote 

 Humour 

 Be careful when employing humour within a message. On the positive side it can 
increase attention and awareness and also gain acceptance by bringing the ‘human 
touch’ to an argument. On the negative side it may distract attention from the main 
message, may not appeal to all cultures and moods and may also undermine 
credibility (seriousness). 

 Persuasion 

 When the objective of the business communication is to persuade then you will need 
to be particularly sensitive to the reactions of the recipient and consider the 
following: 

 Flexibility – you need to be constantly seeking and receiving feedback in 
order to read the signals from the recipient. This is particularly important in 
sales. 
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 Tact – be careful with how you frame disagreement, particularly when dealing 
with customers who may default to the “customer is always right” premise. 

 Listen – in spoken communication the trick is to listen as well as speak, in 
written communication it is to read as well as write.  

2.3 Media and channels 

Introduction 

Earlier sections introduced the common media and channels used for communications, most of 
which are applicable to business communications. For example: 

 Written such as monthly customer statements, annual financial statements and 
newsletters. 

 Face to face for meetings, interviews and presentations. 

 Oral for discussions with customers and suppliers. 

 Electronic such as e-mail, voice mail and pagers (e.g. for doctors or engineers). 

Within the business context there are a number of key factors that will drive the most appropriate 
selection of media and channel: 

Factor Considerations 

Time Urgency and time available to prepare and transmit 

Complexity Use of diagrams and combination of media 

Written record Consider the need for an audit trail 

Sensitivity How would a letter be received compared to face to face discussion, 
particularly when delivering bad news 

Cost Employee time is expensive 

Interaction Is there a need for instant feedback and spontaneity? 

Oral and face to face communication 

The benefits of effective face to face communication include the generation of new ideas, instant 
feedback and exchange of views, co-operation and the rapid dissemination of information. 
However, for it to work people need to know the reason for the discussion, actually be able to 
communicate and also have the discussion effectively led. 

Listening skills, presentation and body language all impact on face to face communication, 
particularly between unfamiliar people. Good listeners demonstrate the following: 

 Retain an open mind avoiding bias and judgment. 

 They try to avoid distractions and are aware that attention is typically greatest at the start 
and end of discussions. 

 They are interested and make an effort. 

 Have a radar for picking up the main ideas by distinguishing between supporting evidence 
and the key issue. 

 They wait before interruption. 

 Critical listening – i.e. assess what the other person is saying by identifying potential bias, 
omissions and assumptions. 

 They are prepared to listen and have made an active decision to focus on grasping the 
main concepts. 

 They often take notes, although be careful as this can distract from the listening. 
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Note that listening skills are addressed at length in an earlier chapter. 

Meetings range between the more formal board meetings and annual general meetings with 
shareholders to much more informal team meetings, problem solving and brainstorming 
meetings. Delegates need to be conscious of adopting the appropriate style and tone depending 
on the type of meeting. 

Many organisations also employ committees with specific responsibilities such as: 

 New product committee – responsible for analysing and assessing suggestions for new 
products. 

 Remuneration committee – a sub-committee of the board of directors responsible for 
advising on and setting executive remuneration. 

 Executive committee – the board of directors or trustees responsible for governing and 
leading organisations. 

Committees benefit from the consolidation of power and authority and the ability to share 
responsibility for making decisions. Brainstorming should be more effective particularly when the 
committees bring together different abilities and skills. 

Care must be taken to ensure the benefits outweigh potential disadvantages such as the time 
and expense of running them, the perceived delays that may exist from having consensus group 
decisions rather than immediate decisions made by one person, plus the potential abuse of 
power that can arise. 

Successful committees typical demonstrate the following qualities: 

 Benefits outweigh the costs 

 Members collectively have the appropriate experience and skills 

 Chairman is an effective leader 

 The committee has well-defined areas of authority, time scale and scope which is specified 
in writing 

 Appropriate size – not too large, not too small 

 Minutes are taken and circulated promptly 

Team briefings are common in the modern working environment as an aid to increasing 
commitment and understanding of the workforce. They are also used to communicate 
management decisions in the hope that this will reduce disruption and limit rumours with respect 
to policies, plans, progress and personnel issues. Many teams will have a weekly team meeting. 

Conferences are useful as a way for bringing together a large membership spread over a wide 
area such as a trade union, professional body or accountancy network. 

Interviews are another form of face-to-face business communication commonly employed for 
uses such as grievance and disciplinary interviews, staff appraisal meetings and recruitment and 
selection. 

Having discussed the most common forms of face-to-face business communication above we 
can conclude that: 

 the advantages of oral communication include it’s timeliness (swift and immediate), 
interaction, flexibility, generates instant feedback and combines non-verbal signals with 
verbal signals. 

 the disadvantages can include misperceptions and lack of audit trail (memory can be 
untrustworthy), the need for spontaneity (less planning time), the fact that dominant 
personalities can prevail rather than the most logical and objective outcome and the fact it 
can be more difficult to control the process with large numbers of individuals. 
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Written communication 

Organisations employ a broad range of written communication media the most common of which 
are explained below: 

 Media Explanation 

Reports Formal communication often used to convey complex and substantial 
infromation.  

Memos A brief letter used for internal purposes sent via e-mail in the modern 
business environment. 

Note though that in many instances memos are used instead of a 
telephone call when the telephone call would have been quicker, cheaper 
and arguably more effective. A memo could be used to simply confirm the 
telephone call once decisions have been made. 

Letters More formal than memos and therefore more frequently used for external 
communication where an audit trail is required. 

Letters might be sent via post or when more urgent via courier. 

Staff handbook / 
organisation 
manual 

This important document (required by law in many jurisdictions) forms part 
of an employees contract of employment and is a very useful point of 
reference.  

Organisations must take care to keep the document up to date. 

In-house 
newsletter / 
journal / magazine 

Typically only used within larger companies this is a useful tool used to 
inform employees about topics ranging from company results, customer 
feedback and staff retirements to sports, social and philanthropic activity. 

Notice board Notice boards are used to communicate various types of infromation to a 
large number of people quickly and cheaply. Organisations are moving 
towards electronic notice boards rather than physical notice-boards.  

However, items can become rapidly out-dated thus reducing the 
effectiveness of the media. Furthermore it relies on the curiosity of 
employees to look at the notice board which may require effort and time 
that many members of the organisation simply do not have. 

Standard forms Many organisation, even the smallest, will likely use standardised forms. 
Examples would include invoices, purchase orders, sickness forms, 
holiday application, expense claims, timesheets and appraisal forms. 

Some of the key benefits are the standardisation of and subsequent 
familiarity with standard forms. 

Electronic communication 

E-mails, voice-mails and video-conferencing are electronic forms of written, spoken and visual 
communication that bring flexibility and speed at low cost to business communications. The most 
common channel over which these media are communicated is the Internet which extends the 
scope of these media worldwide. 

Communication via the internet is covered in section D of this manual. 

Visual communication 

Whilst words (both spoken and written) require a reasonable amount of effort to hear, read, 
interpret and absorb, visual communication can achieve a much greater impact in a significantly 
shorter period. Visuals can be more memorable and clearer than a wall of words and blocks of 
text and figures. 
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A brief word of warning though that visual images are essentially a symbolic language and can 
as equally be misinterpreted by the viewer. Feedback is still an essential component of 
communicating using visual aids. 

The various types of visual aids you are likely to encounter in business communications are 
described in the table below. 

Visual aid Explanation 

Blackboard and 
whiteboard 

Blackboards (also called chalkboards) are gradually being replaced by 
modern wipe-clean whiteboards. The principle remains the same in that 
the presenter writes on them in real-time, then wipes them clean to re-
use the writing surface.  

The process is both time-consuming and messy although remains a 
useful alternative to overhead projectors for annotating brainstorms and 
group problem-solving. 

Handouts Handouts describe the printed notes and diagrams that are distributed to 
delegates in a presentation. They may be a copy of the presentation or 
other supporting documentatiion to be reviewed at the convenience of 
the reader. 

Flipcharts Flipcharts are essentially a large pad of paper mounted on an easel 
frame.  

One benefit is that individual sheets can be removed and used as 
posters in training rooms. Furthermore it is a low-tech solution and can 
support multiple groups preparing presentations in a live auditorium. 

Overhead 
projectors 

Overhead projectors are rapidly being superceded by slides although 
they are still used by many organisations. Overhead projectors involve 
projecting pre-printed or hand-written images from a clear film onto a 
large screen. 

The advantage of overhead projectors compared to slides is the ease 
with which presenters can mark-up and annotate the film with special 
purpose pens. For this reason they remain popular in training rooms. 

Slides Slides are essentially freeze-frame photographs including text and 
diagrams projected onto a screen of some kind. Modern software such 
as Microsoft PowerPoint allows audio and video to be embedded into 
the slides too. 

Film and video Film and video are powerful aids that similar to slides can be projected 
onto a large screen or output to a screen such as a computer monitor or 
television screen. 

Props and 
demonstrations 

Products (props) and demonstrations (of an operation or product) are an 
effective way of showing the audience how something works.  

This is useful at the design stage of product development when looking 
at prototype products and scaled-models for a production process as 
well as in the sales and marketing phase when promoting products. 

Take care when using visual aids to ensure they are appropriate to your message. The danger is 
that visual aids become a distraction rather than add value to the presentation. 

Non-verbal communication 

Non-verbal communication describes the conveyance of a message without using words or 
symbols. It may be completely independent of any verbal message (e.g. the slamming of a door, 
shaking of a head or simply remaining silent) or linked to words (e.g. a particular tone of voice). 

Non-verbal communication includes body movements, gestures, posture, eye contact, facial 
expressions and personal space etc. 
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3 OVERCOMING COMMON CHALLENGES  

 
Section overview  

 
 Introduction 

 Noise 

 Distortion 

 Feedback  

 Dealing with conflict 

 Communication patterns 

 Delivering negative messages 

 Implied messages 

3.1 Introduction 

This section summarises a number of challenges commonly faced when communicating in a 
business environment. The section begins by revisiting noise and distortion then going on to 
explain how feedback is an important feature of countering both noise and distortion. 

The section continues by summarising the different types of conflict that can arise in a business 
environment. You will learn about different communication tactics that can be employed to 
counter conflict. 

Not properly understanding patterns of business communication (horizontal, vertical, diagonal) 
can reduce the effectiveness of business communication. The section on communication 
patterns therefore summarises the common types of business communication patterns and the 
broad content of messages conveyed when using them. 

The final two business communication challenges addressed in this section relate to delivering 
negative messages (e.g. bad news such as an unsuccessful tender) and dealing with implication 
in messages. 

3.2 Noise 

As defined in the previous chapter, noise is any kind of interference that damages the actual 
message that is being sent. The existence of noise can make a message difficult to understand 
and hence prevent the message being conveyed as intended. This could have serious 
consequences for a business, depending on the severity of the mistake, for example if an 
investment banker interpreted an order from a client as a sell order rather than a buy order, or an 
overseas supplier interpreted a message as being an instruction to delay delivery rather than 
speed it up. 

The term originates from the noise of interference on a telephone line or in a radio message that 
makes the voice of the sender impossible to hear. 

In the business environment noise can impact communication sent over telecommunications 
lines. This could impact emails, intranets and other internet-based communication as well as 
telephone communication. For this reason controls such as feedback (see later) and IT-based 
controls are important to manage the threat of noise and to ensure the message is delivered 
intact. 

3.3 Distortion 

Introduction 

As you saw in the previous chapter, distortion is slightly different then noise. In distortion whilst 
the message is delivered intact, the problem lies either in that it is misinterpreted by the recipient, 
or the sender did not actually transmit the message they thought they were transmitting. 
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 A message might be unclear because the sender has failed to make the message clear 
enough. They may have made a mistake in creating the message, or assumed certain 
facts about which the recipient may make different assumptions. 

Consider where an Alaskan supplier of construction equipment assumes that ‘cold’ refers 
to temperatures below minus 10c. Customers based in the tropics might however assume 
that temperatures below plus 17 are ‘cold’.  

 Another reason for distortion is that the receiver of the message does not understand the 
message from the sender, possibly because it is too technical or complex. This can be 
common when unfamiliar jargon is used. 

 A message might be ignored simply because the receiver does not believe it and thinks 
that the sender ‘must have got it wrong’ or is deliberately trying to tell an untruth. 

Redundancy 

One tactic for dealing with distortion problems can be to address redundancy. Redundant 
information is information that is repeated. Typically repeated information is unnecessary and 
actually serves to undermine the underlying message. Once provided there should be no need to 
give it again. 

That said, there are instances when redundancy actually serves to improve the effectiveness of 
the message, for example in advertising. 

The attitude of the recipient of information 

Some communication models consider the effect of communication of the knowledge, attitudes 
and behaviour of the recipient of the information. A message might fail to prompt the intended 
response in any of the following situations: 

 The recipient of the message was not paying proper attention 

 The recipient does not have the knowledge or experience to understand the message 

 The recipient has a personal dislike of the sender, or is in conflict with the sender 

 The recipient receives the message but then forgets it. 

3.4 Feedback 

As briefly mentioned earlier, feedback involves the recipient of a message confirming with the 
sender of the information that they have received the message and also checking that they have 
understood the message correctly. The sender of the message is able to confirm that the 
recipient has understood the message properly, or can try to correct any misunderstanding. 

The value of this process is that it is possible to look at the causes for ineffective communication 
by looking at each element in the communication. 

 

Example: Feedback 

Bina, a manager, sent an e-mail message to Sabeen (one of her team). In the email Bina included 

some company information for Jhang Carpets Limited and asked Sabeen to carry out a profitability 

analysis on the information. Unfortunately Sabeen failed to perform the analysis. 

To identify why the instruction was not followed we can look at each element in the 
communication link: 

 Was the instruction not followed because: 

 Bina did not actually send the email? 

 Sabeen did not read her e-mail messages? 

 The e-mail failed to arrive as the system was not working? 

 Was the content of the message unclear or misleading? 
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 Did Sabeen understand exactly what Bina was asking her to do, even though the 
message was apparently clear? 

 Did Sabeen perhaps ignore the message as she could not see the value in 
performing the analysis? 

 Was the instruction ineffective because Bina neither requested nor received feedback to 
confirm the instruction had firstly been understood, and secondly, actioned? 

3.5 Dealing with conflict 

 

Definition: Argument, competition and conflict 

Argument – this involves the resolution of differences through discussion. For example deciding 

which new product to launch first. 

Competition – this represents rival pursuit of a common prize, for example when two managers 

are fighting to win budget for new investments. 

Conflict – this is the behaviour that occurs between groups when participants of one group 

perceive that other groups may block their goal. I.e. a harmful expression of difference. An 

example could be trade union action in response to management plans to cut costs. 

Constructive and destructive conflict 

Conflict ultimately requires managing through effective communication. How it is managed may 
depend on whether it is considered constructive or destructive in nature. For example: 

 Constructive conflict 

 Introduces new information to a discussion 

 Helps define a problem 

 Encourages creativity 

 Releases hostile feelings 

 Destructive conflict 

 Distracts attention from the organisation’s goals 

 Inhibits communication 

 Results in blame, denial and scapegoats 

Tactics and symptoms of conflict 

The following tactics might have been employed which generate symptoms of conflict: 

Tactic Symptoms of conflict 

Withholding important information Poor communication 

Deliberately distort information Lack of trust is generated which manifests as friction 
between employees 

Empire building Rivalry and jealousy develops 

Office politics Can lead to low morale, frustration and feelings of 
favourtism 

Fault finding Employees defend themselves through arbitration and 
appeals 

Resolving conflict 

Effective communication lies at the heart of resolving any conflict. What is critical is that all 
parties first understand that conflict exists and secondly commit to achieving resolution. 
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Managers will need to judge the best medium and channel for handling the conflict resolution 
which may incorporate an incremental approach as follows: 

 Informal face-to-face conversations 

 Formal verbal warning  

 Formal written warning  

 Fines, demotion or dismissal 

Tactics for addressing general organisational conflict may also include: 

 Alter the individuals 

 Alter the context 

 Alter the relationship 

 Alter the issue 

 Change the attitudes and behaviour of individuals 

3.6 Communication patterns 

Patterns of communication describe the direction (horizontal, vertical or diagonal) and frequency 
of communication, who the sender is and who the receiver is. 

Within teams one of the tasks of the leader should be to ensure that everyone in the team 
communicates as they should and that communications are not dominated by a relatively small 
number of individuals in the group. 

When leaders are autocratic, most communication tends to be downwards. With democratic 
leaders communication tends to be more two-way. 

The purpose of vertical communication is typically: 

 To give instructions and directions 

 To delegate responsibilities 

 To control activities of subordinates 

The purpose of horizontal (lateral) communication is typically: 

 To co-ordinate the activities of different individuals and groups 

 To develop and maintain social relationships at work 

Understanding existing communication patterns and which ones are effective and which not can 
help managers tailor future communication and messages to improve their effectiveness. 

3.7 Delivering negative messages 

It is inevitable in both business and personal communications that there are times when negative 
messages will need to be delivered. Examples might include refusing an employee’s request for 
a pay rise, informing a client that the goods they ordered have been delayed, advising a manager 
that the report you prepared contains a significant error or announcing the late arrival of a flight. 

The objective of a well-planned negative message is to convey the negative message clearly 
whilst retaining as much goodwill as possible in a constructive fashion. 

The key points to consider in communicating a negative message are as follows: 

 Use a buffer:  A buffer is a neutral or positive statement designed to soften the impact of 
the negative message. A good buffer makes the reader more receptive to the negative 
message. 
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 Offer an explanation:  Offering of a sound reason prepares the ground for the reader to 
accept the refusal. Explanation includes giving convincing reasons why the matter must be 
handled differently from the expectations of the reader. 

 Avoid emphasizing the refusal: The refusal message should not be over emphasized, 
although it should be clearly stated in the message. 

 Present an alternative or compromise: Offering an alternative option would give the 
reader a different perspective and create an impression that the sender cares about the 
reader and has a positive and helpful attitude. 

 End with a positive statement:  The ending of an unfavourable message should be on an 
assuring and positive note with a reader-friendly closing. 

 

Example: Delivering a negative message 

The following announcement might be made at an airport for a delayed flight: 

“Ladies and gentlemen we hope you have enjoyed a magical visit to Hawaii and take with you 

many wonderful memories that will remain with you for life. 

It is with regret that we have to inform you that your flight has been delayed by seven hours. This 

is due to a security alert that has delayed all incoming aircraft. 

Whilst the delay is hugely regrettable, passenger safety remains our highest priority and situations 

such as this do occur from time to time.  

Whilst such circumstances are completely outside our control we do strive to minimise the impact 

on you. Subsequently we are pleased to offer all passengers complementary food and beverage 

vouchers which can be obtained from the helpdesk. Vouchers can be used in the many wonderful 

restaurants and bars in the airport and we hope that you are able to enjoy this unexpected 

extension to your time in Hawaii.” 

3.8 Implied messages 

 

Definition: Imply 

To imply is to strongly suggest the truth or existence of something that has not been 
expressly stated. For example: 

“The article implies that a thousand jobs will be lost”. 

Care must be taken when using (or interpreting) implication in business communications as there 
is an inherently increased risk that the message may be misinterpreted. For example: 

Action Possible implied messages 

A senior manager is 
always late for an 
internal meeting 

 The manager doesn’t care about the meeting or the attendees. 

 The manager is extremely busy due to an excessive workload 
and needs more staff 

 The timing of the meeting is not convenient and should be moved 

A job applicant 
submits a resume 
full of spelling and 
presentation errors 

 Lack of attention to detail 

 Poor English skills 

 Applicant is not serious about getting the job 

 

 



Business Communication 

 

© Emile Woolf International  50 The Institute of Chartered Accountants of Pakistan 

4 CHAPTER REVIEW 

 
Chapter review 

 
Before moving on to the next chapter check that you now know how to: 

 Define and describe the fundamentals of business communication including: 

 Organisations and stakeholders 

 Information needs of organisations 

 The goals of business communications 

 Understand the components of and plan effective business messages using the objectives, 
audience, structure and style model. 

 Describe the different media and channels typically used in business communications including 
oral and face-to-face, written and visual aids.  

 Explain the common challenges encountered in business communications including feedback, 
noise, distortion, dealing with conflict and communication patterns that include both formal and 
informal channels. 
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SELF-TEST 

Q1 Which of the following correctly describes the mentioned level of information? 

A Tactical:  day to day activities – e.g. weekly ordering of new supplies 

B Strategic: Short-term issues and opportunities e.g. 1 year plan including switching a key supplier 
in 5 months’ time 

C Operational: Long-term decision making e.g. 3-5 year plan including opening a new factory in 4 
years’ time 

D Tactical: Short-term issues and opportunities e.g. 1 year plan including switching a key supplier 
in 6 months’ time 

 

Q2 Which of the following are distinguishing features between business messages and social 

communications? 

A Lack of spontaneity, impersonality, brevity 

B Lack of spontaneity, formality, accuracy 

C Impersonality, logic, brevity 

D Networked, objectives and accuracy 

 

Q3 Which of the following written communications might you typically find used in a business? 

A Reports and memos 

B Letters and organisation manuals 

C Invoices, purchase orders and sick forms 

D All of the above 

 

Q4 Which of the following is not a non-verbal communication technique? 

A Firm handshake 

B Signed invoice 

C Yawn 

D Informal dress 

 

Q5 Which of the following best describes information redundancy? 

A Information that is released by Human Resources to an employee when they are made 
redundant 

B Information that is submitted by an employee when they apply for voluntary redundancy 

C Repeated information that is unnecessary and serves to undermine the underlying message 

D The recipient of the message was not paying proper attention 

 

Q6 The effectiveness of an organization largely depends on 

A Number of stakeholders involved 

B Effective communication by manager and employees 

C Defining goals of communication 

D Large number of users of information 
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Q7 While framing communication with the various stakeholders attention must be given to: 

A The relationship of the stakeholders and the content of the message 

B The relevant interest of the stakeholder 

C Correct grammar and good vocabulary 

D Clarity conciseness and complete information 

 

Q8 Usually there are three levels within the organization at which messages are communicated. Choose 

the correct option from the following sentences relating level and impact. 

A Strategic Ordering the monthly paper supplies. 

B Operational Opening a new outlet in the suburbs to capture the niche market. 

C Tactical        Setting up additional units to increase capacity by the end of the second quarter. 

D Operational Opening up a separate operations unit in Lahore, Pindi and Peshawar within five 
years. 

 

Q9 Information is valuable when 

A Relevant, Accessible, Authentic, Accurate  

B Accurate, Accessible, Authentic, Clear, Relevant, Timely 

C Accessible, User friendly, Accurate, Authoritative  

D A, B and C   

 E None of the above 

 

Q10 Which one of the following example shows usage of Internal Source of information? 

A HR and payroll departments of company 

B Internet 

C Communication received from supplier regarding new products 

D Accounts and financial Statements for the year. 

 

Q11 While planning a business message what should be the key considerations? Choose as many as 

applicable. 

A Purpose of the communication should be clear 

B Anticipate the answer of the audience while planning 

C Focus on content, order and emphasize the right points 

D Cater the message according to the audience and use appropriate style 

 

Q12 Ali bought a new Entertainment set online. The company shipped the item within the timelines. 

However within two days of installation the DVD player and the speakers malfunctioned and caused a 
short circuit in his room.  Ali was very livid and decided to sue the company, prior to that he wanted to 
write them a letter.   Choose the correct objectives from the following 

A Inform the company of the fault and the damage 

B Appreciate the timely delivery of the set 

C Threaten them of suing if not replaced or reimbursed 

D Request for the replacement and persuade them of the claim 
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Q13 Ali bought a new Entertainment set online. The company shipped the item within the timelines. 

However within two days of installation the DVD player and the speakers malfunctioned and caused a 
short circuit in his room.  Ali was very livid and decided to sue the company, prior to that he wanted to 
write them a letter. Who should Ali be addressing to in order to make his communication more 
effective? 

A Managing Director of the shipping company 

B Managing director of the manufacturer 

C The Head of the online site where he booked the order 

D Customer Relations / Head of the manufacturing 

 

Q14 Ali bought a new Entertainment set online. The company shipped the item within the timelines. 

However within two days of installation the DVD player and the speakers malfunctioned and caused a 
short circuit in his room.  Ali was very livid and decided to sue the company, prior to that he wanted to 
write them a letter. What considerations should Ali make while structuring the message? 

A Detailed account of how much he wanted the set and how disappointed he is with the company 

B Include all the relevant details like the order number, the receipt number and the response of 
the local call centre when complained in chronological order 

C Accurate account of the damage caused by the short circuit 

D Request for replacement after making a case of the damage 

 

Q15 Ali bought a new Entertainment set online. The company shipped the item within the timelines. 

However within two days of installation the DVD player and the speakers malfunctioned and caused a 
short circuit in his room.  Ali was very livid and decided to sue the company, prior to that he wanted to 
write them a letter. What style should he use? 

A Write in an angry tone using caps lock to emphasize the message  

B Use colourful language to get the point across 

C Emphasise appropriately using a polite tone for requesting the replacement 

D Show tact and be open to feedback 

 

Q16 While choosing the appropriate media and channel for communication what factor is not important to 

be considered? 

A Urgency and time available 

B Need of audit trail 

C Cost of interaction 

D Personal preference of the sender 

 

Q17 Which of the following does not contribute to effective listening skills? 

A Keep an open mind free from biasness 

B Be able to identify main idea, supporting issues and the key issues. 

C Avoid distortion and noise 

D Focus completely on taking notes 

 

 



Business Communication 

 

© Emile Woolf International  54 The Institute of Chartered Accountants of Pakistan 

Q18 The mode of communication of Meeting is 

A Formal 

B Informal 

C Dependent on the purpose and audience of the meeting 

D Dependent on organization culture 

 

Q19 A successful committee is one where  

A All members have appropriate skills and experience 

B Chairman is an effective leader 

C The scope of the committee is well defined and communicated to all members 

D Written communication is fast and effective 

E All of the above 

 

Q20     A good way to increase workforce commitment is 

A Monthly Mondays meeting with the HOD regarding project progress 

B Subcommittees within the department to divide the work 

C Team briefings to discuss problems and project updates in a friendly environment 

D All of the above 

 

Q21 Which one of the following is not an advantage of oral communication? 

A Timeliness 

B Flexibility 

C lack of audit trail 

D  instant feedback 

 

Q22 Rahman has just joined the organization as the MD. He is not satisfied with the communication channels 

used within the organization. The organization uses the memos instead of telephone calls within the 
departments, the manual of staff was last updated three years ago, most of the employees remain 
unaware of the achievements of the other departments and other stations. The news gets through faster 
from the grapevine than the formal communication, with the latter being perceived as ineffective, slow 
and incomplete. If there is any announcement to be made it is posted on the Notice board, usually 
towards the end of the office hours thus very few people notice it. The office relies heavily on paper 
work with the forms available for even requesting stationary. In this situation Rahman wants to turn 
around the communication.  The first step is towards faster credible formal communication. Choose the 
appropriate action which will ensure faster communication of the HR and make it more credible. 

A Installing loudspeakers and announcements made through them while people work. 

B Making the notice board viewing mandatory. 

C Strictly make the HR manager follow the timelines to ensure fast, effective and complete 
information be circulated to all employees through email  and on the notice board  before the 
second half. 

D Reduce the paper work by allowing social media updates and informal communication to be 
considered as formal. 
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Q23 In the same example, Rahman wants to create open communication and increase interaction of 

workforce to create a friendly environment.  

A Monday meetings with the department heads and the departments regarding the new tasks for 
the week and the update of last. 

B Open door policy for the HODs with diagonal communication allowed. 

C Memos to be sent via email and only to confirm the oral communication once decision is made. 

D Monthly Newsletter for the organization which will include the achievements of the staff as well 
as update of the activities of organization. 

E Develop guidelines for communication in Manual. 

 

Q24 In the same example Rahman wants to reduce paperwork. Choose the appropriate action which will 

ensure the same. 

A Introduce an online system with forms and requisitions. 

B Only keep written communication for external communications to prepare for audit trail. 

C Make online dashboard and do away with the Notice Board. 

D All of the above 

E Only A and C 

 

Q25 In the same example, Rahman wants to update the staff manual regarding the mechanism of 

communication of the organization. Choose the appropriate action which will ensure the same. 

A Lateral communication pattern to be followed 

B Vertical communication pattern to be followed 

C Lateral communication with emphasis on e-communication systems for internal use 

D Both Lateral and vertical communication with internal communication done through e –systems 

 

Q26 Visual Communication can achieve greater impact in shorter time. Which of the following is not an 

example of visual communication? 

A Using Whiteboard in the presentation 

B Showing a movie during a training session 

C Visualising the sender’s reaction while communicating 

D Using flip charts slides to emphasise a point 

 

Q27 Non-verbal communication can be used to convey a message from or about the person giving them.  

Which of the following is not an example of non-verbal communication? 

A Smiling at the client while entering 

B Yawning during the presentation 

C Yelling loudly at the manager for the wrong information 

D Slamming down the phone after disagreement 

 

Q28 Ali asked Sara for a report on project feasibility for the new product.  She failed to submit the report 

even after two days. Choose which action would have prevented the failure. 

A Ali requesting feedback from Sara regarding the task 

B Ali sending sample report for Sara to understand 

C Sara asking Ali to clear up her confusion 

D Both Sara and Ali should have communicated regarding the task after initial email. 
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Q29 Following are the examples of distortion EXCEPT: 

A Sender has failed to make the message clear enough 

B The mail server goes out of order 

C Due to being technical and complex the receiver does not understand the message 

D The message is ignored because the receiver does not believe it and thinks that the sender 
“must have got it wrong”. 

 

Q30 Which one of the following is the correct illustration? 

A Conflict: Two departments head on head to win the most productive department of the 
organisation 

B Argument: Manager supply chain and supplier disagree on the price quote with the manager 
finally bringing it down 

C Competition: Solving the matter about which product will be launched first after a long discussion 
in the meeting. 

D Conflict: The supply chain felt the new procurement policy by the administration will derail their 
purchases setting them back on the targets. 

 

Q31 Effective communication can resolve any conflict, which one of the following is not the correct 

illustration 

A Bringing both the parties face to face to talk out the problem 

B Reprimanding the officer for not cooperating with the new manager 

C Changing the department of the employee after repeated warnings to diffuse disagreements 
within the department 

D Pretend the conflict never happened and deny its impact 

 

Q32 When delivering negative messages following consideration (s) need to be made. (Choose all that 

apply) 

A Good news first and end at positive statement 

B Avoid repeating the bad news 

C Offer an explanation 

D Present the bad news in a very vague manner 

E Present an alternative 

 

Q33 It is a well acknowledged fact that all forms of External and Internal Written Business Communications 

have an inherently formal and impersonal style which does not necessarily reflect the personal 
characteristics/traits of the individuals responsible for the communication. What are reasons for that?  

A Upholding of Authority and Impartiality 

B Corporate Image and Effectiveness 

C Business Regulations and Appropriate Record-keeping 

D All of the above 

 

Q34 A sentence has been  converted into positive statement below, mark the ‘C’ that has been missed in 

this conversion: 

The Board rejected three of the twelve proposals submitted by the management. 
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The Board confirmed nine proposals submitted by the management. 

A Conciseness 

B Clarity 

C Concreteness 

D Correctness 

 

Q35 A sentence has been  converted into positive statement below, mark the ‘C’ that has been missed in 

this conversion: 

We shall not give discount on orders worth less than Rs. 10,000. 

We would be able to give discount on big orders. 

A Conciseness 

B Clarity 

C Concreteness 

D Correctness 

 

Q36 A sentence has been converted into positive statement below, mark the ‘C’ that has been missed in 

this conversion: 

We would not be able to complete the order before the end of the month. 

Your order will be executed as soon as possible, we promise, as we always keep our promise. 

A Conciseness 

B Clarity 

C Concreteness 

D Correctness 

 

Q37 A sentence has been converted into positive statement below, mark the ‘C’ that has been missed in 

this conversion: 

Employees’ tea breaks should not be longer than 15 minutes. 

Employees can take 15 minutes tea breaks on all working days. 

A Conciseness 

B Clarity 

C Concreteness 

D  Correctness 

 

Q38 A sentence has been converted into positive statement below, mark the ‘C’ that has been missed in 

this conversion: 

We cannot begin the printing work until all the revisions are reviewed. 

We will begin the printing work after revisions. 

A Conciseness 

B Clarity 

C Concreteness 

D Correctness 
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Q39 A sentence has been converted into positive statement below, mark the ‘C’ that has been missed in 

this conversion: 

We do not provide insurance cover for a period of less than six months. 

The minimum period for which we provide insurance cover is six months and you have to pay for it. 

A Conciseness 

B Courtesy 

C Concreteness 

D Correctness 

 

Q40 An empirical research study of a sample of approximately five hundred diversified business 

organizations showed that communication skills were lacking in a large number of candidates who had 
applied for managerial positions. 

What are the different ingredients of good communication skills that employers seek and expect from 
the prospective applicants for managerial positions? 

A Organize ideas and information in a coherent and complete form 

B Express and present ideas and information in a logical and persuasive manner  

C Effective listening to understand what people are really telling them 

D All of the above 

 

Q41 Managerial communication demands great skills and understanding of the audience. Respecting the 

audience requires: 

A Communicate effectively with individuals of different backgrounds 

B Use communication technology effectively and efficiently 

C Communicate in a presentable and ethical manner  

D All of the above 

 

Q42 As an informal communication network, Grapevine exists in all big organizations and transmits 

information through unofficial channels. 

What defines Grapevine networks?  

A Mostly among workers, but it is also prevalent among managers 

B Flows in all directions in the organization, spatially and hierarchically 

C People-oriented rather than work-oriented 

D All of the above 

 

Q43 As an informal communication network, Grapevine exists in all big organizations and transmits 

information through unofficial channels. 

What is not true for Grapevine networks?  

A Gets stronger when official communication channels are weak  

B social and personal interaction of the employees exists 

C Only oral communication 

D Communication is very fast 
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Q44 Nonverbal communication does not include: 

A Individual’s appearance 

B Contradiction with verbal message 

C Attitudes  

D Universal cultural dimensions 

 

Q45 Purpose(s) of Upward Communication is/are: 

A Provides feedback to the managers  

B Updates managers about the progress of assignments 

C Informs managers about subordinates’ feelings and morale 

D All of the above 

 

Q46 Characteristics of Formal Communication patterns in a large-size business organisation are: 

A The communication flows within the prescribed channels of chain of command 

B The speed of formal communication is generally slow  

C The messages are considered as true and authentic versions of official policies  

D All of the above 

 

Q47 All are true for Formal Communication EXCEPT: 

A Distortion problems in the process of formal communication are maximum 

B The process of formal communication is expensive and time-consuming  

C The process of formal communication has restrictive implications  

D Information of confidential nature should not be divulged to everyone 

 

Q48 The prime purpose of Visual Presentation Aids such as pictures, drawings, charts, etc. is to 

communicate with greater clarity and to increase the level of understanding among the audience. 

What considerations should be kept in perspective to achieve optimum benefits of Visual Presentation 
Aids? 

A Visual Aids should be used to highlight and give greater credibility to key points 

B Visual Aids must be clearly visible to the entire audience 

C Visual Aids should be displayed only at the relevant points in the speech  

D All of the above 

 

Q49 The prime purpose of Visual Presentation Aids such as pictures, drawings, charts, etc. is to 

communicate with greater clarity and to increase the level of understanding among the audience. 

All are true for visual aids EXCEPT: 

A Should contain information which can be easily comprehended by the audience 

B Clip Arts from well-known sources should be avoided as it shows lack of original professional 
knowledge of the subject 

C After offering the explanation, the speaker should immediately turn face towards the audience 
and continue to speak 

D Visual presentations aids can be used in limited cases 
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Q50 The functions of an effective system of internal communication network include all EXCEPT: 

A Disseminates information  

B Encourages team effort amongst employees  

C Directs communication to concerned individuals  

D Selects appropriate channels of informal communication 

 

Q51 Who are the stakeholders in a business? 

A The Government and its agencies 

B Trading partners 

C Directors, managers, employees and trade unions 

D All of the above 

 

Q52 Strategic level information is: 

A useful to the most senior employees and assists long-term decision making 

B useful to the middle level of management and considers short-term issues  

C relevant to production staff in day-to-day activities 

D All of the above 

 

Q53 Tactical level information is: 

A useful to the most senior employees and assists long-term decision making 

B useful to the middle level of management and considers short-term issues  

C relevant to production staff in day-to-day activities 

D All of the above 

 

Q54 Operational level information is: 

A useful to the most senior employees and assists long-term decision making 

B useful to the middle level of management and considers short-term issues  

C relevant to production staff in day-to-day activities 

D All of the above 

 

Q55 Key qualities of useful business communication include: 

A Accurate, Complete, Cost-beneficial, User-targeted  

B Relevant, Authoritative, Timely, Easy to use 

C  A and B  

D None of the above  
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1 COMPLETENESS  

 
Section overview  

 
 Introduction to the ‘Seven C’s of Effective Communication’ 

 Completeness 

 Illustration 

1.1 Introduction to the ‘Seven C’s of Effective Communication’ 

The seven c’s are seven key principles that underpin effective communication. They can be 
applied to both oral and written communication. 

1.2 Completeness  

 

Definition: Complete 

“Having all the necessary or appropriate parts” 

Source: Oxford dictionaries 

The communication must include all the necessary information to achieve the desired response. 
It should convey all the facts required by the receiver and also consider their mind-set. This will 
help pitch the style of the message in an appropriate manner. 

To help ensure the message is complete you could use the 5 W’s checklist: 

 Who? 

 What? 

 When? 

 Where? 

 Why? 

A complete communication will demonstrate the following features: 

 It provides all the necessary information to ensure that the receiver can interpret the 
message accurately. 

 Complete communication develops and enhances the reputation of an organisation and 
helps build goodwill. 

 It addresses all the questions previously raised and attempts to pre-empt and address 
subsequent questions that may arise as a result of this communication. If you are replying 
to a business letter make sure you have thoroughly searched through the letter to identify 
all the questions raised. 

 Costs are minimized as a complete communication reduces (if not eliminates) the need for 
subsequent communication which could otherwise be required to communicate missing 
information. In extreme circumstances it may also help avert costly lawsuits. 

 A complete message is more likely to persuade the recipient. 

 The more complete the communication the more capable it is of assisting better decision-
making. 
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1.3 Illustration 

 

Illustration: Completeness 

Below is a copy of an e-mail that Hajira sent to Laila: 

“Send a copy of the report when convenient. Hajira” 

Consider the following missing information: 

 What form should the report take – hard- or soft-copy? 

 Exactly when should it be sent – is there an actual deadline or would it be ok to send it in 

a month’s time? 

 Who should the report be sent to – does Hajira mean for themselves, should this be going 

to the bank or maybe a customer? 

 Where (physical address or e-email) should it be sent to? 

 The ‘why’ question has not been answered which means that Laila has no context for 

sending the report. Depending on the ‘why’ she may need to attach supplementary 

information or explanation when sending the report. 

A more appropriate message might have been: 

“Hi Laila, 

Please could you email a soft-copy pdf of last month’s sales report to Sobia (cc’d in this message). 

Thanks. 

Sobia needs the report by the end of tomorrow so she can prepare an updated cash-flow forecast 

for her meeting with the bank next Monday. 

Kind regards 

Hajira” 

 

 

 

 

  



Business Communication 

 

© Emile Woolf International  64 The Institute of Chartered Accountants of Pakistan 

2 CONCISENESS  

 
Section overview  

 
 Conciseness  

 Examples and illustration 

2.1 Conciseness  

 

Definition: Concise 

“Giving a lot of information clearly and in a few words; brief but comprehensive”. 

Source: Oxford dictionaries 

For business communications, conciseness means communicating what you want to convey in 
the least possible words without forgoing the other 7 C’s of communication. The message only 
contains information relating to the topic and excludes irrelevant information. 

Concise communication should therefore demonstrate the following: 

 Wordy expressions are removed 

 Use single-words instead of long words or phrases 

 Bullet points are an effective tool to help achieve conciseness 

 Avoiding excessive and needless words underlines and highlights the main 
messages 

 Only relevant information should be included 

 Stick to the point 

 Delete irrelevant statements 

 Avoid long introduction and unnecessary explanations 

 Do not repeat the words or ideas unnecessarily 

 Put the action in the verb – for example: 

Action Action in the verb 

We make use of… We use… 

It is our hope that… We hope that… 

X is an indication that Y… X indicates that Y… 

Provides a justification for… …justifies… 

 Unnecessary repetition should be avoided – concise messages are non-repetitive in nature 
although occasional repetition may be required to emphasise a key point. 

 Avoid long introductions, unnecessary explanations and over-politeness. 

 Limit the use of the passive voice. For example, instead of saying “An analysis of aged-
receivables can be found in appendix B of this report” say “You will find the analysis of 
aged-receivables in appendix B or this report”. 

 Constructing concise messages saves time (and therefore money) for both the sender and 
receiver. 

 Concise messages are more appealing and understandable to the audience. 
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2.2 Examples and illustration 

The following table provides some examples of concise words that could be used as an 
alternative to a ‘wordy’ expression. 

Phrase Concise alternative 

In due course Soon 

Few in number Few 

In spite of the fact that Although 

Meet together Meet 

Due to the fact that Because 

At this time Now 

On a weekly basis Weekly 

Until such time as Until 

Few and far between Rare 

 

 

Illustration: Conciseness 

Below is an extract from a report that Rashida sent to management: 

“We chose to implement option A having established improved results on profitability. Our results 

provide evidence that pre-tax profit increases by 8%. The analysis in Appendix A goes into more 

detail about profit by product line and provides support for the decision”. 

This could have been written more concisely as: 

“We implemented option A having established improved profitability. Our results suggest that pre-

tax profit increases by 8%. Appendix A details profit by product line and supports the decision”.  
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3 CONSIDERATION  

 
Section overview  

 
 Consideration  

 Examples and illustration 

3.1 Consideration  

Introduction 

 

Definition: Considerate 

“Careful not to inconvenience or harm others”. 

Source: Oxford dictionaries 

In business communications, consideration involves empathizing with others and taking into 
account such factors as the message recipient’s view point, mind-set, education level, mood, 
desires and needs. 

You should try to think of things from your recipient’s perspective. For example: 

 What do they really need? A customer may already accept that the price is fair but want 
further reassurance on the safety features of the product. In this instance a communication 
promoting how cheap the product is, will have significantly less positive impact compared 
to a communication outlining the safety features and guarantees. 

 What emotions might they currently be feeling? Someone feeling angry and betrayed (e.g. 
someone who has recently exited a relationship or been subject to fraud) is likely to need 
extra reassurance regarding trust and integrity compared to someone who is happy and at 
peace (e.g. someone who just got married or won the lottery). 

 What emotions might your message generate? Do you need to adjust your message to 
illicit a different kind of emotion? 

 Consider current or potential problems being faced by the recipient. Having thought about 
such problems your message can then convey solutions to those problems rather than 
generate further problems. 

For example, you may know that a key issue for the recipient of your message is the high 
number of faulty product returns. You could refer to this issue in your communication and 
offer a solution by demonstrating how your product will reduce the high number of returns. 

 Self-respect of the recipient is paramount as any loss of respect, insult or humiliation could 
instantly alienate the communication recipient. Flattery and charm can be used although 
be careful to use sparingly and not to exaggerate, which could lose credibility. Above all, 
consider your audience to ensure you will not offend their self-respect. 

In summary, modify the content and style of your message to suit the audience’s needs whilst 
still ensuring your message is complete. 

The ‘you’ approach 

Business messages should focus on how the recipient will benefit, for example what they will 
receive or what they will learn. This is commonly referred to as the ‘you’ approach. 

Considerate communication adopting the ‘you’ approach will demonstrate the following 
characteristics: 

 Focuses on ‘you’ instead of ‘I’ or ‘we’ 

 Make sure you understand people’s needs. 

 However, try to avoid YOU in sensitive cases – express a direct negative in passive 
voice (see example below). 
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 Empathize with the audience and exhibit interest in them. This will stimulate a positive 
reaction from the audience. 

 Refer to the benefits that are specific to the audience. 

 Refer to something specific about their situation that shows you are communicating 
with them specifically and are thinking about them. For example, rather than 
commenting generally that a car is spacious and can fit lots of people and luggage, 
the salesman could make specific reference to the fact that the three sons, Dippak, 
Chattan and James will all fit in the back, along with their favourite gadgets and toys 
to occupy them on the long ride. Furthermore there is ample space in the trunk for 
the camping equipment (as the salesman knows the family like to adventure into the 
mountains at the weekend). 

 Emphasize the positive. Show optimism towards your audience. 

 Emphasize what is possible rather than what is impossible – for example instead of 
saying “you can’t travel business class on short-haul flights” one could say, “you can 
travel business class on long-haul flights”. 

 Stress positive words such as thanks, warm, healthy, committed and help. 

 

Example: Creating a YOU attitude 

‘We-attitude’ 

 I am delighted to announce that we will be maintaining prices at existing levels. 

‘You-attitude’ 

 You will be able to benefit from the same prices as you paid last year. 

‘We-attitude’ 

 I am delighted to announce that we will be extending our opening hours. 

‘You-attitude’ 

 You will be able to shop in the evenings and throughout the weekend due to extended 

opening hours. 

  

 

Example: Avoiding YOU in sensitive cases 

Instead of saying: 

 “You have not sent the report”. 

you could say 

 “The report was not received”. 

Instead of saying: 

 “You cannot return the items if they are soiled or not in a saleable condition”. 

you could say 

 “Items may be returned if they are clean and in a saleable condition”. 
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3.2 Examples and illustration 

The following table compares a number of negative and positive terms to help demonstrate how 
you can emphasize the positive. 

Negative term Positive term 

Unhappy Happy 

Reject Generous 

Unfair Loyal 

Unfavourable Favourably 

Helpless Help 

Trouble Pleasure 

Regret Thanks 

 

 

Illustration: Consideration 

Below is an extract from an e-mail that Kalsoum sent to a client: 

“I would like to express my thanks for your order dated 16th April. We have now executed the order 

and I would like to draw your attention to our despatch documents that I have attached to this 

email. The documents include our invoice, our packing note and our driver delivery note”. 

The above extract is heavily biased towards “I” and “We” showing little consideration for the 

customer (“You”). A significantly more considerate alternative might be: 

 “Thank you for your order dated 16th April. The goods you ordered have now been despatched. 

Please find attached the relevant despatch documents including invoice, packing note and driver 

delivery note”. 
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4 CONCRETENESS  

 
Section overview  

 
 Concreteness  

 Illustration 

4.1 Concreteness  

 

Definition: Concrete 

“Specific; Definite” 

Source: Oxford dictionaries 

Concrete business communication means being particular, clear, vivid, explicit and specific. 
General, vague and obscure messages tend to be met with either no response or equally vague 
and general responses.  

Concrete messages demonstrate the following: 

 Concrete messages are supported with specific facts and figures. 

 Use precise statements instead of vague words.  

 

Example: Being precise 

Instead of saying: 

 “Sales have increased slightly”.  

you could say: 

 “Sales have increased by 6% from $50m to $53m in the first six months of the year”. 

Note that when precise facts and figures are not available you should state that is the case rather 

than simply ignoring them altogether. 

 Some other examples of vague words to avoid include: 

 Small 

 A few 

 Several 

 Slightly 

 Soon 

 Almost 

 Concrete messages tend not to be misinterpreted as they are so specific and clear. 

 Concreteness strengthens the confidence of both the sender and receiver. 

 Concrete messages convey professionalism and help towards building the reputation of 
the sender and the organisation they represent.  

 Using vivid and image-building words can help make the message more compelling and 
impactful. (See illustration below). 

4.2 Illustration 

 

Illustration: Concreteness – using vivid, image-building words 

 Instead of saying “Profit has increased greatly” you could say “Profit has tripled which 
beats your forecast by 120%”.  

 Instead of saying “The factory was idle whilst the generator was fixed” you could say 
“Two weeks of productivity equating to $300k gross profit was lost due to the 
generator break-down”. 
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5 CLARITY  

 
Section overview  

 
 Clarity  

 Examples and illustration 

5.1 Clarity  

 

Definition: Clarity 

“The quality of being clear” 

For example:  

 Coherent and intelligible 

 Certain or definite 

Source: Oxford dictionaries 

Clarity in business communication requires emphasis on a particular message or goal rather than 
trying to achieve too much all at once: 

 Total clarity of thought and ideas enhance the meaning of messages. 

 Choose exact, concrete, familiar and appropriate words: 

 Use simple and well-known words. 

 State your purpose clearly. 

 Construct effective sentences and paragraphs: 

 Length – indicatively sentences maximum 15-20 words 

 Unity – one main idea per paragraph 

 Coherence – state clearly and be careful about the placement of subordinate 
clauses (see illustration below) 

 Emphasis – be clear on the single message you are focusing on 

 Clear messages make interpretation and understanding easier. 

 Clear messages stimulate the recipient into action. 

5.2 Examples and illustration 

The following table compares some simple and clear words with less clear and more complex 
equivalents. Some core rules include: 

 When there is a choice between longer words and equivalent shorter ones always use the 
shorter version. 

 Use synonyms instead of Latin terms. 

 Use English rather than foreign equivalents. 

Do use Do NOT use 

After Subsequent 

For example E.g. 
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Do use Do NOT use 

Pay Remuneration 

About Circa (Latin) 

Home Domicile 

Invoice Statement of payment 

Reason for existence (or justification) Raison d’etre (French) 

Method of operation Modus Operandi (Latin) 

 

 

Illustration: Clarity – the placement of subordinate clauses 

Compare the following statements: 

“Cybercrime, because of the widespread use of computers to store and process personal 

information, is increasing rapidly”, and 

“Cybercrime is increasing rapidly because of the widespread use of computers to store and 

process personal information”. 

The second statement is clearer because the key message was not interrupted by a subordinate 

clause. Therefore: 

 Do not interrupt the main clause with a subordinate clause if the interruption will cause 
confusion. 
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6 COURTESY  

 
Section overview  

 
 Courtesy  

 Illustration 

6.1 Courtesy  

 

Definition: Courtesy 

“the showing of politeness in one’s attitude and behaviour towards others” 

Source: Oxford dictionaries 

Courtesy in business messages implies that the message should show the sender’s expression 
as well as respecting the receiver and being considerate to their personality. The sender should 
be sincerely enthusiastic, polite, judicious and reflective. 

Courteous messages will demonstrate the following: 

 Be sincere and tactful, thoughtful and appreciative. 

 Use expressions and terminology that show respect. 

 Avoid irritating expressions and clichés 

 Avoid using questionable humour and flippancy 

 Use non-discriminatory expressions and ensure the message is unbiased. 

 Use language that will not offend particular groups of people. For example be 
careful not to prejudice against culture, religion, sex, ethnic origin, age and physical 
features. 

 Courteous messages take into consideration both viewpoints as well as feelings of the 
receiver. 

 Courteous messages are positive and focused on the audience. 

 Avoid communicating an assertion that the sender is right and the receiver is wrong – this 
will at best irritate and at worst offend. Phrases such as “You overlooked....”, “We must 
emphasize…” and “Contrary to your understanding…” will invariably alienate the receiver. 

6.2 Illustration 

 

Illustration: Courtesy – Lack of understanding of information received 

Instead of saying: 

 “I can’t understand any of this confusing table”.  

you should draw out what you have understood: 

 “It is my understanding that….” 

 

 

Illustration: Courtesy – Lack of understanding of information sent 

If the recipient misunderstood a previous point that you made then rather than being aggressive 

and inflammatory with such language as: 

 “You did not understand my message!” 

you should adopt a much softer approach such as: 

 “Sorry that the point I was making was not clear. Let me explain it a different way…” 
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7 CORRECTNESS  

 
Section overview  

  Correctness  

 Examples 

7.1 Correctness  

 

Definition: Correct 

“Free from error; in accordance with fact or truth” 

Source: Oxford dictionaries 

Correctness in business communication ultimately implies there are no grammatical, punctuation, 
spelling or other language errors in communication. Correctness also implies that the message is 
exact and well-timed. 

 Use appropriate and correct language 

 Remember that Business communication is much more informal and uses simpler 
words than legal contracts, Government statements and academic papers. 

 Avoid using substandard language – for example use “is not” instead of “isn’t”, 
“should not” instead of “shouldn’t” and “will not” instead of “won’t”. 

 Check the precision and accuracy of figures, facts and language 

 Verify numerical data. 

 Double-check totals. 

 Ask an independent person to proof-read the message. 

 If the communication is correct it boosts the confidence level of the recipient. 

 Correct messages are more impactful on the recipient. 

7.2 Examples  

The following table provides some recommended alternative terms that should be used instead 
of their overly formal equivalents 

Overly formal Use instead… 

Utilize Use 

Endeavour Try 

Participate Join 

Ascertain Find out 

Procure Get 

Deem Think (believe) 

Interrogate Question 
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Illustration: Correctness 

The following management commentary about last month’s sales contains a number of errors 

that need correcting: 

“Most outlet’s grow accept Faisalabed witch see dropping of 10%.”  

Corrections needed include: 

 ‘outlets’ not ‘outlet’s’ – remove the apostrophe 

 ‘grew' not ‘grow’ – past tense 

 ‘except’ instead of ‘accept’ (meaning to receive, consent or agree) 

 Faisalabad not Faisalabed – spelling mistake 

 ‘which’ instead of ‘witch’ (a practitioner of witchcraft!) 

 ‘declined’ instead of ‘see dropping of’ – simplify 

The corrected commentary now reads: 

“Most outlets grew except Faisalabad which declined 10%”. 
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8 CHAPTER REVIEW 

 
Chapter review 

 
Before moving on to the next chapter check that you now know how to: 

 Describe what is meant by and how to apply each of the seven Cs of effective communication: 

 Completeness 

 Conciseness 

 Consideration 

 Concreteness 

 Clarity 

 Courtesy 

 Correctness 
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SELF-TEST 

Q1 Which of the following appear in the 5 W’s checklist? 

A Who, when, why, whichever 

B Why, words, whichever, when 

C Why, where, when, what 

D Work, words, what, when 

 

Q2 Which of the following transitions achieves conciseness? 

A Change “we use” to “we make use of” 

B Change “provides authentication for” to “authenticates” 

C Change “I believe” to “it is my belief that” 

D Change “indicates that” to “is an indication that” 

 

Q3 Which of the following only includes negative terms? 

A Unfair, trouble, generous, regret 

B Happy, loyal, trouble, helpless 

C Reject, trouble, pleasure, thanks 

D Unhappy, unfair, regret, unfavourable 

 

Q4 Which of the following phrases provides the most clarity? 

A We will speak immediately after the meeting 

B The raison d’etre is hitherto unknown 

C A statement of payment will be sent shortly 

D Remuneration is expected to be circa market rate 

 

Q5 Which of the following correctly describes a less formal alternative? 

A Instead of “try” use “endeavour” 

B Instead of “find out” use “ascertain” 

C Instead of “interrogate” use “question” 

D Instead of “think” use “deem”  

 

Q6 The effectiveness of communication can be understood from the 

A Seven Principles of Communication 

B Seven C’s of effective communication 

C Understanding principles of completeness and clarity 

D Appreciating the need of the sender and the recipient 

 

Q7 In order to ensure completeness in the message, consideration should be given to: 

A The relationship of the recipients and the content of the message 

B Make sure all the information is included 

C Five W’s checklist; who what where why when 

D Summarizing maximum information into minimum words 
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Q8 A complete message will include the following features, choose all that apply: 

A Provides all the information necessary 

B Anticipates the recipient’s responses and reduces the subsequent communication 

C Persuasive style 

D Addresses all the questions previously raised or pre-empt the questions of the sender. 

 

Q9 Conciseness is very important for effective business communication. It can be achieved by: 

A Avoiding verbosity 

B Using bullet points 

C Cutting down on the information keeping it to bare minimum 

D  Including only relevant information without forging the other 7Cs 

 

Q10 Which one of the following is not a characteristic of a concise message? 

A Avoids Unnecessary repetition  

B Curt and to the point 

C Avoids Passive voice 

D Avoids long introduction and highlights the main message 

 

Q11 Consideration in business communication is depicted by 

A Putting needs of audience before own  

B Considering the feelings and background of audience 

C Focusing on You attitude 

D Putting the needs of audience while ensuring completeness of message 

 

Q12 Ali was asked to write a letter of regret to the customer for the refund. The refund was regretted as the 

damage to the appliance was found to be from low voltage and not the internal fault as quoted by the 
customer. The customer had taken the appliance on instalments and is still required to pay the remaining 
amount. However the company has a policy where the customer will be able to get a discount of 25% 
till the completion of the instalments on every purchase. He sent letter emphasising how the customer 
had tried to defraud the company and yet the company is giving him the discount offer.  The customer 
wrote a letter threatening to sue for bad customer service. Choose what Ali did wrong in the letter. 

A Did not apologise for the fault of the purchase  

B Accused the customer of defrauding 

C The You attitude was condescending 

D All of the above 

 

Q13 In the same example what could Ali have done to make it more effective communication? 

1 Acknowledge the disappointment of the customer 

2 Clarify the reason for the fault and extent of the damage 

3 Appreciate the trust and the loyalty of the customer 

4 Regret the refund citing policy matters 

5 Inform of the incentive of alternate discount 

6 Inform of new products of the similar range 
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7. Ask him to take it to the maintainer of building rather than asking them for discount 

A      1, 3, 4, 2, 7  

B      1, 3, 5, 6, 2, 4 

C      All of the above 

D      2, 4, 5, 6, 3 

 

Q14 Concreteness in a business communication means 

A Including definite details  

B Including specific, vivid, imaginative details 

C Including general, vivid, authentic details 

D Including specific, vivid, clear, explicit details 

 

Q15 Which of the following is not the advantage of concreteness in business communication? 

A Distortion is avoided 

B Message is not misinterpreted 

C Shows professionalism and increases reputation of the sender and the receiver 

D Message is more persuasive and compelling 

 

Q16 Clarity in the business communication requires the message to be 

A Goal oriented 

B Short and simple 

C Containing only one idea 

D Coherence in ideas to enhance the meaning of the message 

 

Q17 Clarity in a message can often be confused with 

A Concreteness 

B Conciseness 

C Having a single purpose 

D Facts and figures 

 

Q18 Zain had a brainwave regarding a persistent problem at work while sitting in the cafeteria.  He decided 

to share it with his boss. He explained the crux of solution in a five page note and submitted it, 
however he was told that it seems to be too magnanimous and no one could picture the solution. 
What could have gone wrong? 

A Zain was unable to give proper facts and figures to support his idea 

B The boss did not want to go through the whole five pages 

C The idea was lost in the pile of too much information 

D There was no clarity in his communication; he had just jotted down his thought process. 

 

Q19 Read the following sentence: The trend of violence in children because of the unsupervised television 

and social media usage is increasing rapidly. Choose the statement which depicts the message 
clearly. 

A The trend of violence in children is increasing rapidly because of unsupervised television and 
social media usage. 
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B The trend of violence is increasing rapidly due to unsupervised television and social media 
usage in children. 

C The trend of violence in children is increasing rapidly due to unsupervised television and social 
media usage. 

D Children are getting more violent due to unsupervised television and social media usage. 

 

Q20 Courteous messages demonstrate the following attributes: 

A Respectful 

B Sincere and tactful 

C Unbiased 

D Politeness in sender’s attitude, respecting and considerate to the recipient’s personality. 

 

Q21 Correctness in business communication implies that the message contains; 

A No factual errors 

B No grammatical, punctual errors and appropriate language 

C No grammatical, punctual and language errors, is complete and well timed 

D In accordance with truth 

 

Q22 Choose the correct illustration of “All of almost everyone allows for the security guard to go through 

their belongings”. 

A Everyone allowed the security guard to go through their belongings. 

B Almost everyone allowed the security guard to go through their belonging. 

C All allowed the security guard to go through their belongings. 

D Almost everyone allowed the security guard to go through their belongings. 

 

Q23 For a message to be effective it needs to be: 

A Complete, polite, authentic, error free, clear, short, curt 

B Complete, considerate, accurate, definite, clear, polite, comprehensive 

C Relevant, considerate, truthful, general, clear, concise, emphatic 

D Complete, brief, clear, gracious, concrete, correct, considerate 
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1 INTRA-PERSONAL COMMUNICATION 

 
Section overview  

 
 Introduction  

 Self-concept 

 Perception 

 Expectation 

 Factors that influence intrapersonal communication 

 Types of intrapersonal communication 

 Importance of intrapersonal communication 

1.1 Introduction 

Interpersonal communication entails communication with another person, whereas intrapersonal 
communication denotes communication within one’s self that necessarily involves the processes 
of thinking and feeling. Intrapersonal communication is a process in which individuals connect 
with themselves either consciously or subconsciously. 

There exists an argument as to whether intrapersonal communication can actually be referred to 
as a communication process because it does not exactly apt to the conventional definition of 
communication.   

Having only one “person” involved, stating who is sending and who is receiving the messages 
becomes a little tricky.  Interpersonal, as we know, means “between people” (more than one) and 
this is not the case with intrapersonal communication. 

Intrapersonal communication includes conversations continually going on in our own minds. Such 
internal conversations can be for the purpose of clarifying thoughts or analysing a situation, 
reflecting upon or appreciating something. Mastering the skills of intrapersonal communication 
lays the foundation of successful socialization. 

  
 
 
 
 

The three important ingredients of intrapersonal communication are self-concept, perception and 
expectations. 

1.2 Self-concept 

Self-concept provides the basis for intrapersonal communication, because it governs how a 
person perceives one’s self and is oriented towards other individuals. Self-concept which can 
also be referred to as self-awareness comprises of three major factors: beliefs, values and 
attitudes.  

 Beliefs: are either descriptive or prescriptive, they represent basic personal attitudes and 
inclinations towards what is true or false, good or bad. 

 Values: are deep-rooted morals, standards and ideals, which are consistent with beliefs 
about good and bad, right and wrong, ideas and actions.  

 Attitudes: are learned predispositions and tendencies towards or against the subject 
matter, ideals that stem from and are generally consistent with values. Attitudes often are 
global and typically influenced by emotions. 

Example:  

The most evident and noticeable form of intrapersonal communication is the voice coming from 
inside; the apparently unending oration that takes place inside our minds.  And what does it 
say to us? There appears to be a ceaseless parade of annotations, remarks and judgments 
about whatever we experience.  

http://thecommunicationprocess.com/intrapersonal-communication/
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The three selves: 

 Real self: what do you think of yourself when you are being honest. 

 Ideal self: – who you would like to be or think you should be. 

 Public self: – the one you would like others to know. 

1.3 Perception 

Where self-concept focuses internally, perception moves the focus towards the outside world. 
Perception, thus, can be defined as a process by which individuals establish, organize and 
interpret their sensory impressions towards the external world in order to give a meaningful and 
coherent picture of the environment. However, what an individual perceives can be significantly 
different from the actual reality and may also be different from what others perceive of the same 
situation. 

Perception of the external world is also deeply embedded in beliefs, values and attitudes. It is so 
closely inter-related with the concept of self that one feeds off the other, thereby creating a 
harmony between understanding of both one’s self and one’s world. 

Factors affecting perception 

A number of individuals looking at the same thing may perceive it completely differently. There 
are numerous factors that can either shape or distort perception. All these factors can either 
pertain to the perceiver, the object, the target which is focussed and is being perceived or the 
context in which the perception is being made. 

 Perceiver: When the perceiver looks at a thing and attempts to interpret it, then his 
personal characteristics deeply influence that interpretation. These characteristics include 
attitudes, motives, interests, experience, expectations and beliefs, e.g. if you expect 
teachers to be mentors, old people to be forgetful, then you are perceiving them as such, 
irrespective of their actual traits. 

 Target: Characteristics of the object under focus may also affect the perception of the 
perceiver, e.g. individuals who are talkative are more likely to be noticed than those who 
are quiet. 

 Context: The context in which we see the targets is also very important, e.g. a person 
perfectly dressed up for a corporate meeting is normal but the same person attired for a 
cricket match with the same group of people would appear weird. Though the perceivers 
and target both are the same but the situation is different. Such situational factors might 
include; time, place, light, temperature, seasons, etc. 

1.4 Expectations 

Future based messages dealing with long-term implications are termed as expectations. These 
are strong beliefs regarding something that would happen in future. 

There are two main aspects of expectations, i.e. the expectations we have from others and the 
expectations we have from our own selves. How expectations are managed is critical to how 
experiences and goals are managed and pursued.   

In order to manage expectations one should develop an understanding as to what is in one’s 
control and what is not. Expectations can be unreasonable if they are at extremes, i.e. if 
someone expects to get hired immediately or assumes will never have to work again, represents 
extremely unreasonable expectations. 
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1.5  Factors that influence intrapersonal communication 

 Perspective:  

Perspective is a particular attitude towards something and is the way we see anything, e.g. 
if a person thinks that toys corrupt children’s minds, then seeing from this perspective, all 
toy shops would be the worst most evil places on earth. 

Knowledge, understanding and standards in our minds, shape our perspectives, 
philosophies and paradigms. Our approach towards life impacts our perspectives in life. 
Positive thoughts will cultivate positive perspectives in life, which in turn will produce 
positive actions. Positive perspectives produce positive interpersonal relationships. 

 Self-esteem: 

Self-esteem is our perception of ourselves. It reflects how we measure our value, how we 
perceive our value to the world and what worth we think we have for others. Self-esteem 
has profound effects on almost every aspect of our lives; it impacts our confidence and 
belief in our own selves and in others, our connections and our work. 

Positive self-esteem provides us with the courage and flexibility to take control of our lives 
and learn from our mistakes without the fear of rejection and non-acceptance. It 
encourages us to shape our lives as best as we can. A person with high level of self-
esteem is comfortable with one’s self and is happy with what is reflected in the mirror.  

On the other hand, low self-esteem causes a weakening effect that prevents individuals 
from realizing their full potential. A person with low self-esteem feels worthless, inept, 
incompetent and useless. It leads to a number of weaknesses in life.  

In order to build high self-esteem, one should recognise the abilities required to actually 
achieve whatever one wants. Those who suffer from low self-esteem, should interact with 
those who have optimistic attitudes towards life and believe in the positivity of their actions. 

 Self-confidence: 

Self-confidence is our assessment of our own abilities to do something and achieve 
success. High levels of self-confidence help us to take actions based on perspectives and 
values we hold. It provides us with the strength to achieve the goals in our lives. One 
should have a strong feeling of being an individual who is positive, successful, has 
capabilities and can contribute something meaningful to the society. One must think and 
find ways to solve issues rather than surrender to the circumstances. 

 Self-assertive: 

Self-assertiveness refers to the capability to take a stand and perform suitable actions to 
guard perspectives and positive values in which one strongly believes. 

Patience, courage and determination are the major attributes needed to improve any 
adverse situation. One should behold firmly to the principles, ethics and rules one strongly 
believes in. 

1.6 Types of intrapersonal communication 

Intrapersonal communication may involve internal dialogue, solo vocal communication, and solo 
written communication. 

 Internal dialogue: involves thinking, deliberating, investigating and analysing. Some 
experts are of the opinion that daydreaming and nocturnal dreaming both relate to this 
category. Observations and reflection also are part of this process. 

 Solo vocal communication: involves talking loudly to one’s own-self. This may be done 
to elucidate thinking, to practice a message anticipated for others, or simply to let off 
steam, e.g. talking to one’s self as the subordinate complains about the superior. 

 Solo written communication: refers to written communication which is not meant for 
others, e.g. personal diary. 
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1.7 Importance of intrapersonal communication 

Though intrapersonal communication is retained within an individual’s mind, yet it is the basis of 
all other types of communication. Our understanding of and response to what we hear and read 
depends heavily on the quality and extent of our communication with our own selves.  

In order to successfully communicate with others, one must first learn to communicate within 
one’s own self. Intrapersonal communication is the simplest form of communication. Thoughts 
and ideas that flow within the mind are influenced by an individual’s temperament, emotions, 
experience, knowledge, opinions, views, values and attitudes. 

The intrapersonal communication can be improved by concerted efforts, self-awareness, and 
constant watch over one’s own self. Willingness to understand other people’s point of view can 
help to broaden the thinking prospects, e.g. well-thought planning is essential prior to appearing 
for a job interview, or meeting with a customer or initiating an arbitration process.  

Before communicating with the world one needs to communicate within one's ownself. In that 
sense we can say, that intrapersonal communication can be regarded as an essential pre-
requisite for effective interpersonal communication. Effective communication rests on positive 
outlook of the communicator. 

Skills in intrapersonal communication can provide the right stability, direction and frame of 
judgement in communicating with the external world. 
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2 INTERPERSONAL COMMUNICATION 

 
Section overview  

  Introduction  

 The nature of interpersonal communication 

 Purposes of interpersonal communication 

 Ways to improve interpersonal communication 

 Elements and traits of ethics in interpersonal communication  

 Role of communication conflict in intercultural relationships 

 Role of stereotypes in the communication process 

2.1  Introduction 

Interpersonal communication is the communication that takes place between individuals who 
have a relationship between them. It occurs when messages are sent and received and when 
meanings are assigned to such messages. Interpersonal communication may be affected by 
noise, follow a context and contain chance of feedback. 

Major benefits of interpersonal communication 

The overall benefits of interpersonal communication can be broadly categorized into two groups, 
i.e. personal/social and professional.  

 Personal/social: To a great extent our personal accomplishments and joys depend on our 
effectiveness as interpersonal communicators. The bonds of relationships are made, 
sustained, and at times broken through our interpersonal communication. The success of 
our family relationships depends heavily on the interpersonal communication among the 
members.  

 Professional: The ability to communicate interpersonally is acknowledged to be a key to 
professional success. From the first interview as an internee to participating in and then 
leading meetings, the aspirant’s interpersonal communication skills will largely determine 
his/her success. It has become a widely known fact that, amongst the various attributes, 
“communication and interpersonal skills” are accorded high priority in hiring decisions. 

2.2 The nature of interpersonal communication 

Verbal and nonverbal interactions between two or more interdependent individuals represent 
interpersonal communication. This simple definition entails a variety of characteristics as 
discussed in the following paragraphs. 

Interpersonal communication is between inter-reliant persons  

Interpersonal communication takes place between individuals who are in one way or another 
“linked”. Interpersonal communication thus includes what happens between a daughter and 
mother, a superior and subordinate, two brothers, a lecturer and a student, two friends, and so on 
and so forth. Not only are the people simply linked, they are also interdependent: what one 
person casts an impact on the other person. The actions of one person bring about 
consequences for the other person. In an organization, for example, if an employee is made 
redundant, it will affect his parents, other siblings, extended family members, and other 
dependents. 

Interpersonal communication is essentially relational 

The interdependency makes the interpersonal communication fundamentally and inevitably 
relational in nature. Interpersonal communication relates to a relationship, it affects relationship, 
as well as defines the relationship. The way one communicates is determined greatly by the kind 
of connection that exists between individuals. We interact in a different way with our instructor 
and our best friend; a brother and a neighbour, a co-worker and a casual social contact. But it 
should also be noted that the way one interacts with the other, will influence the kind of 
relationship between the individuals.  
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Interpersonal communication covers extremes 

Interpersonal communication ranges from fairly impersonal at one end to extremely personal at 
the other end. At the impersonal end of the continuum, one might think of a simple conversation 
between people who, we would say, really don’t know each other—e.g. a traffic warden and a 
driver. At the highly personal end is the communication that takes place between people who are 
emotionally interconnected—a father and son or best friends. 

Interpersonal communication involves verbal and nonverbal messages  

Interpersonal interaction comprises of the exchange of verbal and nonverbal messages. The 
words one uses as well as the facial expressions—the eye contact and the body posture. 
Similarly, messages are received through sense of hearing and other senses, e.g. visual and 
touch senses.  

At times even silence speaks a thousand words.  

Interpersonal communication exists in diverse forms 

Mostly, interpersonal communication takes place in person face-to-face e.g. talking with other 
friends before class, interacting with family over lunch, etc. But, with the passage of time, another 
dimension has made inroads in our lives. Today much conversation takes place online. Since 
these online arrangements make it easy to communicate internationally hence they provide an 
excellent exposure to other cultures, other ideas, and other ways of communicating, and they are 
a good introduction to intercultural communication. 

Interpersonal communication is transactional 

According to certain early theories the process of communication was assumed to be linear, i.e.  
when the speaker spoke the listener listened; after the speaker finished speaking, the listener 
would speak. Communication was believed to be proceeding in a fairly straight line. Speaking 
and listening were supposed to be occurring at different times—when you spoke, you didn’t 
listen, and when you listened, you didn’t speak. A more satisfactory view that is currently 
believed in treats communication as a transactional process in which each person is 
simultaneously both a speaker and a listener. As per the transactional view, the time when 
messages are being sent, the receiver is thought to be receiving messages from his own 
communications and from the responses of the other person as well. And at the same time when 
the listener is listening, he is sending messages as well. 

Interpersonal communication involves choices  

During interpersonal communication we are often presented with choice points—moments when 
we need to make choices as to who should be communicated with, what to be said, what not to 
be said, how to phrase whatever has to be said, and so on.  

2.3 Purposes of interpersonal communication 

Interpersonal communication is a purposeful and focused interaction that can be used to 
accomplish a variety of purposes. Some of them are discussed as under: 

 To learn: Interpersonal communication enables us to learn and to better understand the 
world around us. In fact, it is believed that our principles, attitudes, and morals are 
influenced more by interpersonal experiences than by formal, conventional education. 
Interpersonal communication also lets us learn about ourselves—our strengths and our 
weaknesses. 

 To connect: Interpersonal communication helps to connect to others and to form 
significant connections. Such contacts help to relieve the state of loneliness, depression 
and hopelessness, enable individuals to share and heighten pleasures, and in general 
make one feel more positive. 

 To inspire: During our interpersonal connections we may inspire others; e.g. to choose a 
certain career, to behave in a certain way, to try a new restaurant, to argue to let someone 
believe if something is true or otherwise. 
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 To support: Psychiatrists serve humanity professionally by offering help through 
interpersonal interactions. But we all interact every day to help our connections in one way 
or another. Examples include, consoling and comforting a friend who has just lost his 
father, counselling a student about career prospects  or offering advice to a co-worker. 

 To play and enjoy: Messaging friends about outstation holidays, discussing interests on 
chat, making a practical joke, posting an event or photo on some social media site, and 
gossiping with friends are all  examples to play and enjoy functions. These fun activities 
might seem to be trivial but, indeed, these are extremely important purposes that give our 
activities a necessary balance and provide our mind with a break from serious matters. 

2.4 Ways to improve interpersonal communication 

Interpersonal skills are invaluable in personal as well as professional life. These skills measure 
how well you interact with others. Therefore, you must be aware of the ways these skills can be 
improved. Some of them are discussed briefly as under: 

 Smile: It is hard to find somebody who would want to be around someone who is in a 
constant state of depression. People in general avoid negative energies around them, 
therefore try being friendly to all and wear a smile. An optimistic and cheerful attitude acts 
like a positive energy that is likely to draw others to you. 

 Encourage others: We all have positives and negatives, strengths and weaknesses. 
Rather than dwelling on negativity one should appreciate the positive outlook of life. We 
should try finding at least one positive thing about everyone we connect with and let them 
hear it out. Generous praise and kind words of encouragement can greatly improve the 
quality of relationships. Some magic words like sorry, thanks, welcome, excuse me, etc. 
can really help build one’s image very strongly. When we let others feel welcome, 
honoured and appreciated, they too wish to put in their best. 

 Have courtesy for others: During a lifetime, individuals go through many phases; we 
should recognize, acknowledge and celebrate others’ successes, and express concern 
and empathy for difficult and painful situations. We should deal with others in a respectable 
manner and let them come up with their opinions as well. 

 Active listening: Active listening refers to establishing the fact that one clearly intends to 
hear and understand another person’s point of view. It means an active participation in the 
conversation, it would reflect that the subject under discussion has been understood. The 
feeling of being heard would make people appreciate you. 

 Bridging gaps: Craft an environment that raises everybody’s spirits to work together. 
Avoid favouritism and treat everyone equally. Avoid back-biting. Honour other people's 
suggestions and requests. When you make a statement or announcement, check if you 
have been understood. Such personality traits will make people trust you. 

 Resolve conflicts: Even healthy relationships experience conflicts. Any two persons can’t 
agree over same things all the time. Rather than avoiding the conflict, conflict resolution is 
more important, crucial and worth learning. Try to resolve disagreements when they arise. 
Become an effective mediator. If group members quarrel over personal differences, sit 
down with both the parties and help sort out their differences. Assuming such leadership 
role, will enable you to receive respect and appreciation from those around you. 

 Communicate clearly: Every effort should be made to ensure that a clear message 
reaches the receiver’s end. Before communicating determine clearly what you have to say 
and how. An effective communicator avoids confusions and misunderstandings with co-
workers, colleagues, and peers. 

 Humour: While living, sometimes though we breathe but forget to live. We develop a habit 
of taking ourselves and the situations that come across so seriously that we lose our tool 
of humour. Don’t get scared to be witty or funny as most people get attracted to a person 
who can make them laugh. Your sense of humour can act as an effective tool to lessen 
barriers and gain people’s affection. 
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 Empathy: Empathy refers to being able to put one’s self in someone else’s shoes and 
realize how they feel. It talks about viewing state of affairs from another person’s 
perspective. This is not so difficult as it appears to be, as those who are sensitive enough 
and are connected to their own emotions firmly, do empathize well with others, whereas 
those who are far from their own selves are far from others’ emotions as well. 

 Stop complaining: We all complain. Even if somebody says that he is the happiest 
person in the world, he would still complain sometimes somewhere over something. 
Though we cannot avoid it completely yet we should not waste the entire life complaining. 
There is nothing worse than a chronic complainer, too much of complaining can simply ruin 
the relationships. Constantly griping about one thing or another can certainly make matters 
worse for the connections. It is easier to complain than to find solutions, instead try finding 
solutions than to complain, even then if one has to vent about something, should save it for 
personal diary or journal. Yet if can’t resist speaking it out, one must share such stuff with 
close friends and family while keeping it short. One must avoid making such things public 
to avoid ruining one’s reputation. 

2.5 Elements and traits of ethics in interpersonal communication 

The business communicator’s vital responsibility is to be ethical. Ethics denotes a set of 
principles or rules of correct conduct. Communicating ethically involves being open, respectful, 
and trustworthy—overall, actually practicing the “golden rule” i.e. treat your audience the way you 
would want yourself to be treated. Communication can move people, inspire cultures, and 
transform history. It can stimulate individuals to take stand and consider an argument. The 
effectiveness of your message depends upon the degree to which you consider the common 
good and adhere to fundamental principles you hold. The very basic ethical traits in interpersonal 
communication are discussed below. 

Equality 

To be just is to believe in basic equality. It asserts that everybody enjoys the same level of 
respect, prospects, access to information, and rewards of contributing in a group.  

Positive relationship with the audience 

Ethical communicators build a wonderful chemistry with the audience in no time and strike the 
same wavelength of the audience. They communicate in a way that is comprehensible and 
appropriate to all their listeners or readers, not just those who are “like them” in terms of age, 
gender, race or culture, or other characteristics. An ethical communicator seeks to unite the 
audience by using ideas and language that are appropriate for all the readers or listeners.  

Balance between speaking and listening 

In interpersonal communication, while one person speaks the other person listens.  

Keeping a true balance between speaking and listening phases is an important part of the ethics 
of interpersonal communication.  

Respect  

People are influenced by logic as well as emotions. Often times we see an audience being 
affected by a “cult of personality”. Because of being manipulative, the orator fails to respect the 
audience. You may have also seen people hurt by cynicism, insults, and other rude forms of 
communication.  

An ethical communicator is zealous and enthusiastic without being disrespectful. The subject you 
are working on, and if it has substance, do try to put in an effort by communicating devotedly 
making your audience understand why is it so important. In this way you can show respect for 
your audience’s time and their intelligence.  

However, in cases, where you disagree strongly with a co-worker or feel extremely irritated and 
annoyed with some customer, it is important to express such sentiments respectfully. For 
example, instead of telling a customer, “It’s enough. I’ve had it with your complaints!” an ethical 
communicator might say, “I’m having trouble fixing this situation. Would you like to explain to me 
what you want to see happen?”  
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Trustworthiness  

Trust is a key factor in communication, and this is what determines the sanctity of communication 
process, e.g. as an employer would you dare to hire someone you did not trust? As a customer, 
would you buy from a company you did not trust? Your task as a communicator is to form a 
healthy connection with your audience, and to do that you need to show them why they can trust 
you and how relevant and believable is the information that you are sharing with them. Show why 
you are interested in the topic, or offer your reasons for communicating at this particular time.  

Authentic information  

The information that is to be communicated must be true and authentic. Before having it shared 
with the target audiences the information must be checked for accuracy, otherwise it can have 
worse consequences. 

The “Golden Rule”  

Whenever you are in doubt, recall the “golden rule,” that says, treat others the way you would like 
to be treated. The golden rule includes human kindness, cooperation, and exchanges across 
cultures, languages, backgrounds and interests. No matter where you travel, who you connect 
with, or what your audience is like, just remember how you would feel if you were on the 
receiving end of your communication, and then act accordingly. 

When we turn over the pages of history, and observe that unethical communication has been one 
of humanity's most potentially harmful weapon, at the same time, we see that the art of 
communication has been instrumental in the quests of truth, wisdom, justice, and peace.  

Powers of communication to hurt and to heal, to suppress and to inspire, to deceive and to raise, 
to persecute and to comfort, to wound and to mend are among the direct links between 
communication and ethics. It has all the powers within, it depends upon the communicator to 
explore which aspects to choose. 

2.6 Role of communication conflict in intercultural relationships 

Intercultural communication is the process of sending and receiving messages between 
individuals whose cultural background differ from each other and could lead them to interpret 
verbal and non-verbal signs differently. 

Culture has a clear impact on human activities on individual, national, global and organisational 
levels and affects contexts like trade, foreign investment and international relationships. 

Differences in values and norms of behaviour of people from different cultures give rise to the 
cultural differences. Two persons belonging to two different cultures during the process of 
communication, would act differently and might not understand each other’s point, this situation 
creates misunderstanding and can lead to conflict. We all are raised in a particular culture and 
learn a particular language, rules and norms, hence we communicate differently from individuals 
belonging to other cultures. Understanding others’ culture eases inter-cultural communication. 

Experts have researched how people of various cultural and ethnic backgrounds handle conflict. 
Since there are inherent differences between the sender and receiver of the message, the risk of 
misunderstanding tends to be rather high in intercultural situations. 

The world has become a global village, people around the world have become increasingly 
interconnected. Nations depend upon each other to safeguard their individual interests. Globally, 
many big cities and countries are becoming more diverse internally, with populations of varying 
races, faiths, ethnicities and national backgrounds. Besides communicating with people in foreign 
countries, you will be communicating with people in your own country having culture and 
language different than yours. Distinct groups existing within a major culture are known as 
subcultures. 

Dimensions of cultural differences 

Hofstede defined culture as the collective programming of the mind which distinguishes the 
members of one group or category of people from another. 

We can say that it is a shared system of attitudes, symbols, values, beliefs, expectations and 
behaviors, communicated from one generation to the next.’ Members belonging to the same 
culture have similar perception towards how people should think, behave and connect. 
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When you send message to the other person you send it after having encoded it as per your 
assumptions of your own culture, on the other receiver’s end the message is decoded with the 
assumptions of the other culture. So therefore there exists a likelihood that the message gets 
misinterpreted. If the differences between both the cultures are greater the risk grows even 
bigger. 

 Social Ethics: Ethics, morals and values might change from culture to culture. For 
example in the U.S materialism is taken as a cure to poverty and money is considered a 
solution for many problems but in various other countries materialism is hated and 
condemned and a carefree lifestyle is preferred. 

 Roles, levels and ranks: Cultures define the roles people play. For example women in 
many parts of the world are not expected to play any prominent part in the business world. 
So a female business executive visiting any such country needs to be discreet enough as 
she might not be treated seriously there. 

Social standings are also expressed differently in different countries. A modest quarter for 
running a business in the Middle East might appear as an indication of lack of status but 
the reality is otherwise. 

 Decision making norms: Decision making customs too differ from culture to culture. 
Americans believe in quick and efficient decisions, whereas Greeks follow a time 
consuming process of gathering every possible detail before arriving at a decision. In 
Pakistan and many other countries the ultimate decision making authority is the one who is 
ranked highly in the organization, a single figure who dominates the organization, however 
in Japan the negotiating team has to arrive on a consensus through a long, elaborate and 
time consuming process. They do not follow  majority rule, consensus assumes greater 
importance and all their managers are expected to follow the same decision making 
process, whether in Japan or anywhere else in the world.  

 Personal Space: Space too means differently from culture to culture. For example, 
Canadian and US people stand 5 feet apart during a business conversation. Five feet is 
too close for people from Germany and Japan but for Arabs it is too far.   

 Body language: Getting mastery over another country’s language does not necessarily 
mean that you have learnt their entire body language as well. For example in Pakistan, 
people shake their hands to greet others whereas in India they join their hands (palms 
together) and bow down to welcome others. In the US not keeping a proper eye contact is 
a sign of dishonesty whereas in Asia keeping eyes lowered during a conversation is a sign 
of respect. These differences may make you misread the existing situation. 

 Manners and attitudes: Manners and behavior too change from culture to culture; they 
may be formal or informal. In Arab countries offering gifts to a friend’s wife is considered 
impolite however this is acceptable if meant for his kids. Formal manners however can be 
identified but it is rather difficult to figure out informal rules of etiquette. The way out is to 
watch how people behave and then follow that behavior. Informal rules are important to be 
learnt because when they are violated people would feel uncomfortable yet may not be 
able to exactly say why. 

 Legal structure: Law has different implications worldwide. When going global you need to 
be well aware of the legal structures in different countries because ignorance is no 
defense. In some countries, companies pay extra amount of money for approving 
government contracts and it is a routine process whereas in many other countries it is not 
only considered unethical but is also illegal.   

Problems and consequences related to intercultural communication  

In present era, it has become nearly impossible to find a uni-cultural organisation, this has made 
managers believe that being inter-culturally competent is critical for running multi-cultural teams. 

The national and regional contexts in which the organisations operate and also the internal 
organisational culture influences these entrerprises. A great number of managers communicate 
across the borders and work with culturally diverse people who perceive and interpret behaviour 
in very different ways. 
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Let us have a look at the various types of problems that can arise in situations of intercultural 
communication. Let us assume that two individuals with dissimilar cultural backgrounds begin to 
communicate. Since they have different cultural backgrounds, they perhaps have less common 
pre-understanding than two persons who would have been interacting with the similar cultural 
background. If the absence of common pre-understanding is related to their joint activity and 
communication, this may result in various consequences that are discussed as under. 

 Lack of understanding: It denotes a failure to interpret part of or all of what the other 
person is trying to communicate. One may or may not notice that something went unheard. 

 Misunderstanding: The difference in culture and relevant pre-understanding can also 
cause misunderstanding, i.e. one actually interprets the message but this interpretation is 
either inadequate or incorrect.  

 Individual level: 

 Interruption and breakdown: Due to lack of understanding or misunderstanding, the 
communication process as a result might get interrupted and break down and either 
or both of the parties might refuse to communicate any further. 

Another dimension, though less likely consequence of a breakdown, but it says that this 
break down might stimulate individuals to try improving their opportunities for 
communicating with one another. There are, however, some factors that determine 
whether the reaction becomes a negation or a motivation for new attempts. An example of 
one such factor is the power relation and dependency between the parties. For example, If 
X has equal power as Y, it is very easy for X to refuse to communicate with Y, but if X is 
dependent upon Y then refusal will not be easy. In a similar fashion, if X’s need for 
communicating with Y is not great, it is easy for X to refuse to communicate than 
otherwise.  

 Communication on the conditions of only one party: Another extension that is 
also often linked to a power difference between parties is that one of the parties gives 
up and starts communicating completely as per the conditions of the other party. This 
pattern is typical for those ethnic groups who live in countries where they are not in 
the majority, do not belong there and are not the part of the ruling class.  

 Collective level:  

 Expulsion and segregation: On a collective level, expulsion and segregation relate 
to the individual level case of interruption and refusal to communicate. Expulsion is 
the process by which a powerful group of people choose to remove a less powerful 
group from their territory. Segregation, is where one group of people, instead of 
being removed, becomes isolated and extremely limited in their contacts and 
communication with surrounding groups.  

 Assimilation: On a collective level, assimilation relates to an individual yielding and 
communicating on the other party’s conditions. It is always not the case that a 
dominant group pressurises a group with less power for expulsion and/or 
segregation. Another case might be expressed in attempts toward assimilation in 
which an attempt to get the group disappear by disbanding it such that it disperses 
within the leading central group.  

 Integration: Integration usually refers to a pattern in which different groups are 
provided with the possibility, and perhaps some support as well, to maintain their 
distinctive identity without the coercive and defense mechanisms usually associated 
with segregation.  

Guidelines for intercultural communication   

Following key areas would help us to investigate whether it is possible to avoid any of the 
problems of intercultural communication or not. 

 Awareness and insight: You may never get over cultural differences completely yet you 
can work on it making your communication reasonably effective. The first step that should 
be taken in order to improve inter-cultural communication is to obtain insight into the 
differences and the similarities that exist. Obviously dissimilarities in the culture and 
communication patterns are in focus yet similarities should also be given due importance 
as they would form a general human base that would contribute towards bridging the 
distances between both the parties.  
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 Intercultural communication skills: You may not have enough of time or interest in 
learning about another culture yet you can communicate in a much better way if you can 
develop general communication skills that can help you communicate well with people 
belonging to any culture. These skills are general to any type of communication, examples 
include; responsibility of the communication process, patience, empathy, respect, clarity, 
acceptance, etc. 

 Written communication: Unless you have fluency over the language of the other party, 
write in your own language otherwise take the help of a translator when and if needed. 
Clarity should be in focus, avoid using slangs, jargons, idioms and difficult words, instead 
use short and precise words that state the purpose clearly and objectively. Paragraphs 
should be short and on target. 

 Oral communication: At times meetings become inevitable and just can’t be avoided. 
Oral communication is essential for developing business rapport and provides the 
opportunity of getting immediate feedback. However, due to cultural differences there are 
chances of errors and one should stay alert to the possibilities of misunderstanding and 
hidden conflicting signals or the possibility of misreading other person’s indications. Try 
explaining your intent with the use of examples and repeat the content where needed, 
practice active listening, accept the fact that gestures and expressions mean differently in 
different cultures. Take responsibility of the communication process and adapt to the style 
of person in front, make every effort to ensure that the other party has understood what 
you meant and vice versa. Follow up as well in writing afterwards. 

 Flexibility: Be flexible and have empathy for the other party . If there is an absence of will 
and desire to adapt to the other party, even better insight into the similarities and 
differences might not lead to solutions. Try being on the lookout for signals that suggest 
you should change your own communication style or your interpretation and understanding 
of the communication style of the other person. 

 Positivity: You should approach intercultural communication with a positive attitude and 
with an objective of understanding the other side of the picture rather than speaking about 
or safeguarding your own. One should keep away from ethnocentrism that attempts at 
explaining everything on the basis of one’s own social and cultural values. Instead, 
understand how a concept, product or practice fits into the other culture. ƒ 

Need for intercultural communication   

 Success of any international business depends upon the quality of inter cultural 
communication. 

 A number of workers from around the world and from different cultures work together as a 
group, learn new things and increase the business opportunities worldwide. 

 Intercultural communication provides opportunities for running worldwide marketing 
campaigns. 

 It is marked with the removal of barriers between the borders and the flow of goods, 
capital, services and labour is facilitated.  

2.7 Role of stereotypes in the communication process 

Stereotypes refer to generalized ideas or images about certain group of people that are widely 
accepted by others. 

Examples: 

- Boys are good at sports 
- Girls are emotional 
- Black people are the best athletes 
- Chinese people eat rice. 
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Stereotypes can pertain to different ethnic groups, social classes, religious groups and opposite 
genders. 

e.g. 

- Lower class people are uneducated. 
- Men are stronger than women. 
- Chinese are an extremely competitive race. 

Stereotypes arise as an approach towards explaining and justifying differences between groups. It 
might arise as a result of lack of exposure to other groups, cultures, etc. They can be positive or 
negative. 

Stereotype can be taken as a printing stamp to make multiple copies from a single mould.  

Though stereotyping in social relations plays a significant role by classifying people and helping us 
foretell their conduct and plan our reactions yet it can also be dangerous. Cultural stereotypes often 
result from or lead to prejudices, negative opinions about others. Prejudices based on generalization 
of any race of people into thin, negative stereotypes can have disastrous consequences such as 
discrimination, violence and genocide in extreme cases. 

We often find people stereotyped around characteristics of:  

  Age: Old people are forgetful. 

  Religion: Islam is growing faster than any other religion. 

  Profession: All lawyers are greedy. 

  Things: All Swiss watches are perfect. 

  Race: All Chinese people look alike. 

Stereotypes have four main characteristics:  

  They are simpler than the reality. 

  They are acquired from others rather than on one’s own experience. 

  They are erroneous by their very nature. 

  They resist change if entrenched deeply. 

We trust on these simplified generalizations because they help us make decisions quickly. The 
problem occurs when we start generalizing inappropriately or too much. They are widespread and 
may not contain any truth at all when applied to a single person or situation, so therefore we need to 
exercise care and discretion to avoid being unfair. 
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3 THINKING PROCESSES  

 
Section overview  

  Introduction  

 Creative thinking  

 Critical thinking 

 Effect of critical thinking over communication 

 Differences between creative and critical thinking 

3.1 Introduction 

Thinking is a mental activity which continues even when one is sleeping. Thinking is said to be a 
constructive process that involves a number of mental activities, such as deducing, extracting, 
reasoning, envisioning, judging, problem solving, and creative thinking. Thinking is basically a 
conversation between our minds and ourselves. Our mind has the skill to assess facts and 
choose what is true or false. 

Thinking is a more difficult process than feeling because it requires command over impulsive 
emotions and strong desires. Since the dawn of human civilization a lot of effort has been put in 
to identify different thinking processes and their importance in private and public life. Two major 
processes are discussed in the following paragraphs i.e. Creative thinking and Critical thinking. 

3.2 Creative thinking 

Creative thinking is the procedure we follow in order to develop ideas that are unique and 
exclusive, useful and worthy of further elaboration. It is described as an approach of looking at 
problems or situations from a new standpoint that in turn proposes unorthodox solutions. To sum 
up, creativity is the skill of bringing something into existence that was not there before. 

Characteristics of a creative thinker 

 A creative thinker is always curious and looks at problems as opportunities. 

 He enjoys taking challenges and is comfortable with imagination. 

 A creative thinker challenges assumptions and does not give up that easily. 

 Creative people are self-governing and free in their judgments, and are self-assertive, 
dominant, impulsive, prefer complexity, etc. 

 They develop the ability to deal with ambiguity and unstructured problems.  

Role of creativity in life 

Have you ever realized whatever you see around you, the stuff that you use for work in everyday 
life, the conveyance you use for travelling from one place to another etc. are all the products of 
human thinking? Creativity is a specific kind of thinking process that involves reaching out to the 
solution of a problem in an exclusive and novel way which was missing earlier.  

Creativity is the mother of all inventions and discoveries in the world. Unlike routine solutions to 
the problems, creative solutions are fresh, original, and unique, that others have not practised 
before. 

Believe it or not, we all are creative thinkers by nature. Turn over the pages of past and visualise 
the days of your childhood, it would give you the proof how you used your creative skills for doing 
simple things. But the misery with this simple fact is that, ahead in the secondary education these 
skills are not developed and emphasized upon. Another simple fact is that creative thinking skill 
is one of those things that humans will ever have a monopoly on. 

It’s the key that opens the door to unlimited opportunities. Look around and you would know what 
this skill has done for mankind.      
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3.3 Critical thinking 

“Critical thinking is the thinking procedure we follow in order to reflect on, measure and evaluate 
the assumption fundamental to our own and others’ ideas and efforts”. 

It is the intellectually controlled process of vigorously and proficiently conceptualizing, applying, 
analysing, synthesizing and/or evaluating information gathered from, or generated by, 
observation, experience, reflection, reasoning or communication. 

Distinctions between critical thinkers and uncritical thinkers 

Critical thinkers  Uncritical thinkers 

Have a passionate drive for clarity, accuracy 
and applicability. 

Often fall victim to ways that are uncertain, 
imprecise, inaccurate etc. 

Are sensitive to ways in which critical 
thinking can be twisted by egocentrism, 
wishful thinking, etc. 

Often fall prey to egocentrism, and wishful 
thinking etc. 

Are logically honest with themselves, 
acknowledge openly what they don’t know 
and recognize what their limitations are. 

Pretend that they know more than what they 
do and disregard their limitations. 

Listen open-mindedly to contrasting views 
and welcome criticism. 

Are close-minded people and fight criticism of 
beliefs and assumptions. 

Think independently and are not scared of 
disagreeing with group opinion. 

Tend to get involved in “group think”, 
uncritically following the crowd. 

3.4 Effect of critical thinking over communication 

Critical thinking is in fact the soul of effective communication. If communication is regarded as a 
meaningful interchange of information, opinions, beliefs and feelings between two individuals, 
critical thinking is the base that provides this meaning. Communication starts with a thought, a 
feeling and an emotion. The mind shapes this thought before sending it out to the receiver. 
Critical thinking, simply put, is the tool to rationally build our thoughts. Effective communication 
begins with a clear thought process. Critical thinking raises clarity of thought. 

A continuous quest of critical thinking makes leaders and managers think logically, provide sound 
reasoning and develop a coherent argument. When leaders think critically and converse clearly, 
they are also able to remove ambiguity from communication. 

Effective communication maintains an effective balance between speaking and listening. Besides 
speaking, listening too involves a cautious interpretation of what is being said, not merely the 
words being said but the meaning behind it as well and the intent.  

Critical thinking permits a leader to exercise control while listening and helps in following the 
thought process of the other party. Critical thinking helps a leader in responding effectively in a 
given context rather than reacting. 

‘Listening and talking to the self’ is also an important aspect of intra-personal 
communication. Critical thinkers have higher awareness of their own beliefs, experiences and 
preferences. Critical thinking enables them to think beyond the barriers of their own biases. 

Critical thinking brings confidence in communication. It is easier to connect effectively when you 
are prepared with proofs, arguments, perceptions and possible solutions. Communicating is one 
thing. Communicating in a way that brings maximum effect is another. Critical thinking is thus a 
tool to construct your key messages in a way that causes maximum effect. 

Corporations can handle a lot of their communication issues if they are cautious about calculating 
critical thinking skills while hiring the leaders and building a culture of critical thinking. Improving 
how people develop their thinking processes is a wonderful way to start improving the quality of 
overall communication in the organization. Once people start thinking clearly, logically and 
critically, external communication training interventions will also yield desired results. 

http://talentlens.in/watson-glaser
http://talentlens.in/watson-glaser
http://talentlens.in/versant-tests-for-communication
http://talentlens.in/versant-tests-for-communication
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3.5 Differences between creative and critical thinking 

Creative thinking  Critical thinking 

With creative thinking you can find wrong 
questions. 

With critical thinking you can find wrong 
answers. 

When you think creatively you are 
exploring many new ideas. 

When you are thinking critically you are making 

choices. 

Creative thinking tries to create something 
new. 

Critical thinking seeks to measure worth or 
validity in something that already exists. 

Creative thinking is non-judgmental. Critical thinking is judgmental. 

Creative thinking is expansive. Critical thinking is selective. 

Creative thinking is generative, divergent 
and subjective in nature. 

Critical thinking is analytic, convergent and 
objective in nature. 

Creative thinking is carried on by 
contravening established principles. 

Critical thinking is carried on by applying 
established principles. 

Creative thinking is going past the 
limitations, thinking out of the box and 
being novel and fresh in one’s ideas. 

Critical thinking, on the other hand, is more 
evaluative in nature and analyses a particular 
existing thing. 

Creative thinking talks about possibilities. Critical thinking talks about probabilities. 

 

  

http://www.differencebetween.com/difference-between-analysis-and-vs-synthesis/
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4 CHAPTER REVIEW 

 
Chapter review 

 
Before moving on to the next chapter check that you now know how to: 

 Discuss intra-personal communication with the help of the following concepts: 

 Self-concept 

 Perception  

 Expectation 

 Understand the role of interpersonal communication in personal and professional life.  

 Explain the elements and traits of ethics in interpersonal communication. 

 Discuss the place communication conflict holds in intercultural relationships and explain its 
dimensions. 

 Recognise stereotypical attitudes and be aware of its negative consequences. 

 Differentiate critical thinking from creative thinking and identify the dimensions these thinking 
processes bring to thinking and learning. 
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SELF-TEST 

Q1 The process using which, people organise and interpret their sensory impressions in order to give 

meaning to their environment is known as ____________. 

 A      Interpretation  B      ecological analysis 

 C      Stance   D      perception  

 

Q2 Two individuals observe the same thing at the same time yet take it differently.  The factors 

responsible for their different perceptions relate to? 

 A      the perceivers  B      the target 

 C      the timing   D      the context 

 

Q3 What is considered more helpful than self-talk in raising one’s self-esteem? 

 A      Self-affirmations  B      Reading books on self-help  

 C      Medication  D      Securing affirmations from others 

 

Q4 Which of the following refers to the characteristic that says "one is what one actually is ". 

 A      Ideal- self   B      Real -self 

 C      Public-self   D      Self –image 

 

Q5 _____________ are the general belief shaded with moral flavour containing an individual judgment 

ideas about what is good, true & needed. 

 A       Rights   B       Values 

 C       Attitudes   D       Equality 

 

Q6 If a training session involves learning to be a better listener or learning to interact well with team 

members and customers, it is trying to teach 

 A  technical skills  B       interpersonal skills 

 C       problem solving skills        D       observational skills 

 

Q7 The practice of stereotyping is 

A       widespread  B       everyone's obligation 

 C       weakening  D       unusual 

 

Q8 In dealing with cross-cultural communication, putting oneself in the recipient’s shoes is a method 

termed as 

A       empathy   B       sympathy 

 C       semantics   D       symbolic interaction 

 

Q9 A person with good critical thinking makes 

 A      a good observer  B      a good decision maker 

 C      a biased thinker  D      best philosopher 
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Q10   Which of the following is NOT a critical thinking activity? 

 A      Prejudging evidences   B      Identifying assumptions 

 C      Creating and supporting an entitlement D      Problem solving, evaluating and weighing up 

 

Q11 Mr. Faiz is the HR manager at Gala Corporations. He recently interviewed few candidates for the post 

of manager administration. Out of 5 candidates interviewed, 2 were females. However, Mr. Faiz is of 
the opinion that the females put their families ahead of their careers and hence he is a bit skeptical to 
hire any female. His thoughts are likely the result of his _______ about females. 

A inference   B perception 

C analysis   D working experience 

 

Q12 The situation as described in the above scenario is also a classic example of __________. 

A ethnocentrism  B stereotyping 

C contextual analysis  D contrast evaluation 

 

Q13 Organizations can educate their employees to keep stereotyping at bay by organizing __________. 

A cultural shows  B gender training programs 

C profiling   D diversity training programs 

 

Q14 Eye contact is a major form of non-verbal communication. In different cultures, maintain eye contact 

signifies different meanings. In Muslim world, maintaining eye contact when speaking to elders is 
considered __________ . 

A rude   B truthful 

C honest   D frank  

 

Q15 Communication breakdown in a multicultural organizational setting is a result of _____________. 

A stylistic issues  B lack of knowledge about English language 

C grammatical issues  D misunderstandings in culture  

 

Q16 Expertise is the foundation of creative thinking skills. Creative thinking skills are associated with 

_____________. 

A ability to assess the known in different and wider perspectives 

B using software specially designed for problem solving 

C the study of different world languages 

D automated skills  

 

Q17 The main difference between creative thinking and critical thinking is _____________ . 

A that the former is manual and the latter is mechanical 

B that the former is done on a personal level and the latter is done on group level 

C that the former is subjective and the latter is objective 

D both the thinking processes are same 
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Q18 ____________ is one view of reality 

 A         Attitude   B         Perception 

 C         Outlook   D         Personality 

 

Q19 Self-esteem is your 

A          feeling of concern towards your own self and others 

 B          perception of yourself in the context of your spiritual beliefs 

 C          evaluation of your own worth 

D          measure of how much you know yourself. 

 

Q20 The way one interprets information around him or her is 

 A          tied to what others think 

 B          usually negative 

 C          usually positive 

 D          tied to one's values, beliefs, and experiences. 

 

Q21 Realizing the potential of the self is part of the 

 A          communication development 

 B          language development 

 C          skill development 

 D          personality development 

 

Q22 The tendency to respond in a positive or negative way to someone to something in one's environment 

is determined by 

 A        stress   B        attitude 

 C        belief   D        personality 

 

Q23 Interpersonal communication takes place only when 

 A        an individual interacts with another person as a unique individual 

 B        three or more people communicate with each other at the same time 

 C        pleasant conversation takes place. 

 D        an individual speaks with people who have no interest in knowing the subject matter 

 

Q24 During intercultural communication it is best to assume 

 A         similar understanding of ideas and symbols 

 B         people round the world are all the same 

 C         differences until similarity is proven 

 D         differences in intelligence levels 
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Q25 What does it mean to critically evaluate? 

 A         To clarify or draw out a particular meaning 

 B         To scrutinize each of the elements 

 C         To argue for and against an issue 

 D         To invent something new 

 

Q26   A critical thinker: 

 A         takes everything at face value 

 B         critiques specific theories and information sources 

 C         accepts both facts and opinions 

D         articulates and appraises arguments, using proof to support claims 
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1 NON-VERBAL COMMUNICATION 

 
Section overview  

  Introduction  

 Forms of non-verbal communication 

 Uses of non-verbal communication 

1.1 Introduction 

Non-verbal communication refers to the process of communication that facilitates sending and 
receiving silent and wordless cues between people.  

Non-verbal communications convey a message from or about the person giving them. Whilst we 
all have experience of these actions (or indeed non-actions) such as putting our head in our 
hands, turning our back or keeping an office door open or closed, care must be taken that similar 
actions can mean different things around the world. For example, nodding the head generally 
means ‘yes’ whereas in India it means ‘no’. 

Generally we are more conscious of other people’s gestures and tone of voice than we are of our 
own and the signals they convey to others. 

Non-verbal communication may either reinforce or contradict a verbal message. For example, 
when a manager enquires how his/her employee is progressing in the preparation of a particular 
report the words “it’s going very well” may be betrayed by heavy sweating, a worried look and 
nervous glance at the watch. 

Non-verbal communication is an effective business communication tool as it can be used to give 
a message when used effectively. For example: 

 Creating a particular impression – smile, firm handshake, punctuality, smart dress. 

 Reinforcing spoken message indicating seriousness, interest and engagement – e.g. an 
emphatic gesture, sparkling eyes, disapproving frown. 

 Providing feedback – applause, fidgeting, yawn. 

 Establishing desired atmosphere – informal dress, respectful distance, friendly smile. 

Equally with minimal effort we can learn to recognise non-verbal messages in others to help 
interpret people’s feelings (excitement, nervousness), recognise problems (angry, silence, 
absenteeism or poor punctuality, refusal to look someone in the eye) and read situations in order 
to modify our own communication and response strategy. 

Key Features of non-verbal messages 

 These are silent messages and do not use words. 

 Non-verbal communication takes place at every level and in all age groups. 

 Verbal communication has restrictions in terms of reach whereas non-verbal 
communication has no such boundaries. However the culture that has brought us up would 
determine the meanings to be attached to such messages. 

 It depends heavily upon the power of observation. 

1.2 Forms of non-verbal communication 

Common signals and their interpretation include: 

Facial expressions 

Facial expressions are vibrant features which communicate the speaker’s approach, feelings, 
objectives, and so on. The face is the primary source of emotions. Throughout verbal 
communication, facial expressions change repeatedly and are constantly observed and 
interpreted by the receiver. Examples are: a smile, frown, raised eyebrow or yawn. 
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Your facial expressions can show the feelings of happiness, sadness, anger or fear. 

 The eyes are particularly expressive – narrow, wide, closed, raised 

 Also nose, lips, mouth, jaw and skin colour 

Posture (positioning) and orientation (which way someone is facing) 

Body posture is the position of the speaker’s body. It is a more or less stable state and therefore 
should not be confused with body gestures which are movements. 

Posture and how you carry yourself speak a lot about you. The way you walk, sit, stand or hold 
your head not only tells about your current mood, but says a lot about your personality as well. 

Some examples may include; 

 Sit, stand, walk or lie down 

 How you do it: 

- Sit up straight = alertness 

- Hunched = negativity 

- Lounging = relaxation 

 People sitting/standing next to each other = cooperation 

 Standing opposite = confrontational or assertive 

Gestures 

A gesture is any movement made with a limb, particularly the hands, to express, endorse, stress 
or back up the speaker’s attitude or intent. This non-verbal action takes place regularly in our oral 
discourse.  

Gestures movements of our arms, legs, hands, head etc. accent and reinforce our verbal 
messages. Observing gestures, help us in getting a good picture of the internal emotional state of 
the person. Gestures even emphasize verbal messages. The louder someone talks, the more 
definite are the gestures used and vice versa.  

 Shrug = indifference 

 Jerk of the head to indicate direction 

 Tapping fingers = impatient 

Personal appearance 

Appearance of your body determines how you are perceived by others. It helps to create your 
public identity. Your physical appearance and attractiveness determine how people get attracted 
to your personality. Your grooming, clothing, the overall style that you carry form your physical 
appearance.  

This triggers first impressions, attitudes and generalisations about people. Note that grooming 
and dress tend to reflect a person’s personality and attitude to a greater extent than mere 
physical looks. 

Eye contact 

Eye-contact is a key-characteristic of non-verbal communication and impacts social behaviour 
greatly. It expresses much without having used a single word. Eyes are termed as the windows 
of the soul. Eye contact however can mean differently in different cultures.  

Movement and stillness 

Consider the pace and pattern of movement. Brisk walking conveys determination, stillness 
conveys calm, thoughtfulness and self-possession (although in a social gathering might convey 
aloofness and hostility); whilst movement without purpose conveys distraction, impatience and 
nervousness. 
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Silence and sound 

This largely depends on the culture. Silence in western society commonly conveys 
embarrassment and discomfort whereas in eastern society is more likely to convey peace and 
thoughtfulness. It may also be a negative gesture indicating hostility, rejection or a refusal to 
provide feedback. 

Voice 

It’s not just what you say, it’s how you say it. While we speak, listeners “read” our voices as well 
in addition to listening to our words. Listeners pay attention to your timing and speed, degree as 
to how loud you speak, your tone etc. Assume about how someone's tone of voice, for example, 
can indicate sarcasm, anger, affection, or confidence. 

Touch 

We communicate so many things by touching others. Touch is the characteristic of non-verbal 
communication and used when we come into physical contact with other. Consider the messages 
given by the following: a weak handshake, a nervous tap on the shoulder, an encouraging slap 
on the back, a pat on the head, or a controlling grip on your arm. Touch can communicate power, 
empathy, and understanding. 

Personal space 

Personal space is your “bubble” – the space you maintain between yourself and others. This 
unseen boundary becomes obvious only when someone tries to enter your bubble. 

Have you ever felt your comfort level being disturbed during a conversation because the other 
person was standing too close and occupying your space? We all have a need for physical 
space, however that need changes depending on the culture, the condition, and the closeness of 
the relationship. 

1.3 Uses of non-verbal communication 

A person to have quality communication skills must possess the knowledge of non-verbal 
communication. Non-verbal communication helps us communicate the feelings and emotions 
behind the words spoken. 

Though non-verbal communication goes unplanned quite often, yet it has more impact than 
verbal communication alone. The non-verbal cues are relatively more important in conveying 
feelings. People can deceive us more with the use of words as they can be relatively easily 
controlled, on the other hand, posture, body language, facial expressions, eye contact, vocal 
characteristics etc. reflect speaker’s honesty. When people speak and their gestures and 
expressions don’t endorse their words then we tend to prefer unsaid words over spoken words. 

Non-verbal behaviour performs numerous functions; it is used as a means to persuade or control 
others, to clarify things, to stress and to complement as well; at times non-verbal cues can also 
be used to substitute verbal expression. Non-verbal communication is emotionally more 
expressive and thus casts a persuasive impact. 

Non-verbal communication can also help demonstrate self-belief, eagerness and professionalism 
through the way one carries his/her personality. A person who is well aware of another person’s 
non-verbal cues will understand that person better. If you want to establish strong and lasting 
connections, then you need to improve your non-verbal communication skills. The quality of 
relationships improve when you can skilfully read people and understand the feelings behind 
their words. 
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2 WRITTEN COMMUNICATION  

 
Section overview  

 
 Objectives of written business messages  

 Key elements of written business messages 

 Different forms of written business communication 

2.1 Objectives of written business messages 

Business communication involves the flow of information. As with spoken and visual 
communication, written communication also involves the sender communicating a specific 
message to the receiver. 

There are numerous reasons why work colleagues communicate, such as: 

 Enjoyment 

 To ascertain if ideas are understood and valued 

 To share and obtain information  

 To demonstrate competence and trust 

 To show respect and build rapport 

Typical forms of business communication include: 

 Meeting 

 Telephone call 

 Videoconference 

 Letter, memo or report 

The reasons for using written communication are: 

 To help the reader remember complex information 

 To communicate with a busy person at their convenience 

 To encourage the reader to retain our message for reference in the future 

 To retain a record of what we said (called an ‘audit trail’) 

 

Definition: Audit trail 

An audit trail is a record that provides documentary evidence of a sequence of events including 

details of those events.  

2.2 Key elements of written business messages 

There are three key elements of written messages that you must consider: 

 The message 

 The writer 

 The reader 

The writer faces the challenge of putting the message into writing. It may be their message or it 
may be someone else’s message. Either way they must be clear what the message is that they 
are putting into writing to avoid any distortion at the source of the communication. 

However, all this effort will be wasted if the reader does not understand the message that is 
communicated. Arguably therefore, the reader is the most important person in any 
communication. 
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Given the critical nature of the reader you need to consider the following points when 
constructing the written communication: 

 Imagine that you were speaking to the reader – would you use the same words? 

 Challenge every sentence as you write it and ask yourself the question: 

 “What am I really trying to say?” 

Also, when writing to multiple recipients you need to identify who will actually act on your 
message. 

 Where the objective of a communication is to get a decision from the reader then the key 
reader is the decision-maker.  

For example if a client’s Finance Director has a query regarding interpretation of a 
questionable accounting technique and sends an email to the audit team, the decision 
maker is likely to be the partner rather than the entry-level trainee accountant. 

Identifying the key reader is absolutely critical in marketing and sales as you need to 
ensure you are dealing with the decision maker to achieve the sale. 

 It may be that the readership as a whole need to act on the message – for example 
advanced notice of a fire-alarm drill, or notice that due to emergency IT maintenance work 
all employees need to be logged off from the internal systems by 1800hrs. 

2.3 Different forms of written business communication 

The following table explains the different forms of business communications that are commonly 
used in organisations. 

Classification Explanation 

Sales letter Sent from an organisation to a potential customer to prompt them into 
ordering goods or services. 

Order letter Sent by a customer to an organisation to order goods or services. 

Complaint letter Normally sent by a customer to a vendor to complain about a product or 
service. 

Adjustment letter Usually sent in response to a claim or complaint and includes the final 
outcome. 

Inquiry letter Asks a question or elicits information from the recipient. 

Follow-up letter Sent after some type of initial communication. For example a sales 
department thanking a customer for an order, or a job-seeker enquiring 
about the status of their application. A follow-up letter seeks to promote 
the effectiveness of the previous correspondence. 

Letter of 
recommendation 
(reference letter) 

Sent by a previous employer or other referree to support some kind of 
application. Normally refers to a job application but could be submitted as 
part of other applications such as an application for bank funding. 

Acknowledgment 
letters 

A simple receipt. Business send them to let others know that they have 
received a communication and either have dealt or will deal with the prior 
communication in due course. 

Cover letter Accompanies something such as a package or report. They describe the 
enclosed and why it is being sent. 
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Classification Explanation 

Letters of 
resignation 

A formal record that an employee wishes to leave their job, or a firm 
wishes to withdraw from an engagement. 

Circular letter Used to share the same information with a large audience. Used to 
announce new information such as a new director, or clarify policies 
(following a number of violations). Circular letters tend to be general in 
nature given their large audience. 

Memorandum A note, document or other communication that records or reminds about 
events and observations. Typically used to communicate messages 
related to day-to-day activities such as conveying telephone messages or 
to remind someone of an appointment. 

Agenda A list of items of business to be considered and discussed at a meeting. 

Minutes A summarized record of the proceedings at a meeting. 

Report An acount given on a particular matter in the form of an official document. 
For example a due diligence report that analyses a target company, or a 
business plan. 
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3 VISUAL COMMUNICATION 

 
Section overview  

  Introduction  

 Graphics commonly used by organisations for communication purposes 

 Practical uses of visual communication 

3.1 Introduction 

It is famous saying that “the more you see, the more you know”. Visual communication is defined 
as the process of sending and receiving messages with the help of displaying information 
visually. 

Associated with this is another term that is visual literacy, and it may be defined as the ability to 
construct meaning from visual images. It makes use of a set of skills that are meant to interpret 
the content and purpose of the message being conveyed. It helps judging the accuracy and 
worth of messages and is heavily influenced by the personal experiences of each individual. 

It is an established fact that we learn better from words and pictures together than from words or 
pictures alone. Visual communication is valid for both written and oral communication. Effective 
communicators make use of visuals to better present their messages. 

3.2 Graphics commonly used by organisations for communication purposes 

Computers have facilitated businesses to enhance written and oral presentations. 

The graphic forms described below can easily be created by computers using the available 
softwares. 

 Outline charts: An outline chart can also be termed as a presentation outline. These 
charts function as speaker’s notes. It is common to have found the suggestions by such 
packages that you begin with the title, then the body text and finally the conclusion. 
Readers and listeners can view an outline of major points. However the presenters or 
speakers must be highly organized and skilled in using the program otherwise all efforts 
can end up in smoke and the readers might find these lines too brief, dull, uninteresting or 
incomplete. 

 Tables: Tables follow outline formats. A table represents a numbered list; here quantitative 
and/or qualitative information is presented in rows and columns. They facilitate 
comparative analysis as well. Precise figures are permitted and in-depth review is 
facilitated. However if not used properly, they can appear visually dull. It is too argued 
sometimes that they are more useful in written communication than oral presentations 
specially when they are too detailed and include too many items, the excessive detail 
might get the reader distracted. 

 Bar graphs: Bar graphs are also commonly termed as bar charts and are widely used for 
multiple purposes. These are graphs with horizontal x axis and vertical y axis. Often y axis 
represents units of measure and x axis explains the data classification or units or dates 
being used. They are best for making comparisons and trends. Colours and cross-hatching 
increase visual appeal, however this visual appeal may overwhelm the content. Care 
should also be taken while including detail as too much of information might force lettering 
to be small to read. 

It makes use of bars to exhibit comparisons between different categories of data.  

There are many different types of bar graphs which are not always interchangeable. Each 
type is good for a different type of comparison. The comparison you intend to make would 
determine the type suitable for your analysis. 

The major kinds of bar graphs include; vertical bar graphs, stacked vertical bar graphs, 
three dimensional, stacked vertical bar graphs and horizontal bar graphs. 
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Illustration: Bar chart 

 

 Pie charts: These are special charts that use ‘pie slices” to show relative sizes of data. Pie 
chart represents a circular graph that is divided into parts to show the proportion in 
numerical terms. The arc length of each slice is proportional to the quantity it represents. It 
satisfies the need to show relative sizes of different categories and the percent that each 
category adds to the whole. One specific segment of pie can be lifted out in order to put 
emphasis on that specific category. They are commonly used for both oral and written 
presentations. However data should be picked up carefully as use of too many values may 
blur distinctions. 

 

 

Illustration: Pie chart 

 

 Line graphs: The major objective of a line graph is to indicate trends over time. The 
distribution of two variables over time can be easily compared using a line graph. However 
while drawing a line graph one should avoid adding up too many variables and too many 
time periods otherwise it would lose clarity. A typical line graph has a time component 
expressed along x-axis and the magnitudes are shown along the y-axis. 

 

 

Illustration: Line graph 
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 Area graphs: Area graphs are similar to line graphs, rather can be termed as an extension 
of line graphs. The major difference worth mentioning is that the area under the line is filled 
in. The area between the line and the axis is emphasized with colours etc. when multiple 
attributes are included, they are plotted one by one with colours filled in. 

 

 

Illustration: Area graphs 

 
 

 Pictograms: Pictogram can be defined as a symbol that represents an idea. 
Presenters/speakers make use of pictograms where data is presented in the form of small 
pictures. 

 

 

Illustration: Pictograms 

 

 Others: The presenters/speakers can make use of various other visual aids as well in 
order to enhance the quality of their presentation. These examples might include maps, 
drawings, organizational charts, flow charts, photographs etc. The need determines the 
type of visual aid to be chosen. 
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Guidelines for effective visual aids: 

 The aid should be relevant and must be placed where the related material is being 
discussed upon. 

 Keep your visual aid as simple as you can. It should not contain too much of information 
that the reader/listener would not be able to retain by the end of presentation. Put a limit to 
use of terms and titles within the visual. 

 Emphasise effectively by using unlimited variety of visual techniques available. 

 Visuals should be clear and easy to assimilate, moreover colours should also work well 
together. 

 Visuals should be large enough so that they can be read anywhere in the room. 

3.3 Practical uses of visual communication 

In our day to day life we see the use of visual communication in various forms; some of the uses 
are: 

 Advertising 

 Promotions 

 Product placement 

 Endorsements 

 Sales promotion 

 Public relations 

 Trade shows 

Advantages 

 It can be considered a very fast way to communicate the message as it follows a famous 
saying “A picture is worth a thousand words”. 

 It rises above the language barriers. 

 It grabs attention. 

 People tend to remember what they see more than what they hear merely. 

 When visuals are used to communicate a message, people feel more involved and 
connected. 

Disadvantages 

 It is found imprecise to convey complex ideas to the audiences.   

 It may be very costly as high quality images and graphics might require you to arrange 
additional resources thereby increasing overall cost. 

 Poorly designed visuals can be extremely detracting. 

 Making charts and using statistical data can call for enough of your time. 
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4 VERBAL COMMUNICATION  

 
Section overview  

  Oral communication 

 Difference between oral and written communication  

 Forms of oral communication 

 Face to face communications 

 Telephone conversations  

4.1 Oral Communication 

Oral communication refers to the communication where individuals converse with each other. In 
other words it is any type of communication that makes use of spoken words. It can be a direct 
face to face communication or may involve a conversation made using mechanical devices e.g. 
telephone.  

Features of oral communication 

 It involves expressing idea, providing information and influencing others using spoken 
words. 

 It can include non-verbal cues as well. 

 It is a critical success factor in private and professional life. 

 It depends heavily upon the receptivity and observation skills of the listener. 

Advantages of oral communication 

 Oral communication offers high level of understanding and transparency. 

 It offers spontaneous feedback and helps making quick decisions. 

 It is not only convenient and time saving but saves money and extra efforts as well. 

 For conflict resolution, it is best to have them spoken and put to an end by talking them over. 

 Team work necessitates oral communication. 

 It encourages employees’ morale. 

 It can be used as the best tool to communicate private and confidential matters. 

Disadvantages 

 Though oral communication saves time when we make daily interactions, yet in case of 
meetings, long speeches consume lot of time and remain unproductive mostly. 

 It calls for attentive and receptive listeners with sound observations skills otherwise 
messages can either go unheard or misunderstood. 

 Oral communication is not very much appreciated as a legal record. 

4.2 Difference between oral and written communication 

Oral communication Written communication 

Oral communication is less formal. Written communication is formal, planned and detailed. 

It produces a prompt response of 
some kind. 

It causes a response after lapse of some time. 

Oral communication is not valued 
much for legal purposes. 

It carries more authority and is proof of a transaction. 
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Oral communication Written communication 

Oral communication is highly 
flexible. 

It is rigid and inflexible. 

It is an active transfer of 
information. 

It is precise and direct. 

Here the speaker can get the 
audience engaged psychologically. 

It is less personal. 

It is spontaneous. It is objective. 

4.3 Forms of oral communication 

Oral communication includes two broad categories: 

 Face to face conversation 

 Conversations using mechanical devices e.g. telephonic conversation 

4.4 Face to face communication 

Face to face communication refers to the exchange of information, thoughts and feelings, where 
the participants are physically present during the conduct of communication process. It includes 
following major types. 

Interviews 

An interview can be regarded as a formal talk between two people/parties i.e. the interviewer and 
the interviewee. The interviewer asks the interviewee to obtain needed information from the 
interviewee. The required information might include abilities, background, attitude, expertise etc. 
It is a process that helps the interviewer to evaluate the interviewee. 

Interview can be conducted for multiple purposes, some of them are: 

 for getting a job, where the company’s representative conducts the interview of the job 
seeker, 

 to communicate the organisation’s norms and job requirements to the newly inducted 
employee, 

 employer might interview bright and competent employee in the context of some existing 
problem to gain his/her responses, 

 the employee might be interviewed in order to evaluate his/her job performance and discuss 
his/her strengths and weaknesses. 

Grapevine 

Grapevine messages do not follow formal lines of hierarchy and is not controlled by the 
management. It stretches throughout the organisation in all directions regardless of the authority 
levels. Grapevine messages are oral messages and are mostly undocumented. Messages 
spread out too fast and are likely to take hours instead of days. When employees sense 
uncertainty, insecurity or threat they rely more on these messages and regard them more 
credible and reliable than messages resulting from formal communication by top management.  

Grapevine plays an emotional supportive role for the employees and can really work well in 
cases where formal communication does not seem to work. Efficient organisations make best 
possible use of the grapevine for constructive purposes.    

However, often it is difficult to determine the source of the original message, which creates a 
limitation and makes it difficult to ascertain the truth or falsehood of grapevine information. It may 
also aim at serving the self-interests of the people within it supporting rumours to spread out. 
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Negotiations 

Negotiation is a process in which there are at least two parties and each party needs the 
involvement of the other to reach a desired outcome. 

The parties begin negotiations with a different set of objectives and each party considers that the 
other party will be willing to modify its initial position and compromise to reach a successful 
outcome of the negotiation process. 

Negotiation is a skill that managers need to frequently adopt for example when agreeing 
prices with suppliers or gaining buy-in from subordinates to accept delegated work. 

Stages in the negotiation process 

The various stages of the negotiation process are: 

 Preparation and Planning: This includes understanding the nature of the conflict and 
perceptions of the parties to the conflict. The outcome of the negotiation process from the 
most favourable to the minimum acceptable is determined. The weaknesses and strengths 
of the other party are identified and a strategy is developed for conducting the negotiations. 

 Definition of Ground Rules: This includes agreement on procedures for conducting the 
negotiations, including names of the participants, venue and time limits, if any, for conduct 
and conclusion of the negotiations. 

 Clarification and Justification: After both the parties have presented their initial 
viewpoints, each party offers its explanations, clarifications, and justifications. This exchange 
of information brings into focus the importance of the issues to the parties and rationale for 
fairness of their respective positions. 

 Bargaining and Problem Solving: The parties make concessions and yield from their initial 
positions in order to reach consensus and move towards a mutually acceptable agreement. 

 Closure and Agreement: The consensus reached between the parties is stated in a formal 
agreement and include a procedure for its implementation and monitoring. 

Meeting 

A meeting is said to be a gathering of two or more people where purposeful discussion takes 
place on certain matter. These purposes obviously do vary from organisation to organisation and 
from case to case. Also the number of participants may vary; the number could be as small as 
2or as large as 15 or even more. The major characteristic however is that they often meet face to 
face and normally with some common objective in mind. 

Meetings could either be formal group meetings or informal group meetings. 

Formal groups are task-oriented groups and they conduct meetings in order to look for answers 
to problems, determine some course of action and make recommendations to higher authorities. 

On the other hand casual or informal group meetings are meant purely for social reasons. 
Meetings with friends, chatting over coffee are meant for interacting and such meetings are often 
unplanned and take place spontaneously. 

Types of meetings 

 Informational meetings: These meetings clarify the topic under discussion and provide 
information. In such meetings participants learn, ask questions and try to understand the 
information being provided. Here problems are not solved, no recommendations are made. 
Participants attend these meetings with the sole objective of being informed and assimilate 
the information. e.g. announcement of new mission statement. 

 Suggested solution meetings: Here the core purpose is to find suggested solution to some 
core issue. Recommendations are sought for and comments are made on the options 
recommended. Often no decision is made, meeting tends to remain explanatory and 
informational. A final suggested solution is worked out and forwarded for approval either 
from higher authorities or is kept for overall group’s consensus. 
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 Problem-solving meetings: The purpose of these meetings is to work out some solution. 
The problem is presented, then suggested solutions are gathered, these recommendations 
are evaluated and then final decision is made for further action. 

Speeches and Presentations/Lectures 

Speech is defined as the formal talk delivered by the speaker through spoken words. The speech 
is delivered in front of people who have gathered at a place to hear the speaker. A good speech 
is clear, concise, people oriented, interesting and on target. 

Experts and professionals make use of their effective verbal and oral communication skills and 
deliver presentations and lectures to convey their expertise on some particular topic. Whatever 
the purpose and intent be of the presentation, the presenter is required to keep things simple and 
clear by preparing adequately. Effective language, adequate examples and audio/visual aids help 
making a successful presentation. At such presentations enough time is dedicated for question 
answers session by the audiences as well.  

Following steps can help delivering powerful speeches and presentations. 

 Before having written a single word, the first and key step is to know clearly what’s the 
purpose behind the speech/presentation. 

 Presentations are more about the audience than the speaker, so know who your audiences 
are before you create the presentation. 

 Focus on the central and core idea of the presentation. 

 Identify your key area that you need to discuss. 

 Create an opening that is attention-grabbing. 

 Create a powerful ending. 

 Rehearse before you face your audiences. 

 Reflect back and see if something needs to be edited. 

 Now deliver it in front of live audience, get the feedback and improve for future.  

4.5 Telephone conversations 

We all very well know as to how the telephoning culture has improved the process of 
communication. We all have grown up using it. In this era of modern business nobody can 
assume any business without this basic facility. Telephoning service is used extensively even for 
international communication. 

Merits 

 Barriers are eliminated between persons who are physically not present in a communication 
process. 

 Quick feedback can be obtained. 

 Long distances do not matter anymore. 

Demerits 

 Long discussions are not possible. 

 It can prove to be a relatively expensive way to communicate when meant for long distances. 

 Technical problem can cost the communication process really badly. 

 Phone calls at odd times are very disturbing.  
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5 LISTENING IN BUSINESS  

 
Section overview  

 
 What is listening?  

 Types of listener 

 Why do we listen? 

 Benefits of effective listening to business  

5.1 What is listening? 

Introduction 

 

Definition: Listen 

 Give one’s attention to a sound. 

 Take notice of and act on what someone says; respond to advice or a request. 

 Make an effort to hear something; be alert and ready to hear something. 

Source: Oxford dictionaries 

 

 

Definition: Hear 

 Perceive with the ear the sound made by someone or something 

Source: Oxford dictionaries 

Listening is a key component of the interactive communication process. Listening describes the 
ability to accurately receive messages. In the absence of good listening skills the potential for 
misunderstanding messages increases substantially. At worse this could lead to a break-down in 
communication with the message sender becoming frustrated and irritated. Conversely, good 
listening skills can lead to significant benefits for both individuals and employers (see below). 

As can be seen from the definitions above listening and hearing are two different yet related 
processes. It is therefore not surprising that they are frequently referred to (incorrectly) as being 
the same. 

Hearing is the biomechanical process of perceiving a sound with the ear. However, listening 
requires much more than simply hearing a sound – it requires a conscious focus and effort to 
understand, consider and interpret sound.  

Listening means not just hearing the words and sentences but a consideration of how they are 
delivered, the use of language and voice and how the speaker uses their body i.e. being aware of 
both verbal and non-verbal messages. So the ability to effectively listen incorporates the ability to 
perceive and understand all the components of the message, both spoken and unspoken. 

You should look for inconsistencies between verbal and non-verbal messages – for example if 
someone explains how they are desperately unhappy and disappointed yet simultaneously 
laughing until their sides hurt they are sending inconsistent verbal and non-verbal messages. 

The proportions of communication 

According to the research of Adler, Rosenfeld and Proctor: 

 Adults spend an average of 70% of their time engaged in some sort of communication. 

 Of this, an average of 45% is spent listening compared to 30% speaking, 16% reading and 
9% writing. 
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Furthermore it has been suggested that people may only remember between 25 and 50 per cent 
of what they hear.  

With listening being such a key activity it is even more critical that employees develop effective 
listening skills to be able to maximise their performance in the business environment.  

5.2 Types of listener 

There are generally three natural listening styles that evolve. You need to be aware of your 
natural style so that you can modify it to balance with the other styles and objectives in order to 
maximise the effectiveness of your listening. 

 Results-oriented – Typically low on patience, these listeners are focused on achieving 
their goals as quickly and efficiently as possible. Speakers who like listeners to 
demonstrate empathy and logical thought often see results-oriented listeners as arrogant 
and impatient. Conversely results-oriented listeners would see many speakers as 
unfocused and become frustrated at speakers taking too long to make their point. 

 Information-oriented – These listeners like to build a full picture, collect and consolidate 
all relevant information in order to make the right decision. The risk is that an overly 
analytical approach can overlook emotional attitudes and appear unsympathetic to some 
speakers. 

 People-focused – The priority of this type of listener is not the business outcome or a 
technical solution, but rather a focus on supporting the speaker and being attentive to their 
feelings and needs. People-focused listeners have lots of patience and are naturally gifted 
at providing feedback and reflective questions that make the speaker feel good and 
confident about themselves. The speaker really feels listened-to although a results-
oriented or information-oriented speaker may feel that a people-focused listener is vague 
and inconclusive with too much of an emphasis on feelings. 

5.3 Why do we listen? 

It is interesting to note that whilst children actually learn to listen before they can speak, read or 
write, many people in business actually have poor listening skills. They may not be able to 
concentrate well or have little genuine interest in what the other person has to say but whatever 
the reason the lack of listening creates conflict, misunderstanding and inefficiency. 

At a macro level, how well you listen will have a major impact on the quality of your relationships 
with others and on your job effectiveness. 

At a micro level, the more immediate reasons we listen are: 

 for enjoyment 

 to empathise 

 to ascertain if our ideas are understood and valued 

 to learn – e.g. to monitor the speaker’s style to achieve improved communication 

 to obtain information to complete a task 

 to understand something – e.g. something technical, how something works, the reason for 
an increase in profit, or simply to understand the mind-set of the other person 

 to demonstrate competence and trust 

 to show respect and build rapport 

5.4 Benefits of effective listening to business 

It is perhaps more natural to think of corporate training courses as covering technical areas (such 
as computer and systems training) plus soft skills such as sales and presentation skills. However, 
listening is such an important component of communication that many high performing employers 
also provide regular listening skills training to their employees too. 
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The benefits of improved listening skills to the employer can often lead to: 

 Improved customer satisfaction 

 Increased information sharing that in turn leads to more innovative and creative work 

 Greater productivity with fewer mistakes 

 Saved costs due to a more efficient communication process 

 More influential employees who are better placed to influence, persuade and negotiate 

 Reduction in conflict and misunderstandings 

The personal benefits to individuals due to improved communication are equally not 
inconsequential, including: 

 Improved confidence and self-esteem 

 Enhanced social and friends networks 

 A greater connection between individuals 

Health benefits could also arguably be added to the list too with some studies indicating that 
listening reduces blood pressure (when compared to speaking, which raises it). 

As Rachel Naomi Remen (a pioneer in the mind/body holistic health movement) once said: 

“The most basic and powerful way to connect to another person is to listen. Just listen. Perhaps 
the most important thing we ever give each other is our attention”. 

So in conclusion, listening is both a gift of time and a key skill. 
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6 PRINCIPLES OF ACTIVE LISTENING  

 
Section overview  

  What is active listening? 

 Principles of active listening 

 Emphatic listening 

6.1 What is active listening? 

The route to significantly improved listening for most people is to practice ‘active listening’. This 
involves making an effort to understand the complete message being sent by looking beyond just 
the spoken word.  

To demonstrate the point, you may be able to recount an instance when you were speaking with 
someone but had no idea whether they were listening to you, were bored and uninterested, or 
actually the opposite and were highly focused and intrigued by what you were saying.  

Active listening describes the techniques you might have adopted in giving more signals as the 
speaker and that the listener could have used to interpret your message. For example, nodding 
may indicate interest and an occasional question or comment communicates that you have 
understood the message. 

Note that it requires serious concentration and determination to be an active listener. Be 
deliberate with your listening and remind yourself frequently that your goal is to truly hear, 
understand and interpret what the other person is saying. Concentrate on their message, not 
yours. 

This section highlights the key principles employed in active listening. The principles are 
presented in no particular order but rather represent a tool-kit of underlying techniques all of 
which you need to adopt to improve effectiveness of listening. 

6.2 Principles of active listening 

Prepare to listen 

You need to get yourself in the right frame of mind and consciously prepare to listen. Relax and 
commit to focusing on the speaker. Clear the mind of distractions and other thoughts whether it’s 
wondering what the family is up to, what the weather is doing or what might be happening in the 
cricket match.  

If something else is of such overwhelming importance that you simply cannot get it out of mind 
then you need to manage the situation. This might involve re-prioritising tasks so that you can 
remove the distraction and free your mind ready to concentrate and focus on the messages that 
are being communicated.  

For those who find it particularly difficult to concentrate on what someone is saying to them they 
may benefit from repeating back the words mentally as they are being spoken. 

Remove distractions and pay attention 

Remove distractions and make sure you do not subsequently become distracted whilst listening. 
So for example do not check your phone messages or emails, stare out of the window, shuffle 
papers or doodle whilst the other person is speaking. All these behaviours disrupt the 
communication process and send a strong message back to the speaker that you are bored or 
distracted (and perhaps rude too). 

Where possible avoid the potential for unnecessary interruptions. For example if you work in an 
office then you could close the door when you want to give your undivided attention to listening to 
someone. You could switch your phone to silent, or even to ‘divert’ mode then pick up the 
voicemail once you have finished the conversation. 
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Encourage others to talk at the start of a conversation 

Asking questions creates a great opportunity for listening. Questions can be tailored to the 
listening objective (e.g. building rapport or obtaining information) in order to achieve efficiency. 

Be patient 

Have you ever spoken with someone who keeps on completing your sentences for you (whether 
accurately or inaccurately)? This can be highly irritating, disrespectful and communicate 
arrogance and superiority. Therefore, never interrupt or finish a sentence for someone. 

Be patient and allow the speaker to continue in their own time. It may take them time to formulate 
what they want to say and how to say it (as it does you too from time to time) so be patient and 
let the speaker continue in their own time. A pause, and in some circumstances a long pause, 
does not necessarily signal that the speaker has finished. You need to judge the situation 
carefully. 

Listen to the tone of voice 

Imagine if all music you listened to was at the same speed, volume and tone. The message and 
mood would be pretty similar whatever the piece was called. Then think about how Mozart, 
Beethoven, Elvis Presley and Michael Jackson all used different volume, tone, speed and pause 
to stimulate emotions, reactions and convey varying messages. 

Similarly, both tone and volume can augment and change the message that someone is 
communicating. An effective speaker will use both tone and volume to their advantage to keep an 
audience attentive – think of a great actor or the last time you went to a play. How were the 
spoken words in the play different to the same words written in a book? Indeed, they were 
delivered by the actors in a particular way to convey a particular message. 

Everybody adjusts the pitch, tone and volume of the voice in various situations so you should 
listen out for these to interpret the emphasis of what is being said. 

Watch for non-verbal communication 

Facial expressions, eye-movements and gestures are an integral and important part of 
communication. Many students familiar with writing a text message on a mobile phone will have 
used one of the many ‘Smileys’ in order to add an extra dynamic - emotion - to perhaps an 
otherwise flat text message. 

The different types of non-verbal communications include: 

 Facial expressions 

 Eye contact 

 Tone and pitch of the voice 

 Gestures displayed through body language (kinesics) 

 Physical distance between communicators (proxemics) 

 Posture 

 Physiological changes 

The above non-verbal techniques can be used to convey messages such as: 

 Emotional state 

 Feedback 

 Regulation of the communication flow (speed) 

 Defining and reinforcing the relationship between people 

 Reinforcing or modifying what has been said in words 
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Listen for ideas and themes, not just words 

One of the most difficult aspects of listening is the ability to identify links between information that 
has been communicated in order to identify the underlying key message. People may be 
muddled, illogical or confused when speaking or they may be being less than direct (deliberately 
or not). This makes interpretation, listening for ideas and themes key. However, good 
concentration, clearing the mind of distractions and focusing on the speaker will improve the 
listener’s ability to identify ideas and themes. 

Adopt the ‘keyword approach’ 

Listen to the words the speaker uses and then use some of those same words to develop the 
conversation. For example the speaker may refer to new markets and specifically mention 
Australia and New Zealand. In which case, when feeding back, also mention Australia and New 
Zealand. Hearing the same language repeated back helps build trust and comfort between the 
speaker and listener. 

Avoid personal prejudice 

Always focus on what is being said and avoid prejudicing against the person due to a particular 
habit, accent or other personal characteristic. This should not be confused with the need to 
absorb non-verbal signals such as laughter, smiles, emphasis and body language. Here we are 
talking about not becoming irritated by someone’s habits and mannerisms which can be in 
danger of diverting your attention from what they are really saying. 

Some people are naturally more nervous or shy than others; some speak rapidly but others 
slowly. Some have regional accents and make excessive arm or head movements whilst others 
may prefer to pace up and down whilst speaking.  

Fundamentally you need to be impartial and differentiate between habits and traits compared to 
non-verbal signals that need interpreting as they form part of the message being communicated. 

Empathise with the speaker 

You need to understand the other person’s point of view and consider the issues from their 
perspective. Removing preconceptions and opening your mind will help you to fully empathise 
with the speaker. They may be facing issues you have not thought about or have a totally 
different view on the prioritisation of issues as to what is critical and high priority compared to 
‘nice-to-have’ but non critical. 

You may encounter a situation where the speaker says something that you disagree with. In this 
case wait for them to finish their point, consider why they think what they think, then construct an 
argument to counter (if appropriate) what has been said whilst keeping an open mind as to the 
views and opinions of others. 

Put the speaker at ease and show that you are listening 

For whatever reason many people may feel somewhat restrained, shy or guarded when 
speaking. Some people are extroverts and need no prompting, whilst others may be introverts 
and prefer to listen rather than speak. 

You need to put the speaker at ease to help promote their freedom to speak. Remembering their 
needs and concerns and offering encouraging gestures such as nodding occasionally, smiling 
(and other facial expressions) and words of encouragement will all contribute to helping them 
relax and feel confident to speak. Other techniques include: 

 ensuring your posture is open and inviting, 

 encouraging the speaker to continue with small verbal comments like “yes” and “uh huh”. 

Maintaining eye contact is critical but make sure you do not stare as this could appear 
intimidating. Show you are listening, understanding and absorbing what is being said. 

Give yourself feedback on your own listening performance 

Critically analyse your own listening performance whilst listening. Ask yourself questions such as: 

 Am I becoming impatient? 

 Is my mind wandering or am I fully concentrating on the other person? 
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 Am I too focused on preparing counter-arguments in my head? 

 Am I paying enough attention to the feelings behind the words and asking the right 
questions? 

 Am I achieving the right balance between fostering the relationship, obtaining information 
and creating a conclusion? 

Stop talking 

As Mark Twain is frequently quoted as saying: 

“If we were supposed to talk more than we listen we would have two tongues and one ear”. 

Amusing as the quote may be the underlying concept is totally accurate, although for many 
people, counterintuitive. When someone else is talking you must stop talking and listen! Listen to 
what they are saying without: 

 Interrupting 

 Finishing their sentences for them 

 Talking over them 

You may need to clarify what they have said to ensure you have received their message 
accurately (see ‘feedback’ below) but wait for the other person to finish making their point before 
you do so. 

Respond appropriately 

You have already seen that active listening is a model for understanding and respect as you are 
gaining information and perspective. Therefore you add nothing by putting the speaker down and 
attacking them. 

Appropriate responses would therefore involve: 

 Treating the other person in a way that you think they would want to be treated 

 Being candid, honest and open when responding 

 Asserting your opinions respectfully 

6.3 Emphatic listening 

Emphatic listening means to listen with the objective of understanding the speaker’s emotions, 
feelings, needs and wants. The speaker might have an issue that could be resolved by sharing it. 
Emphatic listening assists the listener in appreciating more fully the speaker’s perspectives 
regardless of whether the listener agrees with the speaker.  

Techniques involved in emphatic listening include: 

 Focus – provide the speaker with undivided attention and avoid multi-tasking and 
interruptions. 

 Don’t judge – the listener must not minimize or trivialize the speaker’s issue. Whilst it may 
seem insignificant to the listener the issue may well be hugely significant to the speaker. 

 Read the speaker – this involves being alert to the emotions behind the words such as 
anger, being afraid, frustration or resentment. The emphatic listener should respond to the 
emotion as well as the words. 

 Be quiet – pauses and silences are often as powerful as the words themselves. The 
listener should not feel obliged to reply immediately – the speaker will often identify the 
solution during a pause having processed the words they have just spoken. 

 Assure – the listener should ask questions and restate what they perceive the speaker to 
have said in order to clarify their understanding. Once again this process will often prompt 
the speaker to identify their own solution. 
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7 LISTENING CREATIVELY IN BUSINESS 

 
Section overview  

 
 The thinking process 

 Feedback 

 Interpreting information  

 Illustrations 

7.1 The thinking process 

 

Example: The thinking process 

If you hear the word “car” this could trigger many further questions in the mind: 

 How many wheels? 

 Style – compact, SUV, sports etc. ? 

 Size and weight 

 Speed 

 Type of material – metal, carbon fibre… 

 How environmentally friendly? CO2 emissions, catalytic convertor? 

 Fuel type – diesel, petrol (95), petrol (98), electric, biofuel… 

 Colour Etc. 

You already know that the definition of listening includes giving one’s attention to a sound, taking 
notice of and acting on what someone says plus responding to advice or a request. 

Whilst the pure definition of active listening is all about understanding and interpreting the 
speaker’s message, listening forms only one (albeit major) component of the overall business 
communication process aimed at improving relationships and productivity within businesses.  

Let us briefly re-visit the definition of communication: 

 

Definition: Communication 

 The imparting or exchanging of information by speaking, writing, or using some other 

medium. 

Source: Oxford dictionaries 

So business communication is typically a two-way cyclical process involving two parties imparting 
information to each other, listening to each other, thinking about the messages that have been 
communicated and developing the thoughts together before reaching a conclusion and close. 

Whilst this involves thinking, processing and responding to information virtually simultaneously, 
remember that the listening part is all about ‘the other person’ and receiving the message they 
are sending. 

The above example demonstrates how an open mind can develop many ideas through 
brainstorm in reaction to a single word. This is why it is necessary to use feedback to confirm 
back to the speaker the message that has actually been received. 

7.2 Feedback  

Time is on your side 

Human thoughts develop roughly four times as quickly as speech. Therefore whilst you are 
listening you should be able to think about what you are hearing and seeing, properly understand 
and interpret it plus give adequate thought to formulating and providing appropriate feedback.  
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Listening ‘out loud’ 

Feedback in active listening can be described as listening out loud by providing both non-verbal 
and verbal cues. 

 Offering non-verbal cues 

 Gestures with the hand and body – for example a raised hand to reflect thinking, or 
widened arms to demonstrate size. 

 Eye contact and movement – for example eye contact (without staring) to show 
interest, wide eyes to show surprise or amazement, rolled eyes to show 
disappointment or despair. 

 Smiling and frowning – to show happiness and acceptance or sympathy and sorrow. 

 Offering verbal cues 

 Affirmations – saying things like “yes”, “I understand” or “Uh huh” 

 Paraphrasing statements (see below). 

 Asking relevant questions (see below). 

 Reflections – reflection is a process of examining and interpreting experience to gain 
new understanding. It combines paraphrasing and asking questions in restating both 
the feelings and words of the speaker. 

 Reflecting allows the speaker to ‘hear’ back their own thoughts and focus on what 
they feel and say. 

 Reflecting also demonstrates to the speaker that the listener is trying to perceive the 
topic as they see it and that the listener is doing their best to understand their 
messages. 

 Furthermore, reflecting encourages the speaker to continue talking. 

 

Illustration: Verbal cues 

Active listening requires you to understand and interpret what has been said. This may require you 

to reflect what is being said and ask questions. Examples might include: 

 Paraphrasing 

 “Sounds like you are saying….”; or  

 “What I’m hearing is….” 

 Asking questions to clarify points 

 “Is this what you mean?” 

 “What do you mean when you say….” 

Barriers to effective feedback 

Be careful to remain neutral and objective when providing feedback as part of active listening. 
Remember that the listening part is about interpreting the speaker’s message rather than judging 
it or commenting on it.  

The message you communicate back could be interpreted as any one of:  

 Confirmation 

 Compliments 

 Confrontation 

 Criticism 

The effective listener positions their feedback firmly in the first category. 
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7.3 Interpreting information 

You have seen a number of times in this chapter that listening involves interpreting and 
understanding information that you hear. The points below provide guidance to assist in 
interpreting information: 

 Open-mindedness is critical. 

 Keep reviewing the goals, basis or premise that the communication is based on to give the 
messages context. 

 Organize the data into logical groups 

 Categories 

 Chronological 

 Measurements 

 Suspend value judgments and wait for more information 

 Allow yourself to absorb an entire thought or series of thoughts. 

 Arrive at conclusions naturally and gracefully. 

 Don’t jump to conclusions too soon. 

7.4 Illustrations 

The following illustration box includes some example phrases that could be used to help achieve 
specific objectives in creative business listening. 

 

Illustration: Creative business listening 

Why listen? 

 To build rapport 

 When did your plane land… 

 Would you like something to drink before we kick off… 

 To understand mind-sets 

 What is your view on… 

 What do you think about… 

 To assess competence 

 Have you ever… 

 Have you been involved in a similar project before… 

 To ascertain information 

 Who is the manager of… 

 When is the deadline… 

 To Empathise 

 Have you ever… 

Using questions to develop a conversation 

 Influencing 

 Perhaps you need to… 

 In my experience the key issue is normally… 

 Coaching 

 How else do you think you could improve things… 

 What would be your ideal response to this… 
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 Motivating 

 So you really enjoy Switzerland. Are you planning a trip soon… 

 Tell me some more about… 

 In my experience the key issue is normally… 

Better listening 

 Clarifying information 

 Does this mean you would like to see… 

 Your key objective is minimising tax – is that right? 

 Keywords 

 You thought the client was disappointed. Why do you think they were disappointed? 

 You mentioned that we must be honest. Can you explain further what you mean by 

honesty here? 

 Clarifying motivation 

 Are you saying you would preferably like to… 

 So the most important issue for you here is… 

 Supporting the start of a conversation 

 Is this your first time experiencing… 

 What is your opinion on… 

Summary and closure 

 Initiating the end 

 Right…(pause) (or Good, well…(pause)) 

 Ok, can I suggest we wrap things up there… 

 Summarising 

 So, just to double check, what we agreed is… 

 Would you mind if I summarise where we got to on this?... 

 Positive closure 

 Good luck with the analysis. 

 Nice talking to you. Look forward to seeing you again soon… 
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8 BARRIERS TO EFFECTIVE LISTENING 

 
Section overview  

 
 Barriers to effective listening 

 Negative listening 

8.1 Barriers to effective listening 

You have already learnt the techniques associated with active and effective listening. It is 
therefore logical that the inverse of those techniques form barriers to effective listening. In this 
section we focus on some specific barriers. 

Barrier Explanation 

Time Effective listening cannot be rushed. You have already seen how the 
speaker must be afforded time to make their point fully and without 
interruption. Furthermore you have seen how feedback is an important 
component of effective listening and that the confirmation process also takes 
time. 

With today’s busy lifestyle and in particular the highly pressured corporate 
environment people often feel that to slow down and invest time in listening 
isn’t being productive. They miss the point that listening is active, increases 
productivity and enhances relationships. 

Ensure you make time to listen and avoid initiating conversations when you 
know you will not have sufficient time to effectively engage and actively 
listen. 

Requires a 
clear mind 

With so many activities and choices available to us in an increasingly diverse 
and accessible world we are blessed with variety and engagement from 
multiple sources. However, this can mean that our minds are full to bursting 
with ideas, interests and problems. 

You need to clear your mind of all other distractions, or at least temporarily 
park them, to free the mind for full engagement in active listening. 

Emotional 
state 

Humans are emotional people with feelings. Emotions impact on 
communications: 

 directly with respect to the emotional connection between the people 
communicating and subject being discussed 

 indirectly from outside influences such as family, friends and the press 

It is important for effective listening that you suppress emotion and remain 
objective and professional. 

Prejudice and 
bias 

Prejudice and bias has existed throughout history and will continue to do so 
as it remains embedded in culture, society and the press. 

For effective business communication and effective listening you must 
remain totally impartial and unbiased without prejudice. Ignore any pre-
conceptions you may have about somebody or the subject being discussed.  



Business Communication 

© Emile Woolf International  130 The Institute of Chartered Accountants of Pakistan 

Barrier Explanation 

Remember that listening is about focusing on the speaker and absorbing the 
message they are communicating. The listener is not there to judge and 
counter the message. 

Language and 
semantics 

Not being familiar with the language used is a huge barrier to effective 
listening. Whether it’s one person speaking in Urdu but the other only 
understands Chinese, or the speaker uses technical jargon which the 
listener has never encountered, effective communication and listening will 
not occur because the listener will not be able to understand and interpret 
the message. 

Part of the obligation falls on the speaker to ensure they use the right level of 
language for the audience. However, the listener needs to feed back and 
manage the speaker’s understanding of what an appropriate level of 
language and semantics is.  

Noise (verbal 
‘clutter’) 

Recall that in the first chapter we differentiated between distortion (either the 
sender not communicating the message they meant to, or the receiver 
misinterpreting the message) and noise (something that damages the 
message in-transit). 

Given that effective listening is all about hearing, absorbing, interpreting and 
understanding the message that was sent, it is clear that any noise that 
damages the message will prevent it being effectively communicated. 
Therefore the objectives of effective listening will not be met. 

You must ensure that the sources of noise are eliminated or at least 
managed to a level that does not inhibit the listening process. This could 
mean finding a quiet place to speak or being at least proximate enough to 
hear the sounds of the message clearly. 

Lack of 
engagement – 
boredom 

Remember that listening requires effort. Some speakers make their points 
quickly and efficiently whereas others are more ‘story-teller’ types of 
communicators.  

Listening requires patience and one of the best techniques for staving off 
boredom is to effectively and actively engage in the listening process. 
Provide feedback – both verbal and non-verbal and think through the 
messages you hear as you listen repeating the words in your mind. 

Reduced 
attention span 

A feature of the modern developing world is ever increasing choice and 
variety and the instant gratification achievable from most things being 
immediately available. This manifests as a gradual reduction in the average 
attention span and ability to concentrate. 

You already know that active listening requires effort, concentration and time 
so be aware that reduced attention spans can also impede on the basics of 
effective listening. If this really is an issue that cannot be overcome then 
break down the communication process into manageable chunks – for 
example, imagine if you attended a six-hour lecture without any breaks! 

Negative 
reactions 

See below 

Varying 
perspectives 

See example below 
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One final point to remember is that humans often interpret things differently and have varying 
points of view on the same thing (see example below). 

Referring back to the fundamentals of listening, effective listening requires the listener to 
understand the message that the speaker is communicating i.e. to understand their perspective.  

Avoid making assumptions about what they have said – use the various feedback techniques 
mentioned earlier to ensure you understand exactly what the speaker’s perspective is. 

 

Example: Varying perspectives 

Not everyone sees the ocean as blue, not the way you do: 

 Not blue at all 

 Not the same blue – light blue, dark blue, sky blue 

 Other colours too – blue, brown, black, green, emerald 

 A different shade of blue 

8.2 Negative listening 

People may intuitively react negatively to messages for various reasons. The effective listener 
needs to be aware of the potential for these negative reactions and suppress such barriers to 
effective listening. 

 Rejection – disagreement with the point being made 

 Denial – not wanting to accept the message that is being communicated 

 Ignoring – trying to hide from receiving the message 

 Defensiveness – understanding and interpreting the message but feeling blamed or 
attacked and naturally wanting to defend one’s position 

 Yes, but… – conditionally agreeing with the speaker’s message  

 Anger – being angry at the speaker 

 Withdrawal – not wanting to be involved either in the discussion or associated with the 
information that is being communicated 

 Passivity – not caring or being interested 

 Aggression – being actively hostile either because of the speaker or because of the 
message 

 Fake agreement – appearing to agree with the message but fundamentally disagreeing 
with it (and not sharing with the speaker that disagreement) 
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9 SPEAKING SKILLS 

 Section overview  

  Difference between speaking and listening skills 

 Conflict resolution 

 Principles of preparing and delivering public speech  

9.1 Difference between speaking and listening skills 

Speaking skills Listening skills 

Words out of mouth refer to speaking. Process of receiving sounds through ears is 
known as listening. 

Good speaking skills can earn the chance 
to control others' thoughts and actions. 

Active listening can make people lead more 

effectively when they take the time to really 

listen to others. 

Speaking blesses you with a chance to 
vent your energy in a way that listening 
can’t. 

Listening provides you with the opportunity to 
understand others much better and take 
effective decisions. 

You can get a relief through speaking while 
in a state of anger. 

Good listeners avoid misunderstandings and 
communicate with others one level ahead from 
others. 

9.2 Conflict resolution 

On this earth every type of relationship, no matter how strong it is, faces conflicts and problems. 
There are multiple ways that can really help individuals in resolving conflicts in a healthy way. 
The most important of those skills is effective communication. 

Language defines human’s humanity which indeed is the vehicle of communication. People, 
therefore, hold to communication for many reasons and we will try to emphasize upon the roles 
and functions of communication as one of the ways to resolve conflicts. 

Conflict can be taken as a process that starts when one party begins to perceive that the other 
party has either negatively affected it or is about to affect it negatively on account of something 
that the first party cares about. 

Views of conflict 

 The traditional view expresses the belief that every type of conflict is harmful therefore 
must be avoided. 

 The human relations view is established on the belief that conflict is a natural and 
inevitable outcome in any group, therefore it should be accepted. 

 The interactionist view argued that conflict is not only a positive force rather is extremely 
necessary for a group to perform effectively. 

Functional and dysfunctional conflict 

 Functional conflict: works towards the overall goals and objectives of the 
group/organisation. Functional conflict is constructive and opens new ways by challenging 
old practices. 

 Dysfunctional conflict: obstructs an organisation/group from attaining its goals. 
Dysfunctional conflict causes frustration, stress and anxiety. It limits group’s productivity. 
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Techniques of conflict management 

Conflict management is a process meant for settling any conflict. There are five widely accepted 
ways to manage conflicts. 

 Avoidance: It is also known as withdrawing. Here a party neither pursues its concerns nor 
those of the opponent party. It does not address the conflict rather simply runs away from 
it. A party may recognise that the conflict exists but wants to either withdraw from it or 
suppress it. It makes the party to avoid the other party it has conflict with and simply 
ignores whatever and whoever it disagrees with. 

 Competition: In this strategy one party wins and the other loses. One party firmly pursues 
its concerns despite the resistance of the other party. Here the winner is very obvious and 
clear and ends up making gains out of the situation. However this strategy might set a 
precedence for future such conflicts. 

 Accommodation: It is also known as smoothing, it is about accommodating the concerns 
of the other party first rather than Here one party loses or gives in to accommodate the 
other party. This practice encourages the other party and conflict situation is defused. This 
can be regarded as an appeasing effort by a party towards its opponent. It is self-
sacrificing in nature. 

 Compromise: In this strategy both the parties get something by letting go of something. It 
goes for a mutually acceptable solution that partially satisfies both the parties. This 
improves the relationship between both the parties. However none of the parties get what 
it actually wants, both sacrifice. There is no clear winner or loser and the compromised 
outcome leads towards an incomplete satisfaction. 

 Collaboration: Here both the parties enjoy win-win situation. It makes everyone win. It 
sees conflict as an opportunity to arrive at a mutually beneficial result for the parties 
involved. It identifies the principal concerns of the opponents and arrives at a solution that 
meets each party’s concerns.   

This state is pretty dificult to acquire as two parties can hardly find a way where both can 
remain absolutely happy, and also someone might end up winning something he/she 
never wanted. 

Forms of resolving conflict through speech communication strategies 

Common forms of resolving conflicts include: 

 Negotiation: refers to the discussion among two or more people with an objective of 
reaching an agreement. It is all about the interaction of influences. 

 Meditation: is a deliberate and confidential process in which an impartial third-party 
mediator helps people discuss difficult issues and settle an agreement. Fundamental steps 
in the process include gathering information, framing the issues, constructing alternatives, 
bargaining, and formalizing agreements. Parties in mediation create their own solutions 
and the mediator does not have any decision-making power over the outcome. 

 Conciliation: is the least intrusive of third-party processes. A neutral person to 
everybody’s liking is selected to serve as conciliator. The conciliator serves as a go-
between. Typically the conciliator meets independently and separately with each party in 
order to convince the parties to proceed with each other. Thus, the conciliator’s primary 
role is to re-establish or get better the communication between the parties. When the 
parties are too angry to speak with each other, a conciliator may be all that is needed. 

 Arbitration: is a process in which a neutral, third-party, after reviewing evidence and 
listening to arguments from both sides, issues a decision to resolve the case. Arbitration is 
often used in commercial and labour/management disputes. 
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9.3 Principles of preparing and delivering an effective public speech 

 The key purpose: Before you tell your audience you must know yourself clearly as to 
what is the key point. Prepare your speech well around the key purpose. You should be 
well aware what you are aiming to get out of the speech. The four basic types of speeches 
are meant for informing, persuading, motivating and entertaining. 

 Know your audience: Once you get done with the purpose of your speech you should 
now think about your audience. You have to design your speech around the needs and 
interests of your audience. You need to prepare it the way it is encouraged and accepted 
by your audience.  

 Plan, prepare and practice: Plan your speech in accordance with the time restraints, the 
entire outline should be perfectly prepared and rehearsed before you meet your live 
audiences. You can even record yourself so that you yourself can calculate your 
presentation before others do. 

The introductory part has to do a lot, it is required to arouse the interest of the audience, 
establish your credibility and prepare the audiences for what is coming ahead. 

The body would contain the details of what you intend to discuss about. It should be clear 
and make sure it retains your audience’s attention. 

The closing part of your speech is almost of the same importance as was given to the 
introductory part. Be clear in telling them that we have come towards the end of the 
presentation and make them give an ear to the summary of what you discussed about. 
Restate the main points and be sure to emphasize categorically what you want your 
audiences to do or think. 

Plan appropriate visual aids as well if necessary. 

Determine if your speech needs to be memorized, read from the notes or is about 
impromptu speaking. 

 Perform: After having built your confidence with the help of material developed and 
enough practice you are now ready to face your audiences. All that you need to do is to 
stay calm and escape anxiety. Be genuine and just be yourself. Maintain a solid eye 
contact with the audience, extremely confused people tend to avoid eye contact. That 
would actually get your speech flopped. Body language too matters a lot, make your 
audience feel that your are perfectly relaxed. 

 The question-and-answer session: Offer the opportunity to the audience to ask 
questions and handle them appropriately with confidence. 
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10 CHAPTER REVIEW 

 
Chapter review 

 
Before moving on to the next chapter check that you now know how to: 

 Define non-verbal communication and discuss its features, uses and types. 

 Appreciate the role of written communication in today’s world. 

 Identify the role that visual communication plays in modern day business with special reference 
to the graphics used for simplifying and comparing information; including 

 Outline charts 

 Tables 

 Bar graphs 

 Pie charts 

 Line graphs 

 Area graphs 

 pictograms 

 Explain the key differences between verbal and non-verbal communication. 

 Discuss the forms of oral communication. 

 Explain the basic forms of resolving conflict through speech communication strategies. 

 Discuss the techniques of conflict management. 

  Provide thorough explanation of listening in business communications, including: 

  Defining what listening actually involves 

  Describing the different types of listeners 

  Explaining why we listen 

  Describe the benefits to business of effective listening 

 Explain what active listening involves and describe the principles of active  listening. 

  Describe, with illustrations, creative listening in business, including: 

  The thinking process 

  Providing feedback 

  Interpreting information 

 Describe types and barriers to listening. 
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SELF-TEST 

Q1 Positive gestures are body signals that make one appear: 

 A      relaxed  B      haughty 

 C      insensitive  D      anxious 

 

Q2 Communication that is more than words and gestures has   

 A      mysticism   B      meaning 

 C      hypothetical application D      complexity 

 

Q3 People are more likely to use eye contact when they are 

A      listening  B      not interested in the discussion 

 C      evaluating  D      speaking 

 

Q4 A circle whose sectors denote various quantities is called a 

 A   histogram  B   frequency polygon 

 C   pie chart  D   bar graph 

 

Q5    Line graphs: 

 A   are meant for making comparisons  B   show trends over a period of time 

 C   compare organisational structures  D   represent data with the help of pictures 

 

Q6    In order to show the monthly sales figures for three divisions of your organisation over a period of six 

months, you use: 

 A   a line graph  B   a table 

 C   a pie chart  D   a bar chart 

 

Q7 A competing conflict style might be best suited for which case? 

 A      A friendly relationship  B      A child-parent relationship 

 C      A business partner relationship D      A courtroom 

 

Q8 A person who uses an "avoiding" style of managing a conflict is  

 A      unlikable      B      trying to ignore a problem 

 C      trying to get advantage of the another person D      unreliable 

 

Q9 Which of the following is a conflict resolution skill? 

 A      Selective perception B      Active listening 

 C      Manipulating facts  D      Passive listening 

 

Q10 What drives conflict? 

 A      Social relationships B      Angry people 

C      Goals   D      Unreasonable rules 
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Q11 Someone who is assertive and uncooperative will use the conflict-handling technique called 

A      competing   B      collaborating 

 C      accommodating  D      compromising 

 

Q12 In third-party negotiations, a neutral third party who eases a negotiated solution by using reasoning, 

persuasion, and suggestions is known as a 

 A      counsellor   B      consultant 

 C      conciliator   D      mediator 

 

Q13 Studies of gender differences in negotiation reflect 

 A      men are better negotiators  B      women are better negotiators 

 C      no differences exist  D      it depends on the situation  

 

Q14 ______________ is the behaviour directed towards another party, whereas _______________ is the 

behaviour intended at attaining a goal without interference from another party. 

 A      assertiveness, aggressiveness  B      conflict, competition 

 C      competing, collaborating   D      competition, conflict 

 E      aggressiveness, assertiveness 

 

Q15 Which view of conflict out of the following debates that some conflict is undeniably compulsory for a 

group to perform effectively. 

 A   Human relations  B   Interactionist 

 C   Traditional   D   Functional 

 

Q16 Which of the following is not one of the three natural listening styles? 

A Historical-oriented  B People-focused 

C Information-oriented  D Results-oriented 

 

Q17 Which of the following describe emphatic listening techniques? 

A Focus, be quiet, judge   B Read the speaker, interrupt, assure 

C Don’t judge, categorize, feedback  D Read the speaker, be quiet, focus 

 

Q18 Which of the following is least likely to be considered an ethical reason to listen in business? 

A To emphasise  B To sabotage 

C To assess competence D To ascertain information 

 

Q19 Which of the following is least likely to be a barrier to effective listening? 

A Not having a clear mind B Unstable emotional state 

C Prejudice and bias  D Avoiding jargon 
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Q20 Which is the best description of ‘fake agreement’ in negative listening? 

A Being angry at the speaker 

B Not caring or being interested 

C Appearing to agree with the message but fundamentally disagreeing with it 

D       Trying to hide from receiving the message 

 

Q21 Oral communication does not require any records which can be accessed by others. This works as a 

double edged sword as it helps in achieving ________ of the message but at the same time prevents 
_________ of the message between the sender and the listener. 

A confidentiality, record retention B purpose, context 

C crux, feedback   D       none of the above 

 

Q22 Mr. Tariq is the head of internal audit at a large company. He is concerned about few of his 

subordinates’ consistent substandard performance in the last few months. He is confused whether to 
have an oral discussion session or to issue an official memorandum. However, he also wants that 
after the discussion, the staff should not feel demotivated or reprimanded.  Your opinion is sought in 
this regard to help Mr. Tariq. 

A He should use oral communication as the conversation will be quick and easily handled  

B He should issue a memorandum reprimanding his subordinates as a permanent record 

C He should use oral communication as it will ensure that empathy is brought in the situation 

 D       None of the above measures seem appropriate 

 

Q23 While telephonic conversations are convenient, quick and hassle free, it is recommended to follow a 

business telephonic conversation with a ______ 

A memorandum  B fax 

C email   D       written confirmation of the conversation 

 

Q24 The recommendation in the question above caters to the disadvantage of oral communication being 

________. 

A undocumented  B explicit 

C confidential  D       none of the above 

 

Q25 The most powerful nonverbal cue is 

 A         facial expressions B          eye contact 

 C         touch   D         personal appearance 

 

Q26 Which of the following is NOT an example of nonverbal communication? 

 A          Wearing jewelry    B          Raising your voice 

 C          Signaling okay with a hand gesture D          Gesturing in an empty room 
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Q27 Nonverbal message interpretation is 

 A           taboo   B           immaterial 

 C           disrespectful  D           cultural 

 

Q28 An oral message should be preferred to a written one when the objective is to  

 A          Report many specific details of a law, policy, or procedure 

 B          Present extensive or complex financial data 

 C          Modify a proposal that may not be acceptable in its original form 

 D          Minimize undesirable emotions 

 

Q29 Which of the following is the most likely outcome of avoiding a conflict? 

 A           It will be washed off permanently  B           Everyone wins 

C           The issue can reappear in another guise D           Bitterness will arise 

 

Q30 Shifting back and forth constantly between the role of speaker and listener is referred to as 

A            making smooth transitions B            a social practice 

 C            disrupting the speaker  D            a poor listening practice 

 

Q31 Someone whose prime conflict handling intention is assertive and cooperative would be considered to 

be 

 A            accommodating B            competing  C            avoiding 

 D            collaborating  E            compromising 

 

Q32 Someone whose principal conflict handling intention is unassertive and uncooperative would be 

considered to be 

 A            competing  B            avoiding  C            compromising 

 D            collaborating  E            accommodating 

 

Q33 Conflict that supports the goals of an organization is named as: 

 A            cooperative  B            ideal   C            functional 

 D            strategic  E            empathetic 

 

Q34 When one party is ready to be self-sacrificing in order that the connection can be maintained, which 

conflict-handling technique is likely to be followed? 

A            accommodating B            avoiding  C            collaborating 

 D            competing  E            compromising 

 

Q35 A trusted third party who proposes an informal communication link between the conflicting sides is 

called a/an 

 A            mediator  B            advisor C            arbitrator 

 D            negotiator  E            conciliator 
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Q36 A third party to a negotiator who has the authority to dictate an agreement is a/an 

 A            conciliator  B            advisor C            arbitrator 

 D            mediator  E            negotiator 

 

Q37 According to the conflict process, cooperativeness is the degree to which: 

 A            one party efforts to satisfy his or her own concerns 

 B            both parties work towards a common goal 

 C            the organization satisfies its own goals 

 D            one party attempts to satisfy the other party’s concerns   

Q38 The following pie chart provides the percentage of literacy of men and women in a city. Answer the 

questions that follow. 

 

1. What is the difference between total number of literate males and literate females, where the 
 total number is 2,50,000? 

(i) 3,500 

(ii) 4,500 

(iii) 5,000 

(iv) 6,000 

 

2. What is the difference between the number of illiterate males and illiterate females? 

(i) 40,000 

(ii) 42,000 

(iii) 50,000 

(iv) 60,000 

Literate Males, 
35%

Illiterate females, 
8%

Illiterate males, 
24%

Literate females, 
33%
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3.  What is the total number of males? 

(i) 102,500 

(ii) 147,500 

(iii) 187,500 

(iv) 132,500 

 

4. What is the total number of females? 

(i) 152,000 

(ii) 140,000 

(iii) 102,500 

(iv) 150,000 

 

Q39 The bar graph given below provides the sales (in thousands) from six branches of a company during 

two successive years 20X0 and 20X1. Answer the questions that follow. 

 

 

 

1. Total amount of sales of the branches D1, D2 and D3 together for both the years is  

(i) 550,000 

(ii) 530,000 

(iii) 570,000 

(iv) 580,000 

 

2.    Total amount of sales made by D6 for both the years is approximately ____   percent of the    
total amount of sales of D3 for both the years ? 

(i) 73.17% 

(ii) 72.17% 

(iii) 71.17% 

(iv) 70.17% 
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3. What is the average sale of all the branches for the year 20X0? 

(i) 68,000 

(ii) 74,000 

(iii) 78,000 

(iv) 80,000 

 
Q40 Study the following table and answer the questions based on it.  

Disbursements of a Company (in Lacs) per annum over the given years.  

Year Salary Transportation expense Bonus Interest expenses Taxes 

20X1 288 98 3.00 23.4 83 

20X2 342 112 2.52 32.5 108 

20X3 324 101 3.84 41.6 74 

20X4 336 133 3.68 36.4 88 

20X5 420 142 3.96 49.4 98 

1. What is the average expense of interest per year which the company had to pay during this 
period? 

(i) Rs. 36.66 lacs 

(ii) Rs. 36.36 lacs 

(iii) Rs. 36.26 lacs 

(iv) Rs. 36.06 lacs 

 

2. The total amount of bonus paid by the company during the given period is nearly what percent of 
the total amount of salary paid during this period? 

(i) 0.5% 

(ii) 1% 

(iii) 1.5% 

(iv) 2% 

 

3. Calculate the total expenditure of the company over all given items during the year 20X3 from the 
table chart given. 

(i) Rs. 543.44 lacs 

(ii) Rs. 544.44 lacs 

(iii) Rs.  545.44 lacs 

(iv) Rs. 546.44 lacs 

 

Q41  Hearing is: 

A Biomechanical process of perceiving a sound with the ear 

B Responding to the sounds heard 

C Requires attention 

D All of the above 



Chapter 5: Forms of business communication 

© Emile Woolf International  143 The Institute of Chartered Accountants of Pakistan 

Q42  Listening can be defined as: 

A Ability to accurately receive messages 

B Interpret the message 

C Providing feedback to the speaker 

D All of the above 

 

Q43 Which one best describes the difference between the two: 

A Hearing and listening are same 

B hearing is first step towards Listening 

C Consideration of how is communication delivered, the use of language and voice  

D All of the above 

 

Q44 Poor listening is often a major cause of oral miscommunication. A considerable number of persons 

are “inefficient listeners.” 

 What is meant by the term effective listening skills?  

A Effective Listening is the process of actively decoding and interpreting verbal messages 

B Mentally prepared to listen  

C Resisting distractions  

D All of the above 

 

Q45 Poor listening is often a major cause of oral miscommunication. A considerable number of persons 

are “inefficient listeners.” To be a good listener, you must do: 

A Mentally preparation, resisting distractions, looking for nonverbal clues 

B Listening to understand, listening carefully and not prejudging, holding your fire 

C Listening with an open mind, concentrating on the context 

D All of the above 

 

Q46 Traits of Good Listener are: 

A Identifies areas of interest 

B Judges content and delivery errors 

C A and B 

D None of the above 

 

Q47 Good Listener will: 

A Fight to avoid distractions; strives hard and concentrates 

B Does not judge until comprehension is complete, interrupts only to clarify 

C Listens for central themes 

D All of the above 
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Q48 Good Listener will do all except: 

A Works hard and exhibits alertness 

B Remains open-minded 

C Listens between the lines and weighs the evidence 

D Taking notes 

 

Q49 Traits of Poor Listener include all EXCEPT:  

A Avoids listening if subject is not of interest 

B Tends to be inattentive, if delivery is poor 

C Never enters into arguments with the speaker.  

D Shows false attention 

 

Q50 Trait of Poor Listener will:  

A Be distracted easily 

B Resists listening to material which requires great concentration 

C Not react to emotional words 

D Be distracted by slow speakers 

 

Q51 Emphatic Listening can be defined as:  

A Understanding the speaker’s emotions, feelings, needs and wants  

B Listening to help speaker articulate the pent-up emotions which obscure the speaker’s thinking 
process  

C A and B 

D All of the above 

 

Q52 Which statement best defines People-focused listeners. 

A Focus on supporting the speakers and stay attentive to their feelings 

B Like to build a full picture, collect and consolidate all relevant information 

C Focus on achieving their goals as quickly and efficiently as possible 

D All of the above 

 

Q53 Which statement best defines Information-oriented listeners. 

A Focus on supporting the speaker and stay attentive to their feelings 

B Like to build a full picture, collect and consolidate all relevant information 

C Focus on achieving their goals as quickly and efficiently as possible 

D All of the above 

 

Q54 Which statement best defines Result-oriented listeners. 

A Focus on supporting the speaker and stay attentive to their feelings 

B Like to build a full picture, collect and consolidate all relevant information 

C Focus on achieving their goals as quickly and efficiently as possible 

D All of the above 
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1 PRINCIPLES OF EFFECTIVE BUSINESS WRITING 

 
Section overview  

 
 Keep it simple, stupid (KISS) 

 Be original 

 Adopt the right tone 

 Presentation and proofing 

1.1 Keep it simple, stupid (KISS) 

Introduction 

As you learnt in the previous chapter you must continually remind yourself of the question “What 
am I really trying to say?” In business communication there is no value in translating a simple 
message into special words and phrases that serve to complicate and dilute the message. 

The principle of keeping things simple is often referred to in business as the KISS principle. 

 

Definition: KISS principle (Keep it simple, stupid)  

The KISS acronym was first used by the US Navy in 1960 to explain that most systems work best 

the simpler they are. The conclusion was that a key design goal should be simplicity. All 

unnecessary complexity should be avoided. 

This principle has been adopted in many other fields, not least within business communication. It 

is not uncommon to hear the word referred to in an office where someone is communicating the 

need to remove complexity. 

There are seven techniques you should adopt to keep your business writing simple: 

 Use active sentences rather than passive 

 Be definite 

 Write concisely 

 Use short paragraphs 

 Use short sentences 

 Leave out unnecessary words 

 Use short words 

We will now explore each in more detail. 

Use active sentences rather than passive 

Active sentences sound friendlier and make it clear who is responsible for the action. They are 
shorter and easier to understand than passive sentences. When writing a business 
communication, identify passive sentences and change them into active sentences. 

 You can identify passive sentences because they will include one of the following passive 
verbs: 

 Being 

 Be 

 Was 

 Is 

 Are 

 Were 

 Been 
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 The following example compares passive and active equivalents of the same messages. 
The passive verbs are highlighted. 

Active Passive 

The report arrived. The report was delivered. 

Partners review audit files. Audit files are reviewed by partners. 

Competiting affects pricing. Pricing is affected by competition 

Be definite 

Specific messages are much more likely to attract a specific response. Vague messages will at 
best result in a vague response, or worse, no response at all. 

You should aim to achieve the following:. 

 Do not use words like ‘very’ or ‘highly’ to emphasise other words. Use a stronger 
alternative. 

For example: 

Don’t say: Do say: 

Very exciting Thrilling 

Very acurate Precise 

Very good Excellent 

 Limit qualifying phrases and words as they rarely add to the content of a message but 
rather give the impression that you are unwilling to state facts. 

Examples of words/phrases to avoid include: 

 Fairly 

 Partly 

 Mainly 

 Quite 

 A bit 

 Nearly all 

 A number of 

 Be precise when specifying times, quantities and dates.  

Don’t use: Do use: 

Huge response 3,948 replies 

As soon as possible By 31 March 

Sometime in July On 14 July 

Quite heavy 38kg 
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Write concisely 

However interesting a letter or report may be, business people generally do not make the effort 
(or have time) to read long letters and reports. Aim to achieve the following:  

 Letters and memos should be no more than one page long. 

 Reports should be no longer than two pages. 

 Lay out your message as concisely as possible. 

 Use bullet points and lists to make information easy to read and absorb. 

Of course there will be valid exceptions when letters, memos and reports will need to be longer. 
Logical structure is critical and the use of summaries (even in letters and memos) is 
recommended. 

Use short paragraphs 

As many readers of this text will have encountered in previous academic studies, huge walls of 
words and half-page long paragraphs are overwhelming. Long paragraphs tend to mix points and 
lack flow or structure. 

Paragraphs divide the message into sections that the writer wants the reader to consider as 
separate units. You should construct your paragraphs as follows: 

 The first sentence should state the main point of the paragraph. 

 The rest of the paragraph expands the idea. 

 Each paragraph should only contain one main idea. 

 Use transitions to connect one paragraph to the next. e.g. 

 First, finally – orders the points 

 Consequently, in summary – brings closure 

 Yet, but – demonstrates alternative ideas 

 Also, next, similarly – continuation of the same idea 

Use short sentences 

Longer sentences are harder to understand than short ones. You should aim for: 

 20 words maximum per sentence 

 One main point per sentence 

However, be careful to vary the length of sentences as too many short sentences can make the 
message appear broken and jumpy. 

 

Illustration: Use short sentences 

Poorly constructed long sentences: 

“The sales options were circulated to regional heads in the local offices who were asked to indicate 

their preferences in their office plan for 20XX making sure that they consult with the legal 

department who are particularly affected by the new plans”. 

Much improved ‘short sentence’ equivalent: 

“We sent sales options to the managers in the local offices. They were asked to indicate their 

choices for the 20XX plan. Managers were asked to consult the legal department as changes would 

affect them too”. 
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Leave out unnecessary words 

The meaning of a message can be lost if you fill your writing with unnecessary words. Adopt the 
approach that if it isn’t needed then leave it out. 

For example: 

Don’t say: Do say: 

With reference to About 

Subsequent to After 

Notwithstanding the fact that Though 

In compliance with your request As you asked 

I would be grateful if you would Please 

With the exception of Except 

Please find enclosed I enclose 

Increase the effectiveness of Improve 

Use short words 

In general you should aim to write as you talk. Short words are simpler to understand and appear 
less overbearing, superior and pompous than more complicated longer ones.  

For example:  

Don’t use: Do use: 

Reimburse Repay 

Valued at Worth 

Enhance Improve 

Commence Start 

Demonstrate Show 

Supplementary Extra 

Assist Help 

Interval for refreshments Break 

Utilised Used 

Consult Ask 

Aggregate Total 

Retail outlet Shop 
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1.2 Be original 

Avoid clichés 

 

Definition: Cliché  

A phrase or opinion that is overused and betrays a lack of original thought 

It is tempting to emphasise or demonstrate a point by using a cliché. However, most clichés are 
rarely used in speech and therefore should be avoided in business communication. They can 
make the writing sound routine and even give the impression it was written by a machine. 

Aim to make your writing personal to the reader so that they feel like an individual and that you 
are communicating directly with them. 

Examples of clichés often (and normally inappropriately) found in business communication that 
should be avoided include: 

 Methodology 

 Mandates 

 In respect of 

 In accordance with your request 

 Thanking you in anticipation 

 The aforementioned 

 Herewith please find 

 Viz 

 Supplemental to  

 Hereby acknowledge 

Avoid jargon 

 

Definition: Jargon  

Special words or expressions used by a profession or group that are difficult for others to understand 

Using jargon normally means the reader has to work harder to understand what you mean – 
which often means they will not bother! Furthermore, jargon excludes those who are not familiar 
with the terminology. 

Certainly it can be useful to use jargon which is specific to your work when the reader will 
understand it. For example, accountants communicating with other accountants might reasonably 
expect terminology such as ‘balance sheet’, ‘accruals’ and ‘reserves reconciliation’ to be mutually 
understood. 

Remember: 

 Always keep in mind that communication can become boring if too much relevant jargon is 
used. 

 Always consider whether jargon will be fully understood by the reader. 
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 Picture your reader before you write – For example, would the CEO understand the 
following accounting jargon: 

 Pre-acquisition reserves 

 Capital base 

 Window-dressing 

 Teeming and lading 

 Profit recognition 

Or even would they understand: 

“The use of materiality at the group level is not considered appropriate for auditing the 
consolidation returns of components including significant components”. 

1.3 Adopt the right tone 

Avoid colloquial language 

Colloquialisms often appear un-business-like and are therefore best avoided. Colloquialisms fall 
into the ‘excess words that should be deleted’ category. 

Examples of colloquialisms (all to be avoided!) include: 

 Sit on the fence 

 Flash in the pan 

 Massaging the results 

 Brush under the carpet 

 All things said and done 

 Looking on the bright side 

Always end positively 

The closing words will be remembered best by your reader. Therefore make sure they leave a 
good impression. Even if you start out thinking there is a ‘bad news’ message to deliver you 
should find a way of delivering it positively.  

For example: 

Instead of saying: Say: 

We were unable to complete the audit on 
time. 

We will be able to complete the audit on 4 April. I 
apologise for the delay which was due to a system 
malfunction in the factory. 

You must make the following adjustments 
to correct the accounts: 

Please let me know if we can help adjusting the 
accounts as follows: 

Unfortunately I am unable to attend on 
20th June 

My colleague, Irfan, will attend on 20th June as I 
am at a board meeting. I look forward to seeing 
you on 26th June. 
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Use personal pronouns 

Using personal pronouns will make your business communication sound much friendlier. 

For example:  

Instead of: Use: 

It has been decided that We have decided that 

The firm recommends We recommend 

Subsequent to departure After you have left 

Avoid suggested criticisms of the reader 

One area where passive rather than active sentences should be used is in order to avoid 
unintentional criticism. 

For example: 

Unintentional criticism Passive (aceptable) equivalent 

The accounts department lost the 
invoices while you were on holiday. 

The invoices we need have been mislaid. 

I could not get the information 
because you were at a meeting. 

I completed the report as soon as the information was 
made available. 

You have miscalculated the value of 
the provision. 

The provision value should be calculated using the 
following method. 

Avoid negative words and phrases 

Generally, a positive statement will encourage a positive response whereas a negative tone will 
get a negative response. 

Positive statements also require less effort to read and are less likely to be misunderstood than 
negative ones. 

For example:  

Negative Positive 

It was not unreasonable to assume 
the reconciliation would not work. 

It was reasonable to assume the reconciliation would 
work. 

If you let me know… When you let me know… 

I cannot let you have the report today. I will send you the file on Thursday 18th August. 

1.4 Presentation and proofing 

Overall presentation 

Written business communication represents you. Therefore consider the impression you give if 
you were to send a report with: 

 Poor and illogical layout 

 Weak grammar and incorrect punctuation 

 Spelling mistakes 

Presenting as close to a perfect piece of writing creates a good impression and shows you care 
about standards. If the client receives a below-standard communication from you they will 
associate the low standard with the standard of all work you perform for them. 
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Using capital letters 

Capital letters should only be used if necessary – i.e. when referring to a particular, identifiable 
person or thing. For example: 

 Parvez 

 Senior Partner 

 Transaction Services 

 Lahore 

Headings 

Headings in written business communications should be lower case except for the first letter. 
There should be no underlining or full stop. 

The size and typeface should be adjusted to reflect the importance of the heading. Most 
organisations have templates and corporate standards that define what font to use at each of the 
layers of heading and sub-heading. 

Paragraph numbering 

A reasonable approach to adopt is that all letters and reports over two pages in length must 
incorporate paragraph numbering. Paragraph numbering for letters and reports less than two 
pages in length is optional. 

Bullets and dashes 

Bullets and dashes help structure a document. General rules to adopt are: 

 If a bullet point is a sentence, give it a capital letter and full stop. 

 If the bullet point is a single word or phrase, use lower case and punctuate with a semi-
colon where further points follow. The last point will then end with a full-stop. 

Proof reading 

Experience demonstrates that people focus on mistakes in a written message rather than 
understanding the message itself. Therefore proof-reading is a vital component of the writing 
process. 

Where possible adopt the following steps: 

 Always use a spellchecker!  

The spelling and grammar checkers incorporated in modern word-processing software 
such as Microsoft Word are excellent. Watch out for instances where spelling is correct but 
meaning has been overlooked – for example “form” instead of “from”, or “affect” instead of 
“effect”. 

 Take a break once you have completed the first draft before proofreading. With a clear 
mind and renewed energy you will pick up errors much more efficiently. 

 Ask a colleague to review the message. They are much more likely to read the message 
like the ultimate reader will. 

 It is incredibly difficult to proof read the document for all the potential problems at the same 
time – i.e.  

 Sense and logic 

 Spelling, grammar and punctuation 

 Layout and structure 

 Long words, sentences and paragraphs 

You will be much more successful if you perform a series of proof-readings each one aimed at 
either one or two of the potential problems. 
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2 PERSUASIVE BUSINESS MESSAGES 

 
Section overview  

 
 Sincerity and tact 

 Avoiding the abstract 

 Using the ‘you’ approach  

2.1 Sincerity and tact 

Being tactful and sincere are invaluable skills in being persuasive with your business messages. 
Tact and sincerity make it possible to give an adverse opinion or make a criticism without causing 
offence. In practice business writers avoid tackling the issue directly which can be frustrating for 
the reader. 

You need to use an indirect approach to say what you mean whilst sparing the reader’s feelings. 
This way the news becomes more reasonable and digestible for the reader. 

Follow these five steps: 

Step 1: Buffer 

 Start your message with a positive statement explaining the situation. 

Step 2: Explain the criticism or adverse opinion 

 Use convincing arguments and a cooperative tone. 

Step 3: State the criticism or adverse opinion very clearly 

 Avoid blaming the reader. 

 Use positive phrases and words. 

 Say what you mean tactfully. 

Step 4: Explain alternatives if possible 

Step 5: End on a positive and friendly note 

 

Example: Sincerity and tact 

Thank you for inviting me to comment on your draft 

proposal. 

 

I found the proposal readable and informative. However, 

there are a number of places where I think your argument 

would be more persuasive if the paragraphs were shorter. 

I have indicated these in the text and, where possible, 

shown alternatives which will help with finalising the 

proposal. 

 

Your proposal represents a comprehensive summary of 

your business model and I am sure that the bank will 

find it most useful 

Buffer 

Explain and 
state criticism 

Alternatives 

Positive end 
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2.2 Avoiding the abstract 

When writers are trying to sound impressive or qualify what they are saying, the language they 
use can become abstract. This leads to the message becoming diluted.  

To reduce abstraction: 

 Give examples; and 

 Use concrete words and phrases 

 

Example: Give examples to reduce abstraction 

“Ajmal is a great manager”. 

This describes little about Ajmal’s performance. However, if you include an example then the reader 

understands much more: 

“Ajmal is a great manager because he briefs his staff well”. 

 

 

Example: Using concrete words and phrases to reduce abstraction 

Vague Concrete 

Entrance Door 

Provide information Tell 

Transport facility Car 

Retail outlet Shop 
 

 

2.3 Using the ‘you’ approach 

As we established right at the start of this chapter, the key person in business writing is the 
reader. If you can involve your reader in what they are reading you significantly increase the 
chance of achieving a favourable response. 

Involving the reader summarises the ‘you’ approach, as does ‘Big you, little me’ when either: 

 Giving an opinion; or 

 Getting the reader to do something 

If the reader feels there is an advantage for them they will be a lot more receptive. 

There are six steps to using the ‘you’ approach. 

Step 1: Find out as much as you can about the reader 

For example: 

 Responsibility 

 Position 

 Attitude to writer/firm 

 Knowledge of the subject 

 Attitude to the subject of the message 
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Step 2: Consider what the reader’s worries about the subject might be 

Step 3: Visualise having a conversation with the reader 

 Use appropriate tone. 

 Keep the message simple. 

 Address their likely concerns positively. 

 Anticipate questions the reader would ask. 

Step 4: Write the message from the reader’s viewpoint, explaining what all the benefits are. 

Step 5: Use personal pronouns like ‘you’ and ‘yours’ rather than ‘me’ and ‘mine’ 

For example: 

Instead of: Say: 

We are unable to help you. You would benefit from the services of a firm of 
accountants specialising in aerospace. 

We are proud of our multi-disciplined 
offering. 

You will benefit from the broad range of services we 
can deliver to our clients. 

Our audit approach is the market 
leader. 

You will find our approach will deliver you a more 
cost-effective audit. 

Step 6: Sound genuine. Your reader will quickly realise if you are being insincere. 
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3 CHAPTER REVIEW 

 
Chapter review 

 
Before moving on to the next chapter check that you now know how to: 

 Explain the objectives of written business messages 

 Identify the key elements of written business messages 

 Describe the different forms of written business communication 

 Apply the principles of effective business writing including: 

 Keep it simple, stupid (KISS) 

 Being original 

 Adopting the right tone 

 Understand the core concepts underlying persuasive business messages including: 

 Sincerity and tact 

 Avoiding the abstract 

 Using the ‘you’ approach 
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SELF-TEST 

Q1 Which of the following is least likely to be a reason to use written communication instead of verbal 

communication in the workplace? 

A To communicate with a busy person at their convenience 

B Because it’s quicker and immediate feedback can be ascertained 

C To retain a record of what was said 

D To help the receiver remember complex information 

 

Q2 Which of the following best describes an inquiry letter? 

A Sent from an organisation to a potential customer to prompt them into ordering goods or services 

B Normally sent by a customer to a vendor to complain about a product or service 

C Accompanies something such as a package or report. They describe the enclosed and why it is 
being sent 

D Asks a question or elicits information from the recipient 

 

Q3 Which of the following techniques should be adopted when writing business messages? 

A Use short paragraphs 

B Use long sentences 

C Use verbose language 

D Use passive sentences rather than active 

 

Q4 Which of the below most complies with the requirement to be definite in business writing? 

A Please reply sometime in August 

B The parcel will be quite heavy so you will need a few employees to help move it 

C The meeting will be held at 12:30pm on 15 May 

D There has been a huge response to the advert 

 

Q5 Which of the following does not satisfy the ‘adopt the right tone’ guidance? 

A Use personal pronouns  B Use colloquial language 

C Always end positively  D Avoid negative words and phrases 

 

Q6   The use of buffers is recommended to soften the adverse impact of bad news messages. However, in 

certain situations it is considered advisable to avoid the use of buffers while conveying negative or 
unfavourable messages and come directly to the point of the message. 

 When is direct approach considered to be more appropriate and effective option for conveying bad 
news messages? 

A Communicating negative messages to busy senior executives who have to take prompt decisions. 

B To illustrate the gravity of the bad news. 

C If unfavorable message is not of much significance to the recipient. 

D All of the above 
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Q7 The use of buffers is recommended to soften the adverse impact of bad news messages. However, in 

certain situations it is considered advisable to avoid the use of buffers while conveying negative or 
unfavourable messages and come directly to the point of the message.  

 All the statements are true for direct approach EXCEPT: 

A If the recipient has a tendency to skim the text and there are chances that the important message 
may be missed. 

B If the reader refuses to see reason and accepts the bad news and there is likelihood that the 
buffer may be interpreted as weakness. 

C Used only for outsider 

D All of the above 

 

Q8 Feedback is considered to be a critical component of the communication process as it enables the 

sender to determine whether the message was, in fact, received and understood by the receiver as 
intended by the sender. In spite of its vital importance, feedback poses serious problems in the 
communication process. 

 Feedback may not prove to be effective, if it is: 

A Vague and too general 

B Given after a considerable lapse of time 

C Not given in a constructive manner 

D All of the above 

 

Q9 Feedback is considered to be a critical component of the communication process as it enables the 

sender to determine whether the message was, in fact, received and understood by the receiver as 
intended by the sender. In spite of its vital importance, feedback poses serious problems in the 
communication process.  

 Feedback effectively depends on all EXCEPT if: 

A Given to score marks or place the sender in an embarrassing or defensive position 

B Not relevant to the main message of the sender and raises altogether new issues 

C It is positive 

D Intended to humiliate the sender 

 

Q10 Choose the correct sequence of important steps involved in the planning of written messages.  

A Identify the purpose, Analyze the audience, Select the ideas, Support the ideas with data, 
Organize the message, Style used 

B Analyze the audience, Identify the purpose, Select the ideas, Support the ideas with data, 
Organize the message, Style used 

C Identify the purpose, Analyze the audience, Select the ideas, Support the ideas with data, Style 
used, Organize the message 

D Identify the purpose, Select the ideas, Support the ideas with data, Analyze the audience, 
Organize the message, Style used 

 

Q11 “A well-planned negative message conveys the negative information clearly while retaining as much 

goodwill as possible.”  

 Select the correct steps sequence in communicating a negative message?  

A Offer an Explanation, Use a Buffer, Avoid emphasizing the Refusal, Present an Alternative or 
Compromise, End with a Positive Statement 
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B Use a Buffer, Offer an Explanation, Avoid emphasizing the Refusal, Present an Alternative or 
Compromise, End with a Positive Statement 

C Use a Buffer, Avoid emphasizing the Refusal, Offer an Explanation, Present an Alternative or 
Compromise, End with a Positive Statement 

D Use a Buffer, Offer an Explanation, Present an Alternative or Compromise, Avoid emphasizing 
the Refusal, End with a Positive Statement 

 

Q12 In the process of communication, a sender’s activities include all EXCEPT: 

A The sender has an idea 

B The sender uses verbal channel 

C The sender transforms the idea into a message 

D The sender transmits the message after selecting a communication channel 

 

Q13 In the process of communication, a receiver’s activities include all EXCEPT:  

A The receiver gets the message 

B The receiver interprets the message 

C The receiver plans the feedback 

D The receiver reacts and sends feedback to the sender 

 

Q14 Marketing Experts know that prospective customers receive numerous visual and audio sales 

promotion messages. The customers have to discern from these messages which products or 
services best satisfy their needs and are also most cost-effective. 

 Identify the steps which a skilled marketing expert should keep in mind in the planning and 
communication of an effective and well-targeted promotion message. 

A Empathise with the needs, Identify the target market, Create a convincing message, Select the 
most suitable media  

B Identify the target market, Empathise with the needs, Create a convincing message, Select the 
most suitable media  

C Create a convincing message, Identify the target market, Empathise with the needs, Select the 
most suitable media  

D Identify the target market, Select the most suitable media, Empathise with the needs, Create a 
convincing message  

 

Q15 What is the implied meaning conveyed in each of the following situations: 

  A director tells his secretary “Don’t be late for the Investment Committee meeting tomorrow!” 

A Reminding secretary about meeting 

B Secretary is not punctual 

C Telling meeting is very important 

D All of the above 

 

Q16 What is the implied meaning conveyed in each of the following situations: 

A Group Leader while conducting an internal meeting occupies a position other than at the head of the 
conference table. 

A Informality   B Equality 

C Friendliness  D All of the above 
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Q17 What is the implied meaning conveyed in each of the following situations: 

A CEO invariably comes late to the staff meetings, after the scheduled time, and makes all the 
participants wait. 

A I am very busy  B I don’t care  

C A and B   D None of the above 

 

Q18 What is the implied meaning conveyed in each of the following situations: 

 A job applicant submits a CV containing numerous spelling and presentation errors. 

A Lacks communication skills 

B Not interested in the job 

C A and B 

D None of the above 

 

Q19 What is the implied meaning conveyed in each of the following situations: 

A subordinate calls his senior manager and asks, “May I come to discuss the sales report?” The senior 
manager responds, “I’m working on an urgent assignment and have to meet a strict deadline.”  

A I am very busy 

B You and your work is not important 

C A and B 

D None of the above 

 

Q20 A letter conveying Bad News requires considerable tact and discretion on the part of the writer as it 

must uphold the good image of the organisation conveying the bad news, retain continued goodwill of 
the receiver and also state something that is not very pleasant from the receiver’s standpoint. 

 What are the salient features of a carefully-prepared “Bad News” letter? 

A Agreement, Appreciation, Assurance, Compliment, Cooperation 

C Buffer Statement, Appreciation, Benefit, Compliment, Cooperation 

C Buffer Statement, Appreciation, Assurance, Compliment, Cooperation 

D Buffer Statement, Understanding, Assurance, Compliment, Cooperation 

 

Q21 Impediments in the Upward Flow of Communication in a large organisation are: 

A There is genuinely no opportunity for upward communication. 

B The subordinates believe that the managers will not take their problems seriously. 

C  The subordinates fear the consequences of communication. 

D All of the above 

 

Q22 Horizontal Communication in a large organisation may be hindered because of: 

A Feeling that the other manager is encroaching upon my area of authority or expertise (jealousy). 

B Managers may resist the expert authority of functional managers. 

C Conflict between individuals, groups, or functions. 

D All of the above 
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Q23 Impediments in the Downward Flow of Communication in a large organisation include all  EXCEPT: 

A Managers have no time to communicate with juniors. 

B Management assumes that employees will not be interested in the larger issues of the 
business. 

C Management itself does not have the information or solutions to the problems. 

D Fears that they will undermine their authority by sharing information. 

 

Q24 Identify the correct sequence of steps which should be followed in the preparation of a Persuasive 

Business Message to attract, create and sustain the reader’s interest in the message and elicit a 
favourable response for taking action on the basis of the writer’s proposal/request. 

A Get attention, Build interest, Increase desire, Motivate to take action  

B Build interest, Get attention, Increase desire, Motivate to take action  

C Get attention, Increase desire, Build interest, Motivate to take action  

D Get attention, Build interest, Motivate to take action, Increase desire  

 

Q25 All are true for persuasive messages, EXCEPT: 

A Use emotional and logical appeals in a balanced manner 

B Reinforce the Proposal by providing additional evidence of the benefits 

C Anticipate no objections from the reader  

 D These require lot of marketing skills 

 

Q26  Identify the situation in which the style of writing Persuasive Business Messages may be adopted to 

achieve positive response: 

I. To make a request to a philanthropist to give a donation for a worthy cause. 

II. To sell a new product or service to a prospective customer or client. 

III. To request an employer to give a salary raise which one considers one really deserves. 

IV. To write to the Administrator, Roads and Works to repair the internal roads in your industrial 

area which are presently in a dilapidated condition. 

A I and II 

B II and III 

C III and IV 

D I, II, III and IV 

 

Q27 You have to make an Oral Presentation to a knowledgeable audience which would be followed by a 

 question and answer session. All the considerations are important EXCEPT 

A The language of the oral presentation should be specifically adapted.  

B Presentation must include Graphics. 

C Should be organised in a logical sequence.  

D Should be based on proper use of grammar and pronunciation. 
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Q28 Oral presentation can be made effective with  

A Eye contact with the audience and body language used to emphasise any particular point(s) 

B Excessive body movements should be avoided as it would distract the audience. 

C An alert attitude should be retained to reply to the questions from the audience  

 D All of the above 

 

Q29 Which one is not the advantage of Oral Communications? 

A Speed  

B Personal Involvement of both Speaker and the Listener 

C Instantaneous Feedback  

D Nonverbal Clues  

 

Q30 Different types of Buffers are generally used in Business Communications while conveying ‘bad news’ 

 messages, choose the correct explanation for: 

 Agreement buffer 

A It shows that there is a common ground for understanding on any particular point. 

B The sender of the message expresses thanks for receiving something from the recipient of the 
message. 

C The sender shows an understanding of the recipient’s problems and concerns and expresses 
empathy. 

D The sender shows that the response in the message is conveyed after an equitable and 
objective examination of the issues. 

 

Q31 Different types of Buffers are generally used in Business Communications while    conveying ‘bad 

 news’ messages, choose the correct explanation for: 

 Appreciation buffer 

A It shows that there is a common ground for understanding on any particular point. 

B The sender of the message expresses thanks for receiving something from the recipient of the 
message. 

C The sender shows an understanding of the recipient’s problems and concerns and expresses 
empathy. 

D The sender shows that the response in the message is conveyed after an equitable and 
objective examination of the issues. 

 

Q32 Different types of Buffers are generally used in Business Communications while conveying ‘bad news’ 

 messages, choose the correct explanation for: 

 Understanding buffer 

A It shows that there is a common ground for understanding on any particular point. 

B The sender of the message expresses thanks for receiving something from the recipient of the 
message. 

C The sender shows an understanding of the recipient’s problems and concerns and expresses 
empathy. 

D The sender shows that the response in the message is conveyed after an equitable and 
objective examination of the issues. 
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Q33 Different types of Buffers are generally used in Business Communications while conveying ‘bad news’ 

 messages, choose the correct explanation for: 

 Fairness buffer 

A It shows that there is a common ground for understanding on any particular point. 

B The sender of the message expresses thanks for receiving something from the recipient of the 
message. 

C The sender shows an understanding of the recipient’s problems and concerns and expresses 
empathy. 

D The sender shows that the response in the message is conveyed after an equitable and 
objective examination of the issues. 

 

Q34 Different types of Buffers are generally used in Business Communications while conveying ‘bad news’ 

 messages, choose the correct explanation for: 

 Cooperation buffer 

A The sender conveys to the receiver willingness to extend support and be of help in any 
possibility in the future. 

B The sender of the message expresses thanks for receiving something from the recipient of the 
message. 

C The sender shows an understanding of the recipient’s problems and concerns and expresses 
empathy. 

D The sender shows that the response in the message is conveyed after an equitable and 
objective examination of the issues. 

 

Q35 Briefly describe the circumstances in which an adjustment letter is commonly used. 

A Sent in response to a claim or complaint and includes the final outcome 

B Sent after some type of initial communication 

C Sent to let others know that they have received a communication  

D Accompanies something such as a package or report 

 

Q36 Briefly describe the circumstances in which a follow-up letter is commonly used.  

A Sent in response to a claim or complaint and includes the final outcome. 

B Sent after some type of initial communication. 

C Sent to let others know that they have received a communication.  

D Accompanies something such as a package or report. 

 

Q37 Briefly describe the circumstances in which an acknowledgement letter is commonly used. 

A Sent in response to a claim or complaint and includes the final outcome. 

B Sent after some type of initial communication. 

C Sent to let others know that they have received a communication.  

D Accompanies something such as a package or report. 

 

Q38 Briefly describe the circumstances in which a cover letter is commonly used. 

A Sent in response to a claim or complaint and includes the final outcome 

B Sent after some type of initial communication 

C Sent to let others know that they have received a communication  

D Accompanies something such as a package or report 
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Q39 Briefly describe the circumstances in which circular letter is commonly used.  

A To share the same information with a large audience. 

B Sent after some type of initial communication. 

C Sent to let others know that they have received a communication.  

D Accompanies something such as a package or report. 

 

Q40 Briefly describe the circumstances in which a memorandum is commonly used. 

A To share the same information with a large audience. 

B To record or remind about events and observations. 

C Sent to let others know that they have received a communication.  

D Accompanies something such as a package or report. 

 

Q41 Briefly describe the circumstances in which minutes are commonly used.  

A To share the same information with a large audience. 

B To record or remind about events and observations.  

C To summarize record of the proceedings at a meeting.  

D Accompanies something such as a package or report. 

 

Q42 Briefly describe the circumstances in which a report is commonly used. 

A To share the same information with a large audience. 

B To record or remind about events and observations.  

C To summarize record of the proceedings at a meeting.  

D To provide an account on a particular matter in the form of an official document. 

 

Q43 Briefly describe the circumstances in which a reference letter is commonly used.  

A Sent by a previous employer or other referee. 

B To record or remind about events and observations.  

C To summarize record of the proceedings at a meeting.  

D To provide an account on a particular matter in the form of an official document. 

 

Q44 Briefly describe the circumstances in which an inquiry letter is commonly used. 

A Asking a question or eliciting information from the recipient. 

B To record or remind about events and observations.  

C To summarize record of the proceedings at a meeting.  

D To provide an account on a particular matter in the form of an official document. 
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1 LETTERS AND CIRCULARS  

 
Section overview  

 
 Components of a business letter 

 Planning your letter 

 Persuasive letters 

 In detail: Letters of enquiry, follow-up letters and circulars 

 Covering letters 

 Curriculum vitae (CVs) and job application letters 

1.1 Components of a business letter 

Introduction 

Before beginning to write, ask yourself a key question:  

“Would a meeting or a telephone call be better than a letter?” 

Frequently it is quicker and more efficient to meet or call the person concerned. The interactive 
nature of the conversation could facilitate quicker decision making after which the discussion and 
decisions can be confirmed in writing. 

Recall though that the most important person in any business communication is the message 
receiver. Consider how they would like to receive your message. 

After deciding that written communication is most appropriate, you need to decide what format it 
should take. Typically a letter layout is used for formal communication with parties outside the 
organisation. With the advancement and widespread availability of email systems, memo format 
is normally used for internal written messages and increasingly for informal correspondence with 
external parties. 

The most common error with business letters is that they are too long. The general rule is that 
they should be no more than two pages long; otherwise a report format would be more 
appropriate. Remember though that a report should be accompanied by a very brief covering 
letter explaining what the report is and why it has been sent. 

The letter will give your reader an impression of you – therefore make sure it is a good one! Aim 
for your letter to be: 

 thoughtful and careful; 

 friendly and polite; and 

 clear and concise. 

Larger organisations typically have policies and procedures that define standard layouts for 
letters. This has the benefit of saving thinking time and also means that the organisation will 
issue consistently branded and styled letters. 

On the next page you will see a sample business letter which is subsequently analysed in detail. 
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Sample business letter 

 

 APCI Lahore Ltd. 

         Your reference: HRY265 

         Our reference:  ICP 38 

PRIVATE & CONFIDENTIAL 

D B Dawood Esq 

Finance Director 

Islamabad Metals Limited 

Address 1 

Address 2 

Postcode 

         31 March 20XX 

Dear Mr Dawood 

Inventory controls review 

Further to our meeting on 25 March 20XX, please find attached appendices detailing the issues arising 
from the inventory controls review. The agreed action points are also attached to enable the matters to 
be fully resolved together with a document outlining the tax impact of the associated provisions and 
write-downs. 

As we discussed, you agreed to contact me should you receive a demand from the Government Tax 
Authority to carry out an inspection prior to the completion of our work. 

Please do not hesitate to call if any of these points require clarification. 

Yours sincerely 

 

 

 

 

 

 

Shafiq Akram 

 

Enclosures 

- Appendix 1: Controls issues 

- Appendix 2: Action points 

- Appendix 3: Tax impact 

  

1 

2 

3 

4 

5 

6 

7 
8 

9 

10 



Business Communication 

© Emile Woolf International  170 The Institute of Chartered Accountants of Pakistan 

1. Letterhead stationery 

Letters should be printed on official letterhead stationery which normally includes as a minimum 
the organisation’s logo and name in the header. Many organisations also incorporate an address, 
contact details and company number (if applicable), often in the footer. 

2. Letter reference 

Letter references help both the sender and receiver to identify the letter.  

Obviously you can only use ‘your reference’ (which would be a reference that the recipient has 
allocated to the correspondence) if you know it. This would normally be available when replying 
to a letter. 

Many organisations use specific case or file reference formats. These should be used for ‘Our 
reference’. 

3. Receiver’s name and address 

The guidance is: 

 Use the receiver’s job title, although not a disaster if you do not know it. 

 If you know the recipient’s name then always use it to make the letter personalised. 

 Where possible, confine the address to three or maximum four lines. This helps avoid 
starting the page too far down. 

 If relevant, enter PRIVATE & CONFIDENTIAL immediately before the name. 

 Addressing men 

 Across the Commonwealth it is usual to use: Initials + surname + Esq 

 E.g. D B Dawood Esq 

Note: “Esq” is short for “Esquire” which historically was used to denote a person of a 
certain social status. Nowadays it is technically meaningless although is still 
used by convention in business letters 

 For USA and Canada male recipients the convention is normally Mr + first name + 
initials + surname 

 E.g. Mr Arnold B Chapman 

 For other countries use the format specific to that country 

 E.g. Herr (Germany) 

 E.g. M (Monsieur) (France) 

 Addressing women 

 If you know they are married: 

 In Commonwealth countries use Mrs + initial + surname E.g. Mrs M Lee 

 For USA and Canada use Mrs +first name + initial + surname E.g. Mrs Mary S 
Lee 

 For other countries use the local format specific to that country 

 If you know they are unmarried adopt the same convention as for married females 
but use ‘Miss’ instead of ‘Mrs’. 

 If you are unsure whether they are married or not: 

 See if you can contact their secretary (or another relevant contact) and find 
out! 

 Failing that, use ‘Ms’ which essentially covers both options 
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 Don’t forget to include any relevant letters after a recipient’s name if known and applicable. 
E.g. BSc, ACA, CPA, ACCA etc.  

 For limited companies you should use their registered name. Take note as to the exact 
name registered as it could for example be any of the following: ‘Ltd.’, ‘Ltd’, ‘Limited’, 
‘PLC’, ‘Public Limited Company’. 

4. Date 

It is conventional for business letters to exclude the ‘th’, ‘st’ and ‘nd’ from the day number. 

The date should be written as day number, month and year without punctuation (although this 
may differ in other jurisdictions such as USA and Canada).  

For example: 

 12 September 20XX 

 3 May 20XX 

5. Salutation 

The salutation is the formal greeting at the opening of the letter. It is critical that you do not offend 
the receiver at this early stage, for example with an inappropriate salutation or misspelt name. 

The conventions to follow are:  

 Formal letters when writing to a company name or job title: 

 Dear Sir/Sirs; or 

 Dear Sir/Madam; or 

 Dear Madam/Mesdames. 

 Formal letters where you know the name of the recipient – use ‘Dear’ + Mr/Mrs/Miss/Ms. + 
surname. E.g. 

 Dear Mr Younis; 

 Dear Ms. Akram. 

 Letters where you are very familiar with the recipient – use ‘Dear’ + forename. E.g. 

 Dear Faisal 

Note that it would be highly unusual to use both the forename and surname in the salutation as 
this would cause confusion between formality and familiarity. 

6. Subject heading 

The subject heading is a useful component as it identifies the subject immediately and aids 
subsequent reference. The heading should: 

 be in bold; 

 not be underlined. 

7. Body 

You will learn in the next section all about planning the content and flow of your letter. However, 
the guidance for presentation of the body is: 

 use clear and correct English with full punctuation; 

 never indent the first sentence of each paragraph – paragraphs should always start 
against the left-hand margin; 

 use either left aligned or justified text; 
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 for letters more than two pages long (which are therefore arguably too long and should be 
converted into a small report with a covering letter) you should include paragraph 
numbers. For letters less than two pages long paragraph numbering is optional and much 
less common; and 

 when referring to numbers in the text: 

 write numbers one to nine in words 

 write numbers 10 upwards in numerals 

 write the terms thousand, million, billion rather than k, mm or bb 

8. Close (sign-off) 

Many recipients are sensitive to the closure (also called ‘signing off’) of a letter so, as with the 
salutation, it is important to get it right. In fact, the type of close is directly linked to the type of 
salutation that was used as follows: 

Salutation Appropriate sign-off Comment 

Dear Mrs Collins Yours sincerely If you used their name then say ‘Yours sincerely’ 

Dear Nawaz Yours sincerely If you used their name then say ‘Yours sincerely’ 

Dear Sir Yours faithfully If you used a formal greeting without using their 
name then close with ‘Yours faithfully’ 

Dear Faisal (for 
example) 

Kind regards Used when you are familiar with the recipient and 
both parties would address each other using first 
names 

One tip to help remember this is ‘never mix the S’s’ – i.e. ‘sir’ and ‘sincerely’ never go together. 

9. Signatory’s name 

The guidance for signing business letters is:  

 Type the name underneath the actual signature. 

 Using your full name rather than initial + surname is friendlier (e.g. Shafiq Akram 
rather than S Akram) – use your judgment as to which is appropriate. 

 Females can include their preferred title in brackets after the typed name. For 
example: 

 Arfa Younis (Miss) 

 Arfa Younis (Mrs) 

 Arfa Younis (Ms) 

 Professional organisations such as accountants and lawyers often have internal rules on 
who is allowed to sign letters. This is because of the potential for litigation claims against 
the firm and the need to ensure that an appropriately senior person has reviewed the 
contents of letters before they are sent. 

10. Enclosure reference 

Include a brief list of anything else that is included with the letter.  
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1.2 Planning your letter 

Introduction 

The following steps provide a logical and thorough approach to constructing a persuasive 
business letter or circular: 

 Identify the problem, purpose and audience 

 Decide what you want to say 

 Make an outline 

 Structure and write your letter 

Identify the problem, purpose and audience 

Body text:  

 Why are you writing – what is the objective of the message? For example: 

 To share information 

 To give advice 

 To agree to something  

 To seek agreement on something 

 To confirm a meeting? 

 To whom are you writing?  

 Who is the key person e.g. the decision maker? 

 Remember that the most important person is the reader – think ‘Big you, little me’ in 
order to convey the feeling that the letter is for the reader’s benefit (and therefore 
worth their time investing in reading it). 

 Adopt the ‘you’ approach (see earlier section). 

 What are you actually planning to write about? 

 The most effective letters are those that deal with one main topic per letter. Tactics 
for dealing with situations when you have several unconnected topics to address 
include: 

 Use headings. 

 Separate technical and other issues then send multiple letters. 

 Tackle the key topic by letter then address minor issues by following up on 
the telephone or in a meeting. 

Decide what you want to say 

 Construct a list of all the points you want to include in the letter. 

 Rank or categorize the points to identify the key points and those that are less important. 

 Re-order the points into a logical order. 

Make an outline 

 Draft an outline of the letter so you can make an initial assessment of flow, impact and 
balance.  

 Review your work. This is arguably best achieved after taking a short break in order to 
clear the mind. 
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Structure and write your letter 

You need to aim for natural flow and logical ordering in your final letter. It should be easy for your 
reader to follow and draw conclusion. 

A well-structured letter will contain three main sections: 

 Opening paragraph 

 The objectives of the opening paragraph include: 

 Telling the reader why you are writing. 

 Thanking them for previous communication, whether a telephone call, 
meeting, letter or memo. 

 You should also use the opening paragraph to: 

 Introduce the subject. 

 Update the reader on latest developments. 

 Body 

 The middle section is used to set out logically the information you need to 
communicate. 

 Use lists and bullet points whenever possible. 

 Each paragraph should contain only one main point constructed as follows: 

 The first sentence states the point. 

 Subsequent sentences expand the initial point and provide extra detail an 
explanation. 

 Close 

 The closing paragraph should contain a ‘call to action’ (sometimes referred to as an 
‘action point’). This tells the reader what you want them to do. 

 It may be appropriate to summarise the key point of the letter to add emphasis in the 
closing paragraph. 

 Close the letter with a friendly closing statement. 

There may be times when you really do not know where to start with writing the letter. Some 
suggestions to help you ‘get started’ include: 

 Make notes of your ideas as you think of them so they are available in future when you 
might need them. 

 Ask colleagues for suggestions. 

 Just make simple notes (not even sentences) initially – ignore punctuation and grammar 
which can be addressed later once you have constructed the message you actually want 
to communicate. 

 Imagine you are having a conversation with the reader and ask yourself what you want to 
say to them. 

1.3 Persuasive letters 

A fundamental driver of persuasion is credibility. Your business writing will have credibility from 
its professionalism if you follow the guidance in this study manual on structure, content, ‘big you, 
little me, language and tone. 

Remember also: 

 Get the reader’s attention by mentioning benefits of the message to the reader. 

 Build the reader’s interest by emphasising relevance of the message to the reader.  
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 Increase the reader’s desire by supporting the viewpoints stated in the message with 
relevant evidence.  Attempt to convince the reader to make the change as suggested in 
the message. 

 Motivate the reader to take action and state the positive result of the action. The action 
should have clarity and be easy to adopt. 

 Present emotional and logical appeals in a balanced manner. Substantiate the appeal by 
presenting facts and evidence for complex ideas and recommendations. 

 Reinforce the Proposal/Request by providing additional evidence of the benefits of the 
message and establish the sender’s credibility in presenting the message.  

 Anticipate objections from the reader and be prepared to offer convincing replies with the 
necessary pros and cons of the original message. 

1.4 In detail: Letters of enquiry, follow-up letters and circulars 

Introduction 

In the previous chapter you saw a table classifying a number of different types of letters and 
circulars. In this section we take a look at three specific examples – letters of enquiry, follow-up 
letters and circulars. 

Letters of enquiry 

By definition a letter of enquiry represents a request for further information. To increase the 
likelihood of the recipient replying with all the relevant information you need you should make 
sure you explain the problem clearly and specifically.  

 Opening paragraph 

 Explain the general background to your enquiry so that the reader is clear what the 
letter is about. 

 Body 

 Here you must provide specific details about the enquiry and list your questions in a 
logical order. 

 Close 

 Remember that the close should contain the ‘call to action’. State clearly what the 
reader should do and exactly when by. 

Follow-up letters 

Follow-up letters are sent to promote or monitor a previous communication, for example a letter, 
a meeting, interview or sales order. They can also be used to get feedback on a schedule, 
requirements or effectiveness of some kind of activity or service. 

A follow-up letter is similar to a letter of enquiry in that fundamentally it is still a request for further 
information. However, the difference is that despite the previous correspondence or activity you 
have still not received all the information you need. 

The overall format remains the same – three paragraphs explaining the background, providing 
more detail then closing. However, there are two key differences: 

 Just before the closing paragraph you should explain what will happen if you do not 
receive the information in time. However, you absolutely must stress the benefit to the 
reader of replying (otherwise they will not). 

 Within the close you should offer help or advice if appropriate.  

NEVER write an angry letter, however upset you may feel. Always take a break and revisit the 
letter once you have calmed down. With business communication it never benefits the sender to 
send an angry letter. 
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Also, be careful not to  

 be too demanding – you must be reasonable with your requests and deadlines; 

 use negative sounding words such as ‘your claim’ or ‘your failure’; and 

 blame the reader. 

 

Example: Follow-up letter 

The below is an extract from a follow-up letter: 

‘At our meeting on 16 August 20XX you agreed to provide me with information to enable us to 

lodge the official company report. We have not yet received this. 

Please let us have the necessary information by 3 September 20XX. This will ensure you will be 

able to meet the deadline comfortably and avoid incurring late filing penalties.’  

The extract: 

 Refers to the previous communication – meeting on 16 August 20XX 

 States what was agreed and has not happened – sending of information for the official 
company report 

 Includes a ‘call to action’ – send the information by 3 September 20XX 

 Explains the benefit to the recipient – avoid penalties 

Circulars 

A circular letter provides information to a large group of people. Circular letters should get 
straight to the point and not bury news amongst lots of other points which would run the risk of 
readers losing interest and missing the main point. 

The usual three-part approach applies with circulars: 

 Open: Explain the situation. 

 Body: Main idea first followed by extra explanatory information as necessary. One topic 
per paragraph. 

 Close: End positively including offers of help and more information (with contact details) if 
needed. 
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The following illustration is a circular letter used to announce annual promotions to all employees 
in the finance division of APCI Lahore Ltd. in the EMEA region. 

 

Illustration: Circular letter 

 APCI Lahore Ltd. 

Circular letter 

Reference: 8357240/DL 

All employees 

Finance division 

EMEA region 

5 March 20XX 

Dear colleague, 

Annual promotions 

It is a great pleasure to be able to announce the annual promotion of employees to manager 

grade with immediate effect.  

These promotions reflect the sustained high standards of work achieved in what has been a 

challenging year for the company. 

The employees who are promoted to manager are: 

 Employee 1 

 Employee 2 

 Employee 3 

 Employee 4 

Please join me in congratulating these employees and wishing them all the very best for a long 

and successful career with APCI. 

Kind regards 

<Signature> 

Chief operating officer 

1.5 Covering letters 

A covering letter (‘cover letter’ in short) is a letter sent with, and explaining the contents of, 
another document or a consignment of goods.  

Examples of the use of covering letters in business include: 

 A cover letter being used to accompany a report describing why the report has been sent. 
The cover letter would also list all the accompanying documents such as sales order 
confirmations, bank support letters and market reports that form an integral part of the 
business communication. 

 Attaching a cover letter to a consignment of damaged stock that is being returned to the 
supplier. The cover letter would explain which specific order number the goods relate to, 
the date they were originally delivered and details of the damage identified. The cover 
letter would also describe the contents and specify the quantity of each type of good that is 
included in the consignment. 

 A cover letter accompanying curriculum vitae (CV) sent in response to a work opportunity. 
The letter would provide additional information on skills and experience and explain which 
job application the CV specifically relates to. 

The following illustration gives an example of a covering letter used to accompany a proposal for 
work. The proposal is to implement Islamabad Metals Limited’s new accounting system.   
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Illustration: Covering letter 

 APCI Lahore Ltd. 

     APCI Lahore Ltd 

Address 1 

Address 2 

Postcode / Zip 

PRIVATE & CONFIDENTIAL 

D B Dawood Esq 

Finance Director 

Islamabad Metals Limited 

Address 1 

Address 2 

Postcode / Zip 

        31 March 20XX 

Dear Mr Dawood, 

 

Proposal for implementation of the new accounting system 

Following receipt of your invitation to tender dated 14 March 20XX please find herewith 
our proposal for implementing your new accounting system. 

The key benefits to you of accepting our proposal include: 

 Access to the most experienced implementation team in the industry 

 Extremely competitive pricing without compromising quality 

 Implementation guaranteed in advance of your new product launch 

We look forward to discussing the proposal with you in more detail at the meeting on 5 
April 20XX. 

Yours sincerely 

 

<Signature> 

 

Shafiq Akram 

 

Enclosures 

- Proposal for implementation of the new accounting system 

 

1.6 Curriculum vitae (CVs) and job application letters 

Curriculum vitae (CV) 

CVs (also called resumes) provide an overview of a person’s experience and other qualifications.  
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CVs can be used in a variety of circumstances including: 

 Presenting a job candidate when approaching a prospective employer. The CV would be 
accompanied by a covering letter explaining why the CV has been sent. 

 Describing the Directors and key management as part of a business plan. In this instance 
the CVs will be included as appendices to the main business plan. 

 Used in marketing material to demonstrate the credibility of staff to customers. 

When used as part of the recruitment process: 

 The CV is used to generate initial interest in the applicant and elicit a call for interview. 
Recruiters do not require too much information at this initial screening stage and would 
probably not read all the details presented in the CV. 

 It is critical to make a positive first impression. A skilled recruiter will only skim the 
document for key words then decide whether or not the candidate merits further 
consideration. 

 The objective of the CV for a job applicant is to secure an invitation to attend an interview. 
The final selection would depend wholly on the candidate’s performance in the interview 
compared to other candidates. 

Effective CVs 

Many different formats of CV are used in practice as no ‘de facto’ CV layout exists. However, the 
most effective CVs are brief (one page in length, maximum two) and convey the candidates key 
experience and skills quickly. The other ‘golden rule’ is to order information within sections with 
the most recent and relevant first. CVs provide an overview of a person’s experience and other 
qualifications.  

‘Best practice’ tips for preparing a CV include: 

 The CV should appear to be thoroughly business-like and adopt a professional style of 
presentation. 

 The CV should highlight the applicant’s special talents and background that will benefit the 
prospective employer. The CV should demonstrate that the applicant can make a positive 
contribution towards the company’s business objectives. 

 Use action verbs to list the applicant’s special skills and achievements. Mention 
quantifiable indicators of achievement, wherever possible (e.g. certifications and 
qualifications). 

 Use an easy-to-read style without a cluttered presentation. Insert bullet points or boxes to 
indicate separate points. 

 Avoid using the “I” pronoun. 

 The CV should be verified to ensure that all facts relating to prior employment, education 
and achievements are accurate. The prospective employer may well check some of the 
facts. 

 The CV should be carefully proof-read to ensure the final draft is error-free and uses 
appropriate vocabulary and style. 

 Use good quality white paper or off-white paper and a high-class printer. 

Chronological and functional-format CVs 

The two most common formats for CVs are chronological and functional.  

Characteristics When to use 

Chronological 

Chronological CVs list work history 
job-by-job starting with the most 
recent position first.  

 

Chronological CVs are well suited to applicants who 
have a solid employment history with reputable 
organizations.  
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Characteristics When to use 

Employer name, position held and 
employment duration for each past 
job would appear in the most 
prominent position on the CV 
immediately after the name and 
address of the applicant. 

The nature of the proposed job would closely reflect 
previous work experience. 

The candidate would have worked for organizations with 
strong in-house training programs and competitive 
advantage in broadly relevant business lines. 

The candidate has a solid record of career growth and 
progression. 

Functional 

Functional CVs emphasize the 
candidate’s work skills, capabilities 
and achievements by presenting 
them immediately after the name 
and address of the applicant.  

The previous work history and 
qualifications are presented in the 
subsequent sections. 

 

Functional CVs place stress on the applicant’s special 
technical skills, competencies and achievements that 
match closely with the specific requirements of the 
position for which the candidate is applying.  

Candidates who have frequently changed jobs or have 
gaps in their employment record prefer functional-format 
resumes. 

Illustration 

The following illustration includes a basic template for a chronological CV and associated job 
application covering letter. 

 

Illustration: Curriculum vitae 

Shafiq Akram 

Email address – Street address – Phone number – Website 

Objective 

[Describe your personal objective] 

Education 

Year – year: [Professional body (e.g. ICAP) and qualification] 

Year – year: [University name and degree obtained] 

Year – year: [School name and summary of qualifications obtained] 

Experience 

Year – year: [Company name and job title] 

 List responsibilities 

Year – year: [Company name and job title] 

 List responsibilities 

Skills 

 Languages 

 Other relevant skills e.g. expert user of specific computer accounting packages 

Interests 

 BRIEFLY mention personal interests here – e.g. keen marathon runner 
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Illustration: Job application letter 

Address 1 

Address 2 

Zip / postcode 

D B Dawood 

Human resources manager 

Islamabad Metals Limited 

Address 1 

Address 2 

Postcode / zip 

10 March 20XX 

Dear Mr. Dawood, 

 

Credit controller job application 

I am writing in response to your advert for a new credit controller in the Jan-Mar issue of ‘The 

Pakistan Accountant’. 

Similar experience gained in my previous role with another local engineering firm is particularly 

relevant to your role as the systems they used are similar to yours.  

By the end of the assignment, which was a fixed term contract, I had managed to reduce their 

outstanding trade receivables by over 80% which significantly improved their short-term liquidity 

beyond all expectations. 

Please find enclosed my CV for your review. I look forward to hearing from you. 

 

Yours sincerely 

 

 

<Signature> 

 

 

Shafiq Akram 
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2 MEMOS  

 
Section overview  

 
 Introduction to memos 

 Writing a memo 

2.1 Introduction to memos 

Introduction 

 

Definition: Memo (short for memorandum) 

 A written message in business 

 A short note written as a reminder 

Before the widespread use of computers in business, memos used to be informally written paper-
based messages exchanged between colleagues within an organisation. 

The principle remains the same although in most organisations now the channel of 
communication has moved from paper to email.  

The big change has been the significant increase in memo-based email exchange between an 
organisation and external stakeholders such as customers, suppliers and banks. 

Formal communication, whether internal or external, should still be by letter. For example when 
the human resources department advises an employee of a pay rise or new position they should 
send a formal letter. 

Even though many memos are exchanged internally they still present an impression of the 
sender and the same care should be taken composing a memo as when writing a formal letter. 

When to use a memo 

Common situations include:  

 Provide a written record of instructions, directions and responsibilities; 

 Confirm oral discussions; 

 Ask others for their ideas and opinions; 

 Thank several people for their assistance; 

 Report progress; and 

 Circulate information to several colleagues at once. 

2.2 Writing a memo 

Technique 

You should adopt a similar approach to writing a memo as you would for a letter. This includes: 

 Explain the problem – remember to present it in a way that will engage and make it 
personal to the reader; 

 Give the solution – state what you need from the reader. If it is a persuasive memo then 
stress the benefits of the solution providing the strongest arguments first; 

 Asking for help – be specific with the date you need a reply by (and why it is that date), 
plus explain clearly what you want the reader to do; and 

 Close – polite and friendly. Whereas a letter closes with a formal sign-off such as ‘yours 
sincerely’ or ‘yours faithfully’ a memo can be much more informal, typically ‘Kind regards’. 
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Of course you also need to remember: 

 Big you, little me – stress the benefits to them, and provide encouragement to demonstrate 
that you share the same goals. 

Persuasive writing 

Whilst adopting the advice above, particularly ‘big you, little me’, will help persuade the reader, it 
is critical that you appear genuine. 

You need to sound positive but avoid superlatives such as ‘the very best’ or ‘best ever’. Simply 
emphasise all the benefits and underplay (or do not mention) the downsides (which they will 
conclude themselves). 

Illustration 

The following illustration shows a typical memo:  

 

Illustration: Memo 

Sent: 3 February 20XX 16:42 

From:            Sabir Udal 

To:                 Nadeem Shah 

CC:                Parvez Ibrahim 

Subject:        Revised credit period for Barker’s Ltd. 

 

Hi Nadeem, 

Please note that the revised credit period for Barker’s Ltd is 30 days.  

Please could you and your team apply the new credit period to all of Barker’s invoicing and credit 

control procedures with immediate effect. Thanks. 

Kind regards 

Sabir 

The memo incorporates the following elements: 

 Record of when the email was sent – ‘Sent’ - note that email systems automatically date- 
and time-stamp correspondence; 

 Sender – ‘From’ – again, email systems will automatically populate this field with the name 
attached to the email account from which the memo was sent; 

 Addressee – ‘To’ – this is the key reader (or readers) who will need to act on any action 
points; 

 Carbon copy – ‘CC’ – this field is used to include non-key readers who need to be aware of 
the communication (often referred to as FYI or ‘for your information’) but who aren’t 
expected to action any of the action points; 

 Subject – A very brief description of what the memo is about. Think of this like the title of a 
report; 

 Greeting – memos are informal, therefore use ‘Hi’ (very informal) or ‘Dear’ (less informal); 

 Message body – follow the guidelines for constructing a memo as described above; and 

 Close – Use ‘Kind regards’ (informal) and in most circumstances the sender’s first name. 

Note that many email systems either automatically or have the facility to attach a ‘signature’ to 
the end of emails. A ‘signature’ typically includes standard company information such as address 
and phone numbers, a confidentiality warning and a disclaimer regarding reliance on information 
included in the email. 
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3 AGENDAS  

 
Section overview  

 
 Business meeting agendas 

 Layout and contents of an agenda 

 Formal notice of a meeting 

3.1 Business meeting agendas 

 

Definition: Agenda 

A list of items to be discussed at a formal meeting 

In the business environment an agenda is used to communicate the items to be discussed at a 
formal meeting. 

The order of the agenda specifies the order in which topics are to be addressed.  

Responsibilities can be assigned to individuals to specify what people are expected to contribute. 
It is good practice to get participants’ confirmation that they acknowledge (and agree) their 
responsibilities. 

Agendas should be agreed and circulated to all participants in advance of the meeting allowing 
sufficient time for participants to prepare for the meeting. 

3.2 Layout and contents of an agenda  

The contents of an agenda for a formal meeting would include the following: 

 Title, date, time and place of the meeting; 

 Purpose of the meeting; 

 Minutes of the previous meeting (see previous section): 

 Are they accurate? In very formal meetings there is a vote cast to either accept or 
reject the minutes of the previous meeting as being an accurate record (or not) of 
proceedings; and 

 Matters arising from the last meeting – how any action points or outstanding issues 
have been resolved. 

 Apologies for absence – participants who know in advance that they will be unable to 
attend a meeting should apologise in advance for their absence. These apologies are 
communicated at the meeting and recorded in the minutes. 

 Main body – for example for a monthly audit team meeting this might include: 

 Changes in personnel; 

 Update on key clients and current projects; 

 Brief review of performance for the month – targets, billable hours etc.; and 

 Summary of technical audit updates this month. 

 Any other business – for example social and philanthropic topics or corporate messages 
from management; 

 Date of next meeting; 
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Also note that: 

 Agenda items should be numbered to show sequencing and aid referencing; and 

 It may be appropriate to allocate a certain amount of time to each agenda item to help the 
meeting run on time 

 

Illustration: Agenda 

 

Team meeting 

Main conference room 

Monday 5 July 20XX 08:00-09:00 

 

Purpose of the meeting: Monthly client review 

Chairperson: Waqar 

 

Agenda 

1. Minutes of the prior meeting 

2. Apologies 

3. Summary of last month’s performance – Masood 

4. New client review – Tufail 

5. Watch list review – Salim 

6. New computer system – Yasir 

7. Any other business 

8. Date of next meeting: Monday 2 August 20XX 08:00-09:00 

3.3 Formal notice of a meeting 

 

Definition: Notice of a meeting 

A notice of a meeting is an official communication that alerts the recipient to the existence of a 

meeting to be held at some point in the future. 

Notices of meetings should be sent to the prospective attendees sufficiently far in advance to 
ensure all required attendees will be able to attend. The period of time before the meeting occurs 
when the notice is distributed is called the notice period. 

The minimum notice period for formal meetings such as shareholder meetings, Directors 
meetings and the annual general meeting is often stated in law or the company’s own rules of 
operation. 
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The notice of a meeting will include either a summary or detailed version of the agenda. 

 

Illustration: Notice of an Annual General Meeting 

 

Notice of the Annual General Meeting 

 APCI Lahore Ltd. 

 

Notice of Annual General Meeting 20XX 

Notice is hereby given that the 20XX annual general meeting of the company will be held at 

[address] on [date] at [time]. 

 

The agenda for the annual general meeting is as follows: 

Agenda 

1. To receive the report of the directors and the accounts for the year ended 20XX 

2. To accept the proposed directors remuneration package for the next year 

3. To re-elect the following directors who offer themselves for re-election as directors 

3.1   Director 1 

3.2   Director 2 

3.3   Director 3 

4. To re-appoint [auditor name] as the company’s auditors until the conclusion of the next 

annual general meeting 

5. To declare a final dividend of [amount] per ordinary share to be paid on [date] to those 

shareholders on the register of members as at [date] 

6. Any other business 

By order of the board 

[Signature of the company secretary] 

Dated [date] 

Registered office address 
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4 MINUTES  

 
Section overview  

 
 What are minutes of a meeting?  

 Writing effective minutes 

4.1 What are minutes of a meeting? 

What are minutes? 

 

Definition: Minutes 

 A note or summary covering points to be remembered; a memorandum. 

 An official record of the proceedings of a meeting. 

Minutes are a formal record of the facts of a meeting. The reasons why they are prepared are:  

 to form the basis of discussion at the next meeting; 

 to inform those who could not attend what was discussed;  

 as a reminder to those present what was discussed; and  

 to remind everyone of the action points that were agreed – by whom and by when. 

Minutes should be taken at both internal and external meetings. Follow the golden rule that if it is 
worth holding a meeting, it is worth writing minutes! 

Structure 

The structure of the minutes should include the following: 

 Name – e.g. board meeting, team meeting, client liaison meeting; 

 Purpose; 

 Location, time and date; 

 Names of: 

 the chair person; 

 attendees (list in order of priority, most senior first); and 

 absent attendees who have sent their “apologies for absence”. 

 Whether a voting quorum was present (for formal meetings); 

 Whether minutes from a previous meeting were approved and where necessary corrected; 

 Topics discussed and points made: 

 Note – for formal meetings such as a shareholder or board meeting this should not 
include judgments, criticism, accolades or general discussions but rather the formal 
motions passed and formal reports delivered. 

 Minutes of less formal meetings might, however, make reasonable reference to the 
above. 

 Decisions made; 

 Actions agreed including who is responsible for each action and when it must be 
completed by; and 

 For formal meetings the Secretary or Chair person should sign the minutes of the previous 
meeting once they have been approved. 
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4.2 Writing effective minutes 

Challenges 

Some common problems include:  

 How to actually take the minutes during the meeting 

 What style to adopt 

 How much information to include 

 How to lay them out 

To help address these problems you should answer the following questions: 

 When are the minutes needed by 

 Who they will need sending to 

 What level of detail should be included 

 This will depend on the type of meeting 

 The more formal a meeting (e.g. legal proceedings) the greater the level of detail 
that will be required in order to protect all participants and comply with formal rules 
of the meeting 

 For an informal meeting, summaries or a simple list of action points may well be 
sufficient – e.g. for an internal meeting or small informal client meeting. 

The minute-taker 

The minute-taker is the person responsible for recording the minutes. This will involve: 

 recording attendance – it will help if you know in advance who is supposed to be attending 

 writing notes during the meeting – this becomes more difficult if you are to be part of the 
meeting discussions too. Plan in advance exactly how you are going to do this. 
Techniques include: 

 use shorthand, or at least lots of acronyms 

 make lots of rough notes – don’t write sentences 

 use a bound notebook so pages do not get out of order 

 use a tape recorder – check attendees do not mind being recorded if you do 

 split the page into three columns: Speaker / Item / Action 

 pencils are less messy than pens 

 writing minutes as soon as possible after the meeting 

 getting the minutes approved (for a formal meeting) –with an informal meeting you should 
still always have the minutes reviewed by another (senior) colleague prior to circulating 
them. 

 circulating the minutes 

Some of the common problems the minute-taker might face include: 

 people speaking too quietly or quickly – ask the chair to summarise what they have said 

 the chair not following the agenda – double check with the chair if this happens and 
remember that the minutes should follow the order of the meeting rather than the agenda 
(if different) 

 distractions such as traffic, phones and interruptions – pre-empt this by ensuring an 
appropriate location has been found and asking for phones to be switched off 
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 being involved in the meeting as well as tasked with writing the minutes – if it will be 
impossible to do both effectively then someone else should take the minutes 

 meeting moves to the next point before you have finished taking notes – ask the chair to 
summarise, or sit next to someone who can help 

Tips for writing effective minutes 

As with letters, memos and reports, think ‘Big you, little me’ when writing the minutes. Once 
again the reader of the minutes is the most important person – if they cannot understand the 
minutes then they are worthless. 

With the minutes of a meeting being the official and permanent record they must be: 

 Accurate 

 Be definite about facts and figures – times, dates, values etc. 

 If you do not understand something or cannot quite remember something, ask a 
colleague for help 

 When referring to something someone said ensure you convey the tone in which it 
was originally said. For example: 

Expression Impression it gives 

She stated Forceful 

She said Bland 

He argued Disagreed with something 

He reinforced Agreed with something 

She declared Dramatic 

He mentioned Casually dropped it into conversation 

 Complete 

 Ensure all necessary information, key discussion topics, decisions and action points 
are included. 

 Clear 

 One key point per paragraph 

 Ensure you only use jargon that will be understood by all readers 

 The minutes should flow in the same order as the meeting was conducted 

 Concise 

 Minutes should generally NOT be a word-for-word transcript of the meeting (apart 
from some meetings that relate to legal proceedings). What they should be is a 
concise summary of the key points of the meeting that enable the reader to 
understand what decisions were made and actions agreed, and how those decisions 
and actions were reached. 

 Ask yourself – ‘does the reader really need to know this?’ 

 Use simple writing – short words and remove unnecessary words, short sentences 
and paragraphs 

 Written in a suitable tone  

 The tone of the minutes should reflect the tone of the meeting. It may have been an 
amicable meeting or it could have been a tense meeting with lots of disputes and 
heated exchanges. 

 Using the correct words should make this obvious in a succinct manner. For 
example ‘After a three-hour argument it was agreed that….’ 
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 It is absolutely NOT your job as the minute-taker to try to influence your reader. You 
are there to impartially record what was said and how it was said by those in 
attendance. 

 

Illustration: Minutes of a meeting 

A number of different types of minutes can be used:  

1. Action items 

Action items represent future tasks that are agreed and committed to during a meeting. As 

people subsequently complete action items, the items are documented as having been 

completed and the item removed from the list of outstanding actions. 

Minutes of action items should include brief details of the action agreed, who is responsible for 

the action, and the time/date by which the action should be completed. 

2. Resolution minutes (also called ‘decision minutes’) 

Resolution minutes record decisions reached, for example to record the results of a vote to 

accept the re-appointment of the external auditors. 

3. Narrative minutes 

Narrative minutes provide a record of the decision-making process 

The following example illustrates the three types of minutes in an informal minute style: 

 

 APCI Lahore Ltd. 

 

Minutes of the Annual General Meeting of APCI Lahore Ltd. 

[Location, date, time] 

 

Attendees: [Name 1, Name 2, Name 3, Name 4] 

1. Apologies for absence 

Apologies were received from [Name 5] 

2. Minutes of previous meeting 

The minutes of the previous meeting were taken as read, agreed as a true and correct record 

and signed by the Chairperson 

3. Matters arising 

3.1 The report of the directors and accounts for the year ended 20XX were received 

3.2 The proposed directors remuneration package for the year was accepted 

3.3 The following directors were re-elected for a further period of 12 months: Director 1, 

Director 2, Director 3 

3.4 The external auditors were re-appointed until the conclusion of the next annual general 

meeting 

3.5 The board provided an overview of the revised system of risk management and the steps 

taken to ensure adequate capital is maintained 

3.6 The Finance Director agreed to prepare an analysis of projected returns and make the 

analysis available to shareholders on the company’s website by [date] 

Signed [Chairperson] 

Date [xxxx] 

 

 

The minutes below illustrate the same minutes but in a much more formal style: 

3.1-3.4 = resolution minutes 
3.5 = narrative minute 

3.6 = action minute 
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 APCI Lahore Ltd. 

 

Minutes of the Annual General Meeting of APCI Lahore Ltd. 

[Location, date] 

Meeting called to order at 11:00am by [Chairperson name] 

 

Attendees: [Name 1, Name 2, Name 3, Name 4] 

 

1. Apologies for absence 

Apologies were received from [Name 5] 

2. Minutes of previous meeting 

Motion: To approve the minutes of the meeting on [date] 

Resolved: Minutes of the meeting on [date] were approved 

3. Matters arising 

3.1 Motion: To receive the report of the directors and accounts for the year ended 20XX  

Resolved: Motion carried – the report of the directors and accounts for the year ended 

20XX were received 

3.2 Motion: To accept the proposed directors remuneration package for the year  

Resolved: Motion carried – the proposed directors remuneration package for the year 

was accepted 

3.3 Motion: To re-elect Director 1, Director 2 and Director 3 for a further period of 12 months 

Resolved: Motion carried - the following directors were re-elected for a further period of 

12 months: Director 1, Director 2, Director 3 

3.4 Motion: To re-appoint the external auditors until the conclusion of the next annual 

general meeting 

Resolved: Motion carried - the external auditors were re-appointed until the conclusion of 

the next annual general meeting 

3.5 The board provided an overview of the revised system of risk management and the steps 

taken to ensure adequate capital is maintained 

3.6 The Finance Director agreed to prepare an analysis of projected returns and make the 

analysis available to shareholders on the company’s website by [date] 

Signed [Chairperson] 

Date [xxxx] 

 

 

 

 

  

3.1-3.4 = resolution minutes 
3.5 = narrative minute 

3.6 = action minute 



Business Communication 

© Emile Woolf International  192 The Institute of Chartered Accountants of Pakistan 

5 CHAPTER REVIEW 

 
Chapter review 

 
Before moving on to the next chapter check that you now know how to: 

 Write simple and persuasive professional business letters and circulars 

 Write simple and persuasive business memos 

 Write effective minutes for a business meeting 

 Prepare a clear and effective agenda for a business meeting 
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SELF-TEST 

Q1 What is the appropriate sign-off for a letter addressed as “Dear Mr Khan,”? 

A Yours sincerely 

B Kind regards 

C Regards 

D Yours faithfully 

 

Q2 What is the purpose of a follow-up letter? 

A To provide information to a large group of people. 

B To explain the contents of another document or consignment of goods which the letter 
accompanies 

C To promote or monitor a previous communication or to illicit feedback  

D To request further information 

 

Q3 Which of the following is NOT a best-practice tip for preparing an effective CV? 

A Use an easy-to-read style without a cluttered presentation. 

B Use the “I” pronoun 

C Adopt a professional style of presentation 

D Mention quantifiable indicators of achievement wherever possible 

 

Q4 When might it be preferable to use a functional CV rather than a chronological CV? 

A When the candidate has a solid record of career growth and progression 

B When the nature of the proposed job would closely reflect previous work experience 

C When the applicant has a solid employment history with reputable organizations 

D When the candidate has frequently changed jobs or has gaps in their employment record 

 

Q5 Which of the following statements regarding agendas and minutes is correct? 

A The minutes provide an official record of the proceedings of a meeting 

B An agenda cannot be changed once a team meeting has started 

C The agenda for a statutory AGM must always be circulated to the shareholders 60 days before 
the meeting is due to take place 

D Apologies for absence are taken at the end of a formal meeting 

 

Q6 A memorandum (memo) is taken as a brief form of written communication for: 

A external use 

B legal use 

C formal use  

D internal use  
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Q7 The best way to apply for a job is to submit a résumé that is: 

A appropriate for any job 

B full of personal information 

C self-recommending  

D specifically written for that particular job 

 

Q8 In the context of a business, the purpose of writing is mainly to: 

A entertain 

B persuade 

C inform 

D both inform and persuade 

 

Q9 An agenda is vital to the focus and success of most meetings, which out of the following items is not an 

expected item to be found on most agendas? 

A The time and location of the meeting 

B Important financial information about your clients 

C A list of people who will be there 

D A brief explanation about agenda items 

 

Q10 The AIDA formula for writing persuasive messages comprises of the following steps: 

A action, interest, desire, attention 

B attention, interest, desire, action 

C attention, intention, desire, action 

 

Q11 What is the term used for a written record of what happened at a meeting? 

A schedule   

B minutes 

C agenda    

D meeting notes 

 

Q12 Which of the following is the most effective example of a subject line? 

A Need budget for marketing report by Tuesday 

B Marketing report 

C Budget report 

D Status report 

 

Q13 Which of the following statements is true? 

A Persuasive messages usually involve bad news 

B Persuasive messages are aimed at resistant audiences 

C Persuasive messages are usually longer and more detailed than most business messages  

D Persuasive messages require more strategic planning than routine positive messages 
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Q14 Which of the following is a reason for preparing minutes of a meeting? 

A to remind participants of the actions that were agreed 

B to record how much time staff is spending during meetings 

C to remind senior management to vacate meeting room for next appointment  

D All of the above 

 

Q15 What are the possible challenges of writing effective minutes of a meeting? 

A How much information to include 

B What style of writing to adopt 

C Only A 

D Both A and B 

 

Q16 Which of the following statements is true? 

A An agenda is a list of items to be discussed in a formal meeting 

B Agendas should be agreed and circulated in advance of the meeting 

C Both of the above 

D Neither A or B 

 

Q17 What is a notice period? 

A The time period it takes to write a notice 

B The amount of time it takes to distribute the notice to different recipients 

C The time period before the meeting occurs and after the notice is distributed 

D The amount of delay in distributing the notice to recipients 

 

Q18 Which of the following is not part of the contents of an agenda? 

A Title, date and time of the meeting 

B Place of the meeting 

C Date of next meeting  

D Attendance sheet of last meeting 

 

Q19 Which of the following would help in running meetings on time? 

A Brief review of monthly performance to start the meeting 

B Including human resources personnel in every meeting 

C Allocate a certain amount of time to each agenda item  

D None of the above 
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Q20 A short note written as a reminder is called: 

A A persuasive message 

B A memo 

C SMS  

D Email 

 

Q21 Which of the following statements is true? 

A Chronological CVs list work history ending with the most recent work  

B Chronological CV can help in highlighting a solid record of career growth 

C Chronological CVs list work history starting with the earliest work first  

D Both A and C are true 

 

Q22 Which of the following is correct about the opening of a Letter of Enquiry? 

A The opening should be persuasive enough to get a reply 

B The opening should contain ‘call for action’ so that the purpose of the letter is clear 

C The opening should explain the general background of the letter to improve clarity of the overall 
letter  

D The opening should be used to reinforce the proposal 

 

Q23 Shahida Noor has written a formal business letter. Which of the following is the correct way to sign 

off? 

A Shahida Noor 

B Shahida Noor (Miss) 

C Shahida Noor (Mrs)  

D Any of the above can be used 

 

Q24 Company A has sent a letter to Company B. Which of the following would help them identify their 

correspondence with each other? 

A Including phone numbers so they can call each other 

B The date of the letter is enough to track the letter 

C Letter reference 

D The subject of the letter is enough to track the letter. 

 

Q25 Which of the following is not a best practice for writing CVs or Resumes? 

A Avoid using the “I” pronoun 

B The CV should be carefully proof-read to ensure that it does not contain any errors. 

C Use the “I” pronoun more often to highlight your achievements 

D Use a layout that is professional and easy to read 
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Q26 Which of the following is not true about a Functional CV? 

A A functional CV helps in covering gaps in employment history 

B A functional CV emphasizes on the candidate’s skills and achievements. 

C A functional CV is used to highlight a candidate’s previous work history 

D A functional CV can be used to closely match a candidate’s skills and job requirements 

 

Q27 Which of the following would not be included in the minutes of the meeting? 

A Purpose of the meeting 

B Office address where the meeting was held 

C Next year’s targets announced by CEO in the meeting 

D a word-for-word transcript of the meeting held 

 

Q28 What is the appropriate salutation to address a female recipient in a letter if the marital status is 

unknown? 

A Yours sincerely 

B Ms. (Name of the recipient) 

C Dear Mrs. (Name of the recipient) 

D Mrs. (Name of the recipient) 
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1 INTRODUCTION TO BUSINESS REPORTS  

 
Section overview  

 
 What is a report? 

 Types of business report 

 What is involved in writing a report? 

 

1.1 What is a report?  

 

Definition: Report 

An account given of a particular matter, especially in the form of an official document, after 

thorough investigation or consideration by an appointed person 

 

 

Definition: Business report 

A Business Report is a written communication of factual information on a specific subject 

presented in an orderly and formal manner. 

Examples of the objectives of business reports in large businesses might include: 

 Presenting an analysis to management on a specific issue or incident or on the on-going state 

of affairs of the business. 

 Providing evidence of regulatory compliance to regulatory authorities, shareholders, creditors, 

employees or some other stakeholder. 

 Providing product or service information to stakeholders such as customers and employees. 

 Summarise and formally present information and opinions that originates from external 

professionals in a comprehensive form – for example an audit report. 

So in summary, a business report is a communication of information or advice from one party to 
another who has requested the report for a specific purpose. 

Features of a report 

 It is entirely based on observation, investigation and analysis. 

 It gives an account of some specific situation. 

 It talks about a particular problem in detail. 

 Reports work best for judging the performances of different departments in an 
organization. 

 It is argued to be fact finding and not fault finding. It is ought to be prepared in an unbiased 
manner. The writers of the report should be independent in their outlook and approach. 

Objectives of a report 

The primary objective of a report is to provide a basis for decision and action. Therefore just as 
you have seen when applying the fundamentals of business communication to letters, memos 
and minutes, the reader is the most important component of the report.  

The secondary objective of a report which must be achieved in order that the primary objective is 
achieved is normally one of the following: 

 To inform; 

 To record; and 

 To recommend. 
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Each report ultimately aids decision-making because it is simpler to make a decision if all the 
information is available in an easily understood form presented in a logical order. 

You must once again adopt the ‘big you, little me’ approach with report writing. Essentially it is 
the reader’s report, not yours. However, make sure you maintain a balance with sincerity as you 
must appear genuine in your report. 

Components of a report 

The key components of a business report are: 

 Reader (top priority!) 

 Writer 

 Objective 

 Subject 

 Structure 

With respect to whether you should write a letter or report the general guidance is that a 
document of one or two pages should be in the format of a letter. Documents greater than two 
pages should be presented as a report and accompanied by a brief covering letter. 

Delivering reports 

A written business report may be delivered in a number of ways. For example:  

 Hold a meeting to discuss the issues then write a report. 

 Send a written report then follow it up with a meeting to discuss the report. 

 Deliver the report in the form of a presentation. 

Irrespective of the method of delivery the approach and structure remains the same and forms 
the basis of the rest of this chapter. 

1.2 Types of business reports – General classification 

 Voluntary reports: These are prepared on one’s own initiative without someone else’s 
demand. These are detailed reports with enough of discussion dedicated to the 
background of the subject with careful expression of the purpose. 

 Internal reports: Internal reports are meant for organisation’s internal purposes. They 
might follow the memo format. 

Contents:  

Memos are common for short informal reports that are meant for internal communication 
within an organisation.  

 Memos have headings of To, From, Date and Subject at the top. 

 In relatively longer reports memos do make use of internal headings and sometimes 
are supported by visual aids. 

 After the headings, the memo begins with an introductory paragraph that sets the 
tone for the memo. 

 The body of memo uses clear topic sentences and includes “talking headings” to help 
readers skim the content. 

 A brief closing paragraph then follows to bring a conclusion to the memo by 
reinforcing the important points. It often ends at a positive note and lets the reader 
know what step is to be taken in response to the memo. 
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 External reports: External reports are meant for external purposes, and are prepared to 
meet the communication needs with people outside the organisation. They are prepared in 
the letter format or in manuscript format. 

Contents of a letter  

 Letters are quite common for the external communication typically when the length of 
the report is five or fewer pages. 

 Letters reports include all normal parts of a letter but may also include headings, 
footnotes, tables and graphics. 

 It contains the address of the sender which is placed at top left or right of the letter, 
date, name and address of the receiver which is placed at the left margin, followed by 
a formal greeting.  

 After the salutation, the content is written. This is also called the body of the letter 
which is also termed as the heart of the letter. The body normally comprises of three 
parts, i.e. introduction, main body and requests/ instructions. The introductory part 
summarises the purpose of the letter, the main body explains in detail the major 
purpose of the letter. And the last section of the body directs the reader towards 
some requests or instructions. 

 The body of the letter is followed by the closing. 

 Signature and title of the person sending the letter mark the end of the letter. 

Contents of a manuscript  

 The title page identifies the manuscript, followed by the abstract the purpose of which 
is to identify the problem within a single sentence. 

 Abstract is followed by introduction, that begins with identifying the issue and 
develops the background. 

 The method section follows the introduction section. That carries the details of 
participants, materials, and procedure. 

 The section of results then summarises the results and statistical analyses. 

 Discussion section then reviews the results. 

 References provide complete reference for citations mentioned in the manuscript  

 Formal reports: A formal report is one which is drafted in a prearranged form and is 
submitted according to an established procedure to a prescribed authority. 

 Informal reports: An informal report is usually in the form of a person-to-person 
communication. It may range from a short, almost incomplete statement of facts on a 
single page, to a more organised presentation taking several pages. 

 Statutory reports: A report prepared and presented according to the form and procedure 
laid down by law is called a statutory report. For e.g.: Audit report. The structure and 
contents of these reports are determined by the related authorities. 

These reports are required by law and being unable to submit them with respected 
authorities would end up in legal consequences 

 Periodic reports: are prepared and submitted at regular, prescribed intervals. They may 
be submitted annually, semi-annually, quarterly, monthly, fortnightly, weekly or even daily. 
They are organised in a standard predefined way. Periodic/ routine reports discuss the 
performance of a department or division during a particular time period. The purpose of 
these reports is to keep managers abreast of how things are going on so that they can 
take corrective measures if necessary.  

Contents  

Periodic reports are usually written in the memo format therefore do not need much of an 
introduction. A subject line on the memo is considered enough. The same format should 
be followed by the organisations from period to period. These reports have following major 
contents. 
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 Overview: This part briefly describes the routine responsibilities of the writer. It might 
take the form of statistical and financial results, however in many other cases it is 
written in a paragraph form. 

 Discussion: This part discusses any new or special ventures that have been 
undertaken from one reporting period to the other. 

 Future plans: A schedule consisting of target activities for the next reporting period is 
given. 

 Analysis:  The possible causes of and solutions for problems are discussed. These 
details, however, are, often included in the overview and discussion sections yet in 
order to draw more attention to sensitive areas, this analysis is sometimes set off in a 
separate section. 

 Special reports: Special reports target a specific problem or specific facts, for example a 
due diligence report, a fraud investigation report, an audit report to management. Special 
reports are prepared once for each individual task. These provide much more flexibility due 
to their individuality. However, that in itself generally makes them more difficult to write due 
to their potentially free form. 

Contents  

 Background: This section of the report explains the background of the issue in focus. 
It gives an overview of the problem. 

 Findings: Facts, figures, information and evidences critical to the issue are presented. 

 Analysis: An analysis of the information provided above is carried out. 

 Conclusion: The outcome of the discussion is arrived at. 

 Recommendations: Suggestions are made based on the conclusion. 

 Informative report: Informational report focuses on facts. Depending on the seriousness, 
they may have to be discussed later on. These reports are organised around subtopics. 
These reports present information without any personal biases of the person creating 
them. These reports emphasize upon facts but do not offer any type of recommendations. 

Contents  

 Introduction: This part explains in sufficient detail the problem the writer is attempting 
to solve. 

 Results of the study: This part forms the body of the report. It basically comprises of 
the findings of the study. It may also refer to the sources of findings. 

 Summary: This part summarises the report in concise statements that answer the 
very reason behind the study. It assures the readers that the research was thorough 
and systematic. 

 Analytical report: It analyses the facts, draws conclusions and makes recommendations. 
These reports are generally organised around logical arguments and conclusions. These 
reports contain analytical information in narrative form.  

Contents  

 Introduction: The introductory part explains the very reason as to why the report is 
being written. 

 Findings: This part discusses the pros and cons of each alternative, aims at 
establishing criteria to evaluate different alternatives. The findings are very well 
supported by enough evidences. 

 Conclusions: This part aims at drawing reasonable and practical conclusion that 
satisfactorily answers the research question. This is built on the findings discussed 
earlier. 
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 Recommendations: This part offers suggested course of action which is the end 
product of the overall analysis and is based on the findings. It uses action verbs and 
explains needed action. 

 Research reports: These reports are based on research carried out by some internal or 
external team. They are prepared and submitted after the research is over and comprise of 
conclusions, suggestions and other significant information. These reports are usually 
demanded by the strategic management and made by developing teams of the 
corporation. 

Contents:  

 Introduction: It gives the overview of the problem under discussion. 

 Discussion/ interpretation of the results: This part discusses the facts and evidences 
and forms the basis of sound recommendation. 

 Conclusion: This part narrates what the findings mean. The conclusions are often 
combined with the recommendations. 

 Recommendations: When they are requested to be presented, this part of the report 
provides precise suggestions of courses of action and their justification. 

 Appendices: They are used for the supporting materials that are relevant to the 
findings of the report and might be important to many readers but yet not to all may 
be.  

 References: This part helps the reader to locate the sources of ideas of the report. 

In short there is literally no limit to the types and styles of reports that could be produced given 
every business is dynamic and has different needs.  

The following are some of the most common examples of reports found in business. These will 
be described in detail in the letter sections. 

Type of report 

Business plan 

Request for proposal (RFP)  

Proposal 

Project progress report 

Performance appraisal report 

Feasibility report 

Sales and marketing report 

Annual report of the Chairman 

Operating report 

1.3 What is involved in writing a report? 

Writing a report is an involved process. It requires information to be collected and research 
performed. Data needs collating, organising and then using to argue logically and reach 
conclusions or recommendations. Note that conclusions and recommendations must only be 
based on the facts and arguments included in the report. 

The key stages in writing a report are: 

1. Preparation 

 Clarify the objective 

 Plan the timings 

 Generate ideas 

 Research and collect information 
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2. Organise the information 

 Information collected during the preparation phase needs filtering to isolate relevant 
information and reject non-relevant information 

 Group the information into logical groupings and order 

3.  Plan the layout 

 Create a skeleton plan with headings and sub-headings 

 Identify where you will need diagrams, tables and illustrations 

4. Write a first (rough) draft 

 Complete the writing of the sections. 

 Where possible write simply, clearly and concisely. However, at this stage it is more 
important to focus on getting the information in and flowing logically. 

5. Editorial, revision and writing a final draft 

 Review the report from the perspective of the reader to ensure it: 

 delivers ‘big you, little me’; and 

 achieves the original objective of writing the report. 

 Re-draft to ensure the language and tone are appropriate. 

6. Checking the final draft 

 Proof-read 

 Final approval before distribution 
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2 PREPARING THE CONTENT 

 
Section overview  

 
 Features of effective reports 

 Planning your time 

 Generating ideas and collecting information 

 Structuring the information 

2.1 Features of effective reports 

Where to start? 

The task of writing a report can be daunting leaving the author with a helpless feeling of where to 
start. This need not be the case if you follow the guidance in this study manual. 

Recall that earlier we identified the key components of a report, including: 

 Reader (top priority!) 

 Writer 

 Objective 

 Subject 

 Structure 

You should start by considering the questions below which all need answering in order to 
effectively manage the report writing process: 

 What is the report meant to be about? 

 Where will you find the necessary information? 

 Who is going to read the report? 

 How long should the report be? 

 How long will it take to write? 

 When will you have time to think about it and write it? 

Features of effective reports 

Your objective is to write a credible report that is sincere and achieves its objectives. The 
following characteristics help distinguish an effective report: 

 Fit for purpose 

 Decisive 

 Easy to read and follow 

 Correct in fact and language 

 Concise 

 Persuasive 

 Action-based 

 Clear 

 Get to the point 

So in summary, an effective report says everything it needs to without using unnecessary words. 

Features of bad reports 

The following list summarises characteristics of a bad report: 

 Does not serve its purpose 

 Leaves the reader’s questions unanswered 
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 Hard work, boring and irritating to read 

 Still needs basic editing 

 Inconcise 

 Leaves the reader unconvinced or in disagreement 

 Over-uses the passive voice 

 Is muddled and illogical 

 Is story-like rather than business-like 

 Indecisive 

Note that arguably the most important steps occur right at the start of the process: 

 defining the objective 

 identifying the reader 

When a client commissions a report, for example a due-diligence report, an assurance report or a 
fraud investigation report, they must be specific about their needs and the deadline. If there is 
ambiguity at the initial report commissioning stage then the client is likely to reject the report as 
not meeting their expectations, however good the report might be! 

2.2 Planning your time 

Writing a report is effectively a mini project. As with any good project management you should 
formulate a plan and maintain a checklist to monitor progress.  

Remember to factor in breaks in your work so that you can re-focus on tasks with a clear mind 
and fresh perspective. Breaks are particularly important in the closing stages when attention to 
detail and accuracy are of paramount importance. 

The following illustrative checklist can be used to help monitor the preparation of your report. 

Phase Task When? Completed 

Preparation  Identify reader 

 Identify purpose 

 Identify material sources 

xxx 

xxx 

xxx 

 

Writing  Skeleton structure 

 Language & tone 

 Logical layout 

 Prepare rough draft 

 Revision 1 

 Revision 2 etc. 

xxx 

xxx 

xxx 

xxx 

xxx 

xxx 

 

Completion  Proofing and editing 

 Final check 

 Approval 

 Printing 

 Sending 

xxx 

xxx 

xxx 

xxx 

xxx 
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2.3 Generating ideas and collecting information 

Generating ideas 

Always bear in mind the objective of the report. This should help streamline the ideas generation 
and information gathering process and keep you focused on relevant information only. 

Make notes of your initial ideas before you forget them. The process of making notes will 
normally prompt other related thoughts creating a snowball effect. 

The below toolkit will also help generate ideas: 

Method Explanation 

Questions from the reader Imagine you are the reader. What are all the questions, 
objections or worries you might have. 

Generate answers to these and use those answers to help 
guide you in constructing the report. 

Your questions Answer the following with respect to the report title: 

 What? (events, actions or things) 

 Why? (reasons, conclusions, opinions) 

 When? (date, day) 

 How? (methods or processes) 

 Where? (location, place) 

 Who? (attendies, chair) 

Brainstorming Record every idea you can think of without worrying too much 
about relevance or order. Think and write fast – quantity is the 
key at this stage. You can check facts and figures later – the 
brainstorm is simply to generate ideas that can be evaluated 
later. 

Sequential notes and lists Similar to brainstorming but more ordered. 

Mind-mapping and 
patterned note-making 

Write the report subject in the centre of a blank piece of paper. 
Then record ideas as you think of them branching out from the 
central theme.  

Circle and join concepts to show links and organise thoughts. 

Some people prefer to use paper and pen (or pencil) whilst others prefer to use a computer. 
Either is fine - simply use the method (or methods) that are most effective for you.  

Research 

There are many sources that can be used for researching the report. These include: 

 Primary sources (i.e. generating original information) 

 Colleagues - particularly those with relevant experience 

 Brainstorming meetings 

 Performing an audit, review or investigation 

 Observation 

 Unstructured interviews 
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 Secondary sources (i.e. researching existing information) 

 The Internet - with increasingly easy access and free search engines such as 
Google and Bing a great place to start your research is often online.  

 Other reports, handbooks or reference books – for example an IFRS manual, or a 
company’s most recent published annual report. Note that many of these can also 
be found easily online 

 Experts and specialists 

 Government or trade reports 

 Technical journals 

 Market research agencies 

 Data from another department 

 Customer database 

 Accounting data 

2.4 Structuring the information 

Screening  

Having generated lots of ideas and thoughts you now need to start organising the information 
into a structure that will support the actual writing of the report. 

To help in screening the information collected, continually remind yourself of the fundamental 
questions: 

 What is the objective of the report? 

 Who is the reader? 

 Does the reader really need this? 

The structure of a report describes the pattern in which the information is organised. The 
structure is critical because the reader will use it to get an overview of the content of the report. In 
many cases readers will not look at all the detail in a report but rather read the headings and dip 
into just those areas where they need further clarification. 

Grouping 

Research has shown that most people can only remember a maximum of seven items in their 
short term memory at any one time. This is why it is important that you can identify themes and 
trends in all the information you have collected. 

The illustration below demonstrates how this could be applied to grouping the line items in a 
simple Statement of Financial Position. 

 

Illustration: Identifying logical groups for a report 

A brainstorm has identified the following line items from a simple Statement of Financial Position: 

 Bank loan 

 Ordinary share capital 

 Inventory 

 Tangible non-current assets 

 Revaluation reserve 

 Trade payables 

 Trade receivables 

 Overdraft 
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 Retained earnings 

 Intangible assets 

 Cash at bank 

The above items would be much better structured into sub-groups as follows: 

 Assets 

 Non-current assets 

 Tangible non-current assets 

 Intangible assets 

 Current assets 

 Inventory 

 Trade receivables 

 Cash at bank 

 Equity and liabilities 

 Equity 

 Ordinary share capital 

 Revaluation reserve 

 Retained earnings 

 Liabilities 

 Bank loan 

 Trade payables 

 Overdraft 

The grouping has reduced the number of ‘headline’ categories from the original nine down to just 

two, each of which contains two further sub-categories. This provides four mid-level categories each 

of which contains a logical collection of the original nine items. 

The illustration shows how it is possible to organise information into a series of logical giant 
pyramids. These pyramids provide a mechanism that you can use to communicate your ideas to 
the reader. Essentially you need them to understand the pyramid groupings as you have done. 

Bottom-up and top -down 

In communicating your thinking you will need to ensure your reader understands the links 
between the groups and how the information flows. Remember that the reader will not have 
experienced the same research and grouping thought process that you have and will therefore 
not be as familiar with the report content as you. 

Never assume the reader knows the links – your report must explain them to clearly build the full 
picture. The way to do this is: 

 Construct a pyramid of thoughts where each level from the bottom upwards summarises 
the groups below. 

 When you present the information to the reader (i.e. write the report) you present it in a 
top-downwards fashion starting with the key point then explaining each sub-level of back-
up. 
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Let us continue the previous illustration to demonstrate this. 

 

Illustration: Bottom-up and top-down 

Continuing the previous illustration… 

Bottom-up 

 Tangible non-current assets and intangible assets combine to make non-current assets. 

 Inventory, trade receivables and cash at bank combine to make current assets. 

 Non-current assets and current assets combine to make assets. 

Top-down 

 Assets comprise of non-current assets and current assets. 

 Non-current assets comprise of tangible non-current assets and intangible assets. 

 Current assets comprise inventory, trade receivables and cash at bank. 

Ordering the groups 

Having formulated the groups you need to identify an appropriate ordering for presentation in the 
report. This could be based on one of the following: 

 Ranking – either descending or ascending in terms of importance 

 Spatial – order the groups as you would visualise them being created into a diagram of 
chart 

 Chronological – order the groups in order of time in which they occur – e.g. steps in a 
process 

 Argument – the order builds the argument with logical flow between the various groups 
culminating in the conclusion or recommendation 

Reasoning 

If your report presents a reasoned argument then an appropriate layout would be: 

 Facts – state the evidence and information first 

 Argument – describe the way in which the facts were constructed and linked 

 Conclusion – the result we arrive at by applying the argument to the facts 

The argument will only appear reasonable to the reader if it is supported by sufficient appropriate 
facts. It is critical that the conclusion follows on from the argument. All too often readers complain 
that the conclusions are not drawn from the argument. This gives the impression that the writer 
concluded first then tried to find facts to support the conclusion. 
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3 WRITING THE REPORT  

 
Section overview  

  Layout 

 Business language for reports 

 Drafting the final report 

3.1 Layout 

Top-down or bottom-up ordering 

You could use either the top-down or bottom-up approach to ordering your report: 

 Top-down 

 Present your conclusions first 

 Then present the reasons for the conclusion 

 Finally include the facts underlying your reasoning 

 Bottom-up 

 State the material facts 

 Demonstrate the reasons for the facts then summarise them 

 Finally include a conclusion based on the facts you have just summarised 

In practice the method preferred by managers and clients is by far the top-down approach. This 
is because time is of such a premium in the business environment that people rarely have time to 
look at all the detail – they want immediate answers. 

Therefore, senior people tend to pay most attention to the introduction, summary and conclusions 
rather than the body of the report. That is not to say that the body is redundant, far from it. 
However, in practice readers will only selectively read the sections of the body where they need 
more information about something they read in the summary. 

The usual approach is therefore to present the end of the story at the beginning. In practice this 
means summarising the conclusions and recommendations in an ‘executive summary’ at the 
start of the document (top-down). However, it is also important to include an introduction right at 
the start of the report that sets the context of the subject of the report. 

3.2 Business language for reports 

Whilst longer than memos and letters, business reports still need to be kept simple, 
understandable and easy to read. Therefore the same principles of effective business 
communication apply. 

In the case of business reports there are five key issues to address: 

 Relevance 

Only include information that is important to the reader – i.e. ‘need to have’ rather than 
‘nice to have’. 

 Impact 

Your report should have an impact on the reader. It should be written constructively and 
clearly whether the objective is to provide information, record something or provide advice. 

 Cost effectiveness 

Reports are not judged by length but rather by effectiveness. The reader should feel that 
their time spent reading the report was an effective use of their time. Therefore the focus 
should always be on quality, not quantity. 

 Clarity 

Follow the usual rules of effective clear business writing, including: 

 Use short words, sentences and paragraphs omitting unnecessary words 

 Write concisely 
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 Be definite and give facts 

 Avoid jargon and clichés 

 Use active rather than passive sentences 

 Use the right tone 

 Timeliness 

The report must be available to the reader when they need it. The most perfectly written 
report is of little value if not available when required by the reader. 

3.3 Drafting the final report 

First draft 

There are a number of philosophies around the order in which you should actually write the first 
draft of the report such as:  

 Write the easiest sections first to give yourself confidence. 

 Write the most difficult sections first to relieve pressure. 

 Write the sections in the order they appear in the report. 

There are no set rules – experience will lead you to the method that works best for you. However, 
the golden rule is to write the executive summary last. This will ensure that the recommendations 
and conclusions actually do flow from the report. 

When writing the first draft, do not worry too much about grammar, punctuation or style – these 
can be added later. The objective is to get somewhere close to what the final report is going to 
look like. 

Editing 

Colleagues are more likely to see a report from the reader’s perspective. Therefore if possible 
ask a colleague to review your report from a structural, logic and flow perspective. 

A useful editor’s checklist will include: 

Consideration Things to look for 

Look at the draft as a whole  Appropriate layout? 

 Well presented? 

Title, introduction and conclusion  Are they consistent? 

 Do they emphasise the correct points? 

Text  Short words, sentences and paragraphs, leaving out 
unnecessary words? 

 Definite and supported by facts? 

 No jargon and cliches? 

 Appropriate tone? 

Read the text out aloud  Does it flow? 

 Are any words, phrases or points repeated 
unnecessarily? 

 Does all the information pass the ‘need to have rather 
than nice to have’ test? 

Proof reading 

Unfortunately whilst the perfect report will indeed give an excellent impression, a report with a 
single spelling mistake gives the reader an overly negative impression about your standards. 
Therefore it is critical to check the report for spelling, grammar and other language or layout 
mistakes.  
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4 BUSINESS PLANS  

 
Section overview  

 
 Basic structure of a business plan 

 In detail - components of a business plan 

4.1 Basic structure of a business plan 

 

Illustration: Basic structure of a typical business plan 

A typical business plan will adopt the following layout: 

 Title page 

 Table of contents 

 Introduction 

 Executive summary 

 Body of the report 

 Business description 

 Business environment analysis 

 Industry background 

 Competitor analysis 

 Market analysis 

 Operating plans 

 Management summary 

 Financial plan 

 Conclusions and recommendations 

 Appendices 

 Detailed financial information 

 CVs of key management 

4.2 In detail – components of a business plan 

Title page 

The title page is there to attract the reader to the report and assist them in finding the report at a 
later date. You would typically include: 

 Title (and any sub-titles) – this should distinguish the report and ensure it is easily 
identifiable from others 

 Author (internal reports only) 

 Your organisation’s name (external reports only) 

 Any reference numbers 

 Degree of confidentiality 

 Date 
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You might also include some kind of unobtrusive artwork such as logos (your organisation and 
the client) plus a simple graphic that relates to the report subject. 

Table of contents 

A table of contents is a list of all the sections that are included in the report (in the same order in 
which they appear) plus relevant page numbers. 

Introduction 

The introduction prepares the reader for the report itself by reminding them of what they already 
know i.e. why the report has been written and the question that the report answers.  

The introduction should address the following: 

 Make the subject of the report clear 

 State the purpose of the report 

 Briefly explain the methods used to get the information 

Executive summary 

The benefit of including an executive summary is that for senior people with little time it is the one 
section they will read. Therefore a succinct, clear and well written executive summary should 
always reach the reader. 

The executive summary should include: 

 What the report is about 

 What the problems are 

 The conclusions you arrived at 

 What you recommend 

The skill in writing an executive summary is to give the overall picture without including too much 
detail. One useful by-product of writing the executive summary is that by going through the 
writing process you will be able to check that the report itself is logical. 

Body of the report 

The body of the report should be split into sections with logical headings and sub-headings. 
These will likely reflect the groupings and sub-groupings you created during the planning and 
structuring phase. 

The headings are essentially ‘signposts’ that allow the reader to navigate to the relevant detail in 
a logical fashion to further investigate something they have read in the executive summary. 
Typical components would include: 

 Business description, which briefly explains: 

 Overall mission and objectives  

 History and ownership 

 Products and services 

 Business environment analysis 

 Industry background 

 PEST analysis: A PEST analysis describes the political (P), economic (E), 
social (S) and technological (T) factors that impact the business. For example: 

o Political: A change in government policy may lead to a reduction in 
grants available 

o Economic: High interest rates make it expensive to borrow money from 
a bank to fund expansion 
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o Social: An ageing population increases the demand for pharmaceuticals 
and old-age-related healthcare 

o Technological: The evolution from traditional hand-held mobile phones 
with buttons to smart-phones with touch-sensitive screens 

 SWOT analysis: A SWOT analysis describes a business’s strengths (S), 
weaknesses (W), opportunities (O) and threats (T). For example: 

o Strength: the business employs a highly skilled and dedicated workforce 

o Weakness: the factory is full of old machinery that frequently breaks 
down 

o Opportunity: there is huge demand for the businesses products 
overseas so they could start exporting their products 

o Threat: A large new competitor could open an outlet in the same town 
where the business is currently the only supplier. 

 Competitor analysis 

 Who are the main competitors? 

 Market analysis 

 Size, segmentation, growth/decline 

 Operating plans 

 Marketing plan 

 Operations plan 

 Management summary 

 Who the key management personnel are and their backgrounds 

 Organisation chart (summary only – can include more detail as an appendix) 

 Financial plan 

 Summary financial information – income statement, balance sheet and cash flow 
statement 

Conclusions and recommendations 

The conclusions and recommendations must follow logically from the rest of the report. When 
writing the conclusions and recommendations section, consider the following: 

 Do the conclusions and recommendations follow logically from the rest of the report? 

 Draw out the main point(s) of the report and present a considered judgement of 
them. 

 Only draw conclusions that are justified by the evidence and facts contained in the 
body of the report. 

 Make recommendations based only on your discussion and conclusions. 

 Never introduce a new line of argument or material in the conclusions and 
recommendations section. 

 Check the conclusions and recommendations against the original objective of the report. 

 Make sure you have answered the reader’s key question. 

 Finish with the final impression you want to make. 
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Appendices 

The appendices should include detailed information that the reader can essentially do without in 
order to make sense of the main body of the report. For example: calculations, examples, 
questionnaires and CVs. They are effectively the bottom level of the logical pyramids you 
constructed during the structuring phase. 

In summary, appendices should be:  

 Included only if absolutely necessary. 

 Non-essential for understanding the main arguments. 

 Referred to somewhere in the body of the text i.e. there must be a link. 

 Mentioned as the final item in the table of contents. 

An alternative approach is to exclude appendices but invite the reader to contact the author 
should they wish to see a copy of the detail. However, as a minimum most business plans would 
include the following two appendices: 

 Detailed financial information – more detail than in the financial plan in the main body. 

 CVs of key management – certainly board members but also include for other key 
management personnel. 
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5 PROPOSALS  

 
Section overview  

 
 Request for proposal (RFP) 

 The proposal 

5.1 Request for proposal (RFP) 

An RFP is a formal document that describes a project, or need for service, and invites 
prospective bidders to propose solutions.     

An RFP should contain the following: 

(i) Description of the work to be performed (in sufficient detail). 

(ii) Method of formal submission of the proposal e.g. in a prescribed form to be delivered by 
hand or by registered post. 

(iii) Milestones and deadlines of the proposal process. 

(iv) Terms relating to payments, such as advances, stage (interim) payments and any other 
special terms and conditions.   

 

Illustration: RFP for a new statutory auditor 

Summary 

XYZ company is accepting proposals for the appointment of a new statutory auditor with effect 

from 1 July 20XX. The appointment will last for an initial period of three years. 

The purpose of this RFP is to provide a fair evaluation for all candidates and to provide the 

candidates with the evaluation criteria against which they will be judged. 

Proposal guidelines and requirements 

This is an open and competitive process.  

Proposals should be submitted by 17:00pm Tuesday 8th June 20XX. Proposals received after 

17:00pm Tuesday 8th June 20XX will not be considered and will be returned unopened. 

The proposal must contain the signature of a duly authorized partner of the firm submitting the 

proposal. 

The fee quoted should be inclusive. If the fee excludes certain expenses or charges, a detailed 

list of excluded items with a complete explanation of the nature of those items must be 

provided. 

Sealed proposals must be submitted by hand to [address]. Proposals must include both the 

financial and operational components. 

Purpose, description and objectives 

Following the announcement of the retirement of the existing statutory auditor XYZ company 

seeks the appointment of a new statutory auditor. 
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 Budget 

XYZ company expects to pay a fair market rate fee for a high quality audit that adds significant 

value to the organisation’s financial and operational management. There is likely to be scope for 

the winning bidder to provide a number of non-audit services throughout the term of the 

appointment. 

The fee will be payable in three stages as follows: 

Stage 1 [describe] 

Stage 2 [describe] 

Stage 3 [describe] 

Background of our organization 

Mission 

Products and services overview 

Geographies covered 

Qualifications 

The winning bidder must be able to provide appropriately qualified resources and demonstrate 

experience in similar audit engagements. 

Evaluation criteria 

The winning bidder will offer a competitive fee whilst delivering a quality and efficient service. 

They must also be able to complete the audit by [date] annually to enable XYZ company to report 

to its members in accordance with its articles of association. 

XYZ company will consider each bidder’s experience within the sector and with similarly sized 

clients. XZY company will also consider the range of complementary non-audit services that each 

bidder might be able to provide in the future. 

5.2 The proposal 

A proposal is either written in response to an RFP, or alternatively used as to promote an idea to 
a relevant stakeholder. 

The essential qualities and contents of a well-prepared proposal include: 

(i)  purpose of the proposal is stated clearly; 

(ii)   problem or need for the proposal is understood and defined clearly; 

(iii)  suggested solution offered in the proposal is workable and in the best interests of the 
recipient; 

(iv)  proposal is honest, factual and objective. 

(v)  benefits to be derived from the proposal outweigh the costs; 

(vi) proposal contains a time schedule including the milestones and any checklists of the 
projects; and 

(vii) contains a list of the costs and resources involved in completion of the project 
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A typical proposal might include the following sections: 

 

Components of a proposal 

 Reference or Authorization for the Proposal – e.g. specific reference back to the RFP 

 Table of Contents 

 Summary 

 Purpose or Objective  

 Problem or Need 

 Background 

 Benefits of the proposal 

 Description of the solution 

 Methodology of Handling the proposal  

 Qualifications of personnel 

 Time Schedule 

 Cost 

 Glossary 

 Appendices 

 Reference List 

 Name of primary contact person 
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6 OTHER SHORT REPORTS  

 
Section overview  

 
 Project progress report 

 Performance appraisal report 

 Feasibility report 

 Sales and marketing report 

 Chairman’s annual report 

 Operations report 

6.1 Project progress report 

Outlines the progress of the tasks in a project, including work completed, work remaining, costs 
incurred, remaining cost to complete the project and schedule of original and anticipated time for 
completion of the project. 

 

Illustration: Project progress report 

 

6.2 Performance appraisal report 

Documents the quality of an employee’s work performance for a particular period with 
identification of the individual’s strengths and weaknesses, training and development needs and 
career planning. 

Some appraisal reports may include recommendations of salary increments/promotions although 
the two themes can be kept separate.  

Project progress report - New computer system roll-out

Project reference: FR24CS-3d

Description: Install new desktop computers for all traders and sales personnel

Budget - cost PKR 60m

Budget - man days 4,800

Start date 1.3.20XX

End date 31.12.20XX

Sponsor Khalid Khan

Milestone 2 update

Progress update: Karachi complete. Now delivering Lahore which is 20% complete.

Work remaining: Lahore, Islamabad plus small number of remote staff

Costs incurred: PKR 24m

Costs to complete: PKR 38m (Forecast overrun PKR 2m due to software bug (now fixed))

Man days to date: 2,020

Days to complete 2,950
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Illustration: Performance appraisal report 

 

6.3 Feasibility report 

A feasibility report examines the viability of the proposed undertaking from its technical, 
commercial and economic standpoints.  

A feasibility report presents the benefits that the proposal or idea will yield with details of its initial 
capital costs, implementation schedule, recurring operating costs and returns over the useful life 
of the undertaking.   

Name Hasan Chutani

Manager Amir Sethwi

Division International sales

Job title Equities analyst

Overall grade (1-5) 3: meets expectations

(1= significantly below expectation, 5 = significantly above expectation)

Core skills Grade

Client service 4

Interpersonal skills 4

Creativity 3

Teamwork 3

Punctuality 2

Decision making 3

Adaptability 3

Objective Appraisal

1. Increase sales by 10% 9% achieved. Well done.

2. Introduce 5 new clients 6 introduced. Great!

3. Attend advanced sales skills course Attended in May.

Objectives for next 12 months

1. Increase sales by 15%

2. Introduce 5 new clients

3. Attend advanced negotiations course

Career planning

Medium-term objective is to achieve manager grade

and start managing his own team.

Annual appraisal
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Illustration: Feasibility report 

 

6.4 Sales and marketing report 

A sales and marketing report provides data of actual sales of various products classified by their 
quantities, territories, sales teams and distributors for a specific period.  

The report displays the variance between sales achieved versus the budget. The report might 
also include recommendations for pursuing specific marketing policies.  

 

Illustration: Sales and marketing report 

 

 

  

Technical feasibility 

Highly feasible - technology has been in existence for three years 

with the latest release (version 2.3) having excelled in both technical 

and user testing. 

Commercial feasibility 

Project now considered a 'must do' as three out of five main competitors 

have already implemented automated scanning systems. 

Economic feasibility 

Set-up costs PKR 3,500,000 

Payback period 2.3 years 

Lead-time 3 months 

Operating costs Annual maintenance contract PKR 96,000 

Useful life Replace in 7 years 

Feasibility report - Replace manual system with automated scanners 

Product category Budget Actual Manager comments 
$ $ $ % 

Meat/poultry 10,000 11,384 1,384 14% Three major promotions 
Grains and cereals 4,000 4,532 532 13% Three major promotions 
Dairy products 8,000 7,899 (101) -1% 
Confectionary 3,000 3,403 403 13% Major TV campaigning by manufacturers 
Beverages 5,000 4,580 (420) -8% Government tax increases 
Seafood 1,000 402 (598) -60% Highly publicised health scare 

31,000 32,200 1,200 4% 

Variance 

Supermarket sales rerpot - April 20XX 



Business Communication 

 

© Emile Woolf International  224 The Institute of Chartered Accountants of Pakistan 

6.5 Chairman’s annual report 

The Chairman’s annual report presents a summarised description of the historical financial 
performance of the organisation, its achievements and problems experienced during the period 
under review.  

The report provides information about future expectations and plans to obtain the desired results.  

The report also informs the stakeholders, primarily existing and prospective shareholders, 
creditors and analysts of the achievements and future expectations of the organisation including 
both profit and cash flow. 

 

Illustration: Chairman’s annual report 

 

Chairman's annual report

Financial performance

Underlying profit for the year is up 8% at $202m. Total income is up 7% 

driven by strong equities trading offset by weaker than expected bond 

performance.

Financial strength: we have maintained buffers well in excess of the 

regulatory minimum and are confident this will continue in the foreseeable 

future.

Our customers

Results of the annual customer satisfaction survey reveal a 98% satisfied 

or above grading. This exceeds our target of 95% which will remain in 

place for next year.

Our employees

The company remains an employer of choice within the local financial 

services sector. We continue to attract high quality candidates into our 

graduate stream and have promoted 16 staff to managing director grade 

this year.

We continue to lead the industry in offering flexible working and support 

for working parents.

Having met our 3-year diversity target of 35% employees being female we 

have revised the target up to 40% within the next two years.

Strategy

During the current volatile market conditions our objective remains to run 

a diversified portfolio with activity in the equities, fixed income and 

investment banking sectors. This will ensure we manage risk whilst offering 

reasonable exposure to the upside in the current markets.

Signed: Chairman
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6.6 Operating report 

An operations report summarises the operational activity for a particular time period.  

The report might include information on sales and purchases, employee information and 
inventory. 

Operating reports are used by management to obtain a quick summary of how the company is 
performing. For example management of an airline might be interested about revenues and 
employee numbers but also flight statistics, occupancy rates and punctuality. 

Management use operating reports to identify areas that are performing well and areas that need 
improvement.  

 

Illustration: Operating report 

 

 

  

  

PKR m

Financial Accounting profit 1.32

Opening cash 0.58

Closing cash 0.32

Customers Complaint rate 4%

Repeat flyers 63%

Average satisfaction 4.8/5

Operations Capacity utilisation 78%

Average turnaround time 48 minutes

Employees Absenteeism 5.30%

Training days 463

New graduates 18

Airline operating report May 20XX
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7 CHAPTER REVIEW 

 
Chapter review 

 
Before moving on to the next chapter check that you now know how to: 

 Explain what business reports are, their general classification, what they are used for and what is 
involved in writing them. 

 Explain the contents of a short business report including: 

 Describing the features of effective reports 

 Understanding how to plan your time for writing a report 

 How to generate ideas and collect information 

 How to structure the underlying information 

 Discuss simple business reports, including: 

 Describing the common sections of a short business report and typical layout 

 Using appropriate language and content 

 Understanding the process for drafting the final report 
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SELF-TEST 

Q1 Which of the below is the best description of a feasibility report? 

A Provides data of actual sales of various products classified by their quantities, territories, sales 
teams and distributors for a specific period 

B Summarises the operational activity for a particular time period 

C A report that examines the viability of the proposed undertaking from its technical, commercial 
and economic standpoints 

D Outlines the progress of the tasks in a project, including work completed, work remaining, costs 
incurred, remaining cost to complete the project and schedule of original and anticipated time for 
completion of the project 

 

Q2 The correct ordering of the listed components in a proposal is: 

A Problem or need, benefits of the proposal, time schedule, summary 

B Summary, problem or need, benefits of the proposal, time schedule 

C Time schedule, problem or need, benefits of the proposal, summary 

D Summary, benefits of the proposal, problem or need, time schedule 

 

Q3 Which of the following would an RFP not contain? 

A Identification of the winning bidder 

B Description of the work to be performed 

C Milestones and deadlines of the proposal process 

D Method of formal submission of the proposal 

 

Q4 The correct ordering of the listed components in a business plan is: 

A Business description, financial plan, executive summary 

B Executive summary, financial plan, business description 

C Business description, executive summary, financial plan 

D Executive summary, business description, financial plan 

 

Q5 The most important component to consider when writing a business report is:  

A The subject 

B The reader 

C The objective 

 D      The writer 

 

Q6 You have been asked to draw up a report on the opportunities available to your corporation if it was to 

grow into another geographical market. What type of report would this be? 

 A    An analytical report. 

 B    An informational report 

 C    A short report 

 D    A periodic report 
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Q7 An informal report is usually in the form of a _____communication 

A    person to person 

 B    prescribed form 

 C    regular  

 D    authoritative 

 

Q8 The appendix of a report contains ___________ . 

A    the technical details and analysis of report 

 B    the names and contacts of persons to whom the report will be circulated 

 C    the material related to but not vital to report content 

 D    none of the above 

 

Q9 A monthly report on occupational health and safety incidents on your workplace site would be which 

type of report? 

 A         A justification report 

 B         A progress report 

 C         A periodic report 

 D         A research report 

 

Q10 Your manager needs a report on the present state of development of a short-term project that you 

have been managing. What type of report will you write? 

 A         A progress report 

 B         A periodic report 

 C         An incident report 

 D         A statutory report 

 

Q11 Which of the following are examples of analytical reports  

 A        obtaining new business of funding 

B those for justifying a project or course of action 

C those for solving problems. 

D All the above are examples of analytical reports 

 

Q12 A report set in a prescribed form and presented according to an established procedure is 

________report 

A        Formal 

 B        Informal. 

 C        Statutory 

 D        General 
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Q13 Reports present conclusions based on:      

A intuition 

B impression 

C belief 

D  investigation 

 

Q14      Business research gives information to guide: 

A stockholders 

B brokers 

C  scholars 

D business decisions 

 

Q15 Which of the following is NOT one of the important criteria in using visuals in a report or proposal? 

A necessity 

B accuracy 

C documentation 

D        style 

  

Q16 Which of the following is NOT one of the key components of a report? 

A Structure 

B Objective 

C Reader 

D          Record 

 

Q17 Which of the following are included in key stages of writing a report? 

A Plan for the response 

B  Draft a story for the report 

C Plan the Layout 

D          Plan the printing of the report 

 

Q18 Which of the following correctly describes a Research report? 

A Reports based on research carried out by some internal or external team 

B Report that focuses on facts 

C Report that analyses the facts, draws conclusions and makes recommendations 

D          Report that are prepared at regular intervals.  

 

Q19 What is one of the ways used for written business reports to be delivered? 

A follow it up with a meeting  

B record it using audio 
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C        summarize it using the content 

D        noting the chapter heads 

 

Q20 Which of the following report is the example of special reports? 

A Audit report   

B fraud investigation report  

C instructional report  

D          annual report  

 

Q21 Which of the following features help distinguish an effective report? 

A          unconcise    

B          muddled  

C          persuasive  

D          ambiguous  

 

Q22 Which of the following does not help generate ideas?  

A questioning    

B  brainstorming  

C  note-making 

D          proof-reading  

 

Q23 A top-downward approach to write a report means: 

A reader knows what you are writing    

B constructing information in a way that is summarizes key points  

C starting with the key idea and explaining it subsequently  

D          starting with explanations and then make a unique conclusion 

 

Q24 A ______ is the written response to promote an idea to a relevant stakeholder. 

A Request for proposal   

B Proposal   

C Purpose   

D          Request form  

 

Q25 A Performance appraisal report ________________ 

A outlines the progress of the task in a project  

B displays variance between sales achieved versus the budget 

C presents benefit of an idea with details of costs and returns  

D          documents employee strengths and weaknesses for a particular period.  
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1 WEBSITE HOSTING  

 
Section overview  

 
 Building blocks of the Internet 

 Website hosting services 

 Key considerations when selecting a Web host 

 Types of Web hosting 

1.1 Building blocks of the Internet 

There are a number of definitions you need to understand in order to provide an appropriate 
context for understanding website hosting. These include: 

 Internet 

 World Wide Web 

 Server 

 Internet hosting 

 Internet protocol (IP) address 

 Internet service provider (ISP) 

 Website hosting 

 

Definition: The Internet 

Many people use the terms Internet and World Wide Web (or in short, the Web) interchangeably. 

However, they are two very different (yet interconnected) things. 

The Internet is the underlying global system of interconnected computer networks consisting of 

millions of private, public, academic, business and government networks. These networks are 

linked by an array of electronic, wireless and optical networking technologies. 

The Internet supports different applications such as email (e.g. Microsoft Outlook), 

communications (e.g. Skype) and the World Wide Web (see below) by transporting information 

across the network.  

Think of the Internet as being the roads and motorways in a transport system. Applications like 

email, Skype and the World Wide Web are the vehicles and people that use those roads. 

 

 

Definition: World Wide Web (or in short, the Web) 

The World Wide Web is an example of an application that uses the Internet. The World Wide Web 

is a global collection of documents, images and other resources stored in millions of databases 

(sitting on computers) around the world. These documents, images and resources are interrelated 

by hyperlinks and referenced (indexed) through unique identifiers.  

Identifiers are similar to street addresses that uniquely identify properties around the world.  

Web browser software is used to access the World Wide Web and locate and view documents, 

images and resources. Examples of web browsers include Internet Explorer, Mozilla Firefox, Opera, 

Apple’s Safari and Google Chrome. 

A programming language called HTML (hypertext mark-up language) is used to create web pages.  
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Definition: Server 

A server is a physical computer dedicated to run (host) one or more services to serve the needs of 

users and other computers on a network. Examples include print servers and Web servers. 

In a typical office environment employees might use a desktop PC (or laptop computer) connected 

to servers via their company’s network. When an employee sends a document to print for example 

their PC actually sends the document to the print server which receives similar print requests from 

many other PCs on the network. The print server prioritises all the print requests then 

communicates with the printer on behalf of all the PCs on the network (i.e. serving them) in a 

logical and organised fashion. 

Similarly, when using web browser software such as Internet Explorer or Firefox a user’s desktop 

PC actually communicates with a Web server rather than directly with the Web. It’s the Web server 

that then physically manages access to the World Wide Web on the Internet via for example 

modems, Wi-Fi of fibre optic cables. 

 

 

Definition: Internet hosting 

Internet hosting is a generic term that describes a computer or computers that support an Internet 

based service. For example: 

- Email host. Whilst many of us might have a Hotmail or Gmail account the actual account (a 

bit like a post box) physically resides on one of Microsoft’s or Google’s computers somewhere 

in the world. It’s this physical computer that performs the role of email host by hosting our 

email account for us. 

- Game host (or game server). In a multiplayer video game the physical computer where the 

game software resides is the host that hosts the game. 

- File host (cloud storage). File hosting, also called cloud or online storage, involves a remote 

computer housing (hosting) user files. For example, rather than saving a Microsoft Excel file 

to your local hard drive you in fact store it to the hard drive of a computer perhaps even in a 

different country by sending the file contents across the Internet. 

- Website host. See below 

 

 

Definition: Internet Protocol (IP) address 

An IP address is a code that uniquely identifies a particular computer on the Internet. Every 

computer requires a unique IP address to connect to the Internet and consists of four sets of 

numbers from 0 to 255. 

- e.g. “125.148.224.63” 

IP addresses enable computers to locate other computers and Internet hosts on the Internet.  

Internet hosts typically log the IP addresses of computers that access their services, thus providing 

an audit trail useful to developers, governments and of course the security services. 

 

 

Definition: Internet Service Provider (ISP) 

An Internet service provider (ISP) is an organization that provides physical access to the Internet. 

This access might be provided in the form of a plugged-in cable (e.g. copper or fibre-optic), a Wi-Fi 

signal or a mobile telephone signal. 

Practical examples of ISPs in action include: 

- Paying a monthly fee to your home phone provider enabling you to connect your home PC to 

the internet via your telephone line. 

- Whilst in a coffee shop or airport lounge you might be able to access the internet by 

connecting your laptop to a Wi-Fi signal provided by an ISP. 
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Definition: Website hosting 

A Website host stores all the pages of a website making them available to computers connected 

to the Internet. 

A website is identified by its domain name, such as sony.com, which is linked to an IP address 

pointing to a specific physical computer. 

Given the capacity of modern computers it is common for many website hosts (i.e. the physical 

computers) to host multiple websites on the same host computer. It may help to think of just how 

many different files you have stored on your laptop or PC then apply this concept to a website host 

computer. 

Conversely websites that attract extremely high amounts of traffic, such as Microsoft.com or 

apple.com, will use several computers to host one site. 

The Web host can of course be physically located anywhere in the world.  

Web hosts run Web hosting software such as Apache, OS X Server and Windows Server. 

 

 

Example: Gola Inc. 

Let’s use a simple company called Gola Inc. as an example to bring together the above 
definitions: 

 Gola Inc. is based in Islamabad and pays a third party internet host (Chutani Inc. – located 

in Lahore) a monthly fee to host their corporate website. The corporate website has a 

domain name called Gola.com. 

 Chutani Inc. is the website host. 

 Gola Inc. employees use Gmail accounts (provided by Google) for their email. Employees 

login to their accounts on the internet. Gola Inc. pays Vodafone a monthly fee to provide 

access to the internet via phone lines. 

  Vodafone is the internet service provider that provides physical access to the 

internet for Gola Inc. employees. 

 Each employee’s physical machine will be allocated an IP address by Vodafone to identify 

them when accessing their Gmail account on the internet. 

 Google is the internet hosting company that provides the mail hosting service. Google’s 

mail servers might well be physically located in the USA rather than in Pakistan.  

 Employees of Gola Inc. frequently need to perform client research using the World Wide 

Web (for example using search engines such as www.google.com or www.bing.com).  

 Their laptops communicate with Gola Inc.’s Web server which then provides access to the 

World Wide Web. 

 Both the World Wide Web and Gmail applications described above use the Internet to 

communicate information across the world. 

1.2 Website hosting services 

As noted in the definitions above, in order to publish a website online the author needs a Web 
host which stores all the pages that make up the website. The Web host then makes the website 
available to computers across the globe via the Internet and can be found through a domain 
name such as Microsoft.com. 

When someone enters a domain name in their Web browser’s address field (e.g. by typing in 
www.microsoft.com) their Web server will locate the IP address of the website whose domain 
name they have entered. The Web server then loads (takes a copy of) the website pages from 
the domain name’s Web host into the Web browser. 
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When a company wants to publish their website they will need to locate and sign up (pay for) a 
Web hosting service. Locating one should not be a problem given there are literally thousands of 
Web hosting services across the world. However, there are a number of factors that need to be 
considered when choosing a Web host that we will explore in more detail below. 

Web hosting fees will also typically vary depending on: 

 How much disk space your site will use (a bit like renting an office – the bigger the office 
rented the higher the cost – the bigger the website, the higher the cost). 

 The bandwidth a site will use. 

 

Definition: Bandwidth 

Bandwidth describes the maximum data transfer rate of a network or Internet connection and 

measures how much data can be sent over a specific connection in a given amount of time. 

To help visualise the concept of bandwidth compare a narrow one lane road to a large five-lane 

super-highway. On average, much more traffic should be able to flow at any one time down the 

five-lane super-highway than the narrow one lane road. 

1.3 Key considerations when selecting a Web host 

The following table describes key considerations that must be factored in when selecting a Web 
host: 

Consideration Comments 

Up-time 
percentage 

‘Down-time’ describes the period when a website is unavailable due to a 
problem with the Web server. This is a bit like a shop being closed – no-one 
can enter to view the goods, make purchases or communicate with the 
owner. The inverse is called ‘up-time’. 

Up-time is often measured in “nines”. Five nines means the Website is 
available 99.999% of the time which equates to being ‘down’ for just over 
five minutes per year. Three nines (99.9% availability) equates to being 
‘down’ for nearly nine hours per year! 

Storage space Many straightforward basic sites consume less than a couple of hundred 
megabytes of disk space. This would even accommodate product catalogs 
and a handfull of downloadable documents such as user or technical 
manuals. 

However, if extensive audio, video and image libraries are required then 
significantly more space will be needed. It is not unusual for Web hosts to 
offer in excess of 650 gigabytes in their basic package. 

Ecommerce Ecommerce describes the suite of tools required to take orders and payment 
for selling products online. Common examples include Paypal and eBay. 

Smaller (cheaper) Web hosts don’t tend to offer either the quality or quantity 
of tools required to support a professional and robust Ecommerce 
environment. So a company must decide whether it wants to invest in 
shopping cart software, Ecommerce tools, database builders and secure 
servers to support online business. 

Number of 
domains 

Many companies might start off with a single domain name that identifies 
their website. However, multiple domain names either pointing to the same 
website (to enhance the success from user searches or even mis-spelt 
searches) or indeed representing different parts of a more diversified 
business may well become relevant. Obviously the more domain names 
supported the higher the cost. 
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Consideration Comments 

Consider for example the number of domain names associated with the 
Google search engine, a few examples being: 

 Google.com (US version) 

 Google.com.pk (Pakistan version) 

 Google.co.in (Indian version) 

 Google.co.uk (UK version) 

 Google.com.hk (Hong Kong version) 

 Etc. 

Technical 
support 

The standard of technical support offered by a company’s Web host is one of 
the most important factors for an organisation to consider. For example, the 
Internet is a 24/7/365 shop for businesses so will technical suport be 
available similarly throughout the year offering real-time solutions. 

Web hosts typically offer a range of services in increasing cost from email 
support to messenger (chat) and phone. Companies with less experience of 
running their website will generally benefit from investing in phone support. 

Bandwidth As defined above, bandwidth is a measure of the amount of data that can be 
transferred from a website to clients when they access it.  

Similar to storage space above, this wouldn’t typically be a concern for most 
businesses unless selling downloadable video or high resolution images. 

Number of 
Emails, FTP 
accounts and 
databases 

A final consideration relates to how scalable the Web host is and whether it 
could match an organisation’s growth. For example, blogs require their own 
databases and as more staff and products are added it will become 
necessary to support more email addresses and domain names. 

Of course another test to perform when choosing a Web host having narrowed down the options 
based on the above technical and strategic considerations is to perform a Google search on user 
reviews of the shortlisted hosts. User reviews are becoming invaluable tools in making 
purchasing decisions. 

1.4 Types of Web hosting 

So far we have explored the different forms of internet hosting services typically used by 
organisations (e.g. Web hosting, Email hosting, file hosting). We have also considered the key 
variables that are relevant when building a Web hosting strategy based on a straightforward 
standard Web hosting scenario. 

The section concludes with a brief look at some alternative types of Web hosting available in 
today’s increasingly diverse market. 

Type of Web hosting Description 

Free  Free Web hosting is exactly that – zero cost to the user. The Web 
host covers their costs (and profit) through selling advertising that is 
added automatically to Web pages through pop-ups, frames and 
scripts.  

As you would expect though, given the zero cost to users the 
quality of service (space, bandwidth or software) is typically lower 
than that of paid-for Web hosts. 
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Type of Web hosting Description 

Standard Standard Web hosting is a broad term covering the most common 
form of paid Web hosting. A standard fee would secure a specific 
amount of server space on a Web hosting system that provides 
high-speed servers and quality software. The Web host would 
typically use a shared system granting each user say 10GB space 
on a 200GB server. 

Variations on the package could typically include: 

- Bandwidth charges – there may be an upper ceiling beyond 
which extra charges are levied. 

- Administrative access – can vary between a Web-based 
console and telnet access. 

- Operating system – varies between Windows and Linux. 

The market for Standard Web hosting is highly competitive which is 
reflected in the pricing which can be as low as a few dollars per 
month. 

Dedicated Dedicated Web hosting describes when the client pays for their 
own dedicated server machine for its Web site’s exclusive use.  

Dedicated Web hosting is useful when a business needs greater 
control over their Web site. The site owner will normally be granted 
something called root access which allows them access to the 
server to make changes and control the site. 

One other key benefit of paying the premium for Dedicated Web 
hosting (apart from the extra space) is the increased security this 
provides. There is a risk with shared servers (as is the norm with 
free and standard services) that if one website is attacked or 
hacked then other websites on the same shared server are typically 
vulnerable too. 

Colocation With free, standard and dedicated Web hosting, it’s the Web host 
themselves who owns the server hardware (the physical computer).  

Colocation is similar to dedicated hosting in that a Website resides 
on a dedicated server. However, with colocation it’s the website 
owner who owns the server, not the Web host.  

The colocation fee therefore covers renting the physical space in 
the host’s facility plus their high-speed Internet connection. 

Colocation is offered in two forms – managed and unmanaged. 
With a managed service the Web host provides an IT department to 
manage the server (useful where a customer does not have their 
own IT department). With the unmanaged service the customer 
themselves handles all the administration and management of the 
server covering things like software updates, the Web server and 
the site itself. 

Colocation is beneficial to companies who require something 
unusual in their Web software configuration and also enhanced 
security. 

Ecommerce Ecommerce is required when a business sells goods on the Web. 
Ecommerce Web hosting describes when an SSL (secure socket 
layer) has been added to one of the above types of Web hosting to 
protect customers when paying for goods.  
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Type of Web hosting Description 

Many Ecommerce Web hosts will lease their SSL certificates to 
Websites for an additional fee and typically include features like 
shopping carts. 

Reseller Reseller Web hosting is when a company wants to become a Web 
hosting business themselves. A reseller purchases Web hosting 
facilities off another Web host, then sells them on to other clients 
acting as their Web host – i.e. operating as a wholesaler. 

Clustered Companies with extremely popular sites will replicate the same 
content onto multiple servers in order to provide better access to 
Website visitors. This is called Clustered Web hosting. 

File and image File and image hosting is technically not Web hosting in that 
customers’ Websites are not hosted by the file and image host. 
What file and image hosting does provide is essentially online 
storage. 

Weblog Weblog hosting is when a company hosts Weblogs and blogs 
rather than Web sites specifically. Weblog functionality is typically 
more limited than the standard Web hosting described above and 
hence conversely less expensive.  

Customers are however limited to building a Web site with the blog 
software which for most organisations will be too commercially 
limiting. 
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2 TYPES OF ELECTRONIC COMMUNICATION 

 
Section overview  

 
 Introduction  

 Social networking sites 

 Blogs 

 Podcasting 

 Discussion boards 

 Messaging 

 Email 

 Video conferencing 

2.1 Introduction 

Any communication that necessitates the use of technology is referred to as electronic 
communication. Before electronic communication took its start, fast communication was 
restricted to the distance we could shout or see. Communication at a distance was subject to the 
speed of a person, some animal or a boat. 

Traditional process of communication is not adequate to meet the multi-folded requirements of 
the business organisations of today. So, the need for modern communication technology comes 
to the surface to meet the anticipated need of modern business entities. Global communication 
has been aided by the electronic transmission of data which connects people, irrespective of 
geographical position, almost instantly. 

Electronic communication permits broadcast of message or information through computer 
systems, fax machine, e-mail, teleconferencing or video conferencing and satellite network. 

Trying to get away with the social media and other forms of electronic communication in this age 
is almost like trying not to breathe—that says it’s nearly impossible. From online social media 
platforms such as Facebook, LinkedIn, and Twitter to electronic mail and text messages, people 
of all ages and from a diversity of backgrounds and experiences use these services. 

Advantages  Disadvantages  

One can stay connected 24/7. It has given rise to social depression. 

Very useful for business purposes. It is blamed to have created isolation. 

It helps you share your interests and ideas 
with your intended audience. 

It creates a computer-generated virtual world 
and its undue use disconnects you from reality. 

It needs only seconds to connect through 
electronic media as it transmits messages 
quickly. 

The volume of telecommunication information is 
growing at such a fast rate that business people 
are unable to grip it within relevant time limit. 

World has become a global village and 
communication has played a critical role in 
it. 

Electronic communication requires huge outlay 
for infrastructural development. Frequent 
changes in technology also calls for further 
investment. 

Electronic communication sanctions 
prompt exchange of feedback. So 
communication attempts at being perfect 
using electronic media. 

Data may not be recovered due to system error 
or fault with the technology. Hence required 
service might get delayed. 
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2.2 Social networking sites 

It refers to communities of people who share interests and activities. Social networks connect 
people at low cost. Since their inception, social network sites such as Facebook and Twitter have 
brought together millions of users from around the world, many of whom have made these sites a 
part of their daily practices. Till today, there are hundreds of such sites that support a wide range 
of interests and practices. Where, in spite of being their basic technological features fairly 
consistent, the cultures that emerge around these networks are varied. Most of these sites are 
meant for the upkeep of already existing social networks, but there are also examples that help 
strangers connect based on shared interests, beliefs, political views, or experiences and 
activities. Sites also differ in the degree to which they integrate modern information and 
communication tools, such as mobile connectivity, blogging, and podcasting etc. 

Features 

A social network site allows individuals to  

 have free web space to upload content, all posts are organised in descending order with 
the last post coming first. Further, all content is published in real time, and becomes visible 
instantly, 

 get a distinct web address that would become the identity of that person or business. The 
members can then use their web address to promote themselves or their business, 

 build their profiles. The profiles serve a dual purpose: on one hand, they allow friends or 
contacts to identify members from their profiles; and on the other hand, the data entered 
by the members is used by social networking sites to connect with other members who 
have similar interests and background, 

 send e-mails to each other. The social networking sites also send e-mail alerts whenever a 
member is tagged in a post or any other important activity is carried out. This enables 
members of these forums to learn when a fellow member has connected to them, 

 most social networking sites also run a system for members to leave messages on their 
friends’ profiles. In addition, social networking sites often have a private messaging feature 
as well. 

Practical use 

 Personal interests: The most general use of social networking sites, and the key reason 
for them existing in the first place, is for personal interests.  

 Some people are interested in simply updating their status, viewing their friends’ 
statuses, or looking at photos. Some use it to connect to people they met lately, or 
being in touch with someone who shares the same interests. 

 The biggest advantage of the personal aspect of Facebook is to keep in touch with 
people thousands of miles away. In the past it would have been next to impossible to 
keep in touch with what they are doing. 

 A simple wall post on Facebook can work when a phone call would be too much. It 
allows you to have small conversations with others that you would not generally bother 
having if it meant a long phone call. 

 Business - Connecting with customers: With the rise of internet marketing, social media 
is being utilised by businesses more and more.  

Companies are convinced that the best way to conduct themselves online is to talk to their 
customers and hear them out directly using these social networking sites, Twitter being 
especially useful for this. It raises the status of the organisations, helps companies get 
constructive reviews and shows that they actually care about the customers. It gives the 
organisation a human face as well, existing and potential customers feel much more 
comfortable coming back. 
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For example, companies have a small team who run the Twitter feed as part of their 
overall Public Relations role. Whenever customers have some query or any grievance 
about anything, they post it on the Twitter feed and usually get a pretty quick response. 
The response may sometimes be a humble apology but it gives a human element to the 
corporation and this simple gesture could stop them losing a client for future. Other than 
this the corporation can post updates as well for the sake of customer service. 

 Business networking: There are social networking sites that are developed exclusively 
for the networking purposes and are meant for those who want to be networked within a 
business environment. It does for corporations what Facebook does for students and 
teenagers, it lets people connect. It could find you a new business deal or could even find 
you a new job! 

 Entertainment: Along with the ‘social’ element of Social Networking, people sometimes go 
on purely for entertainment purposes. The latest trend is on Facebook, with all the game 
applications that have appeared over the last couple of years. Music, movies etc. further 
add to this. 

Advantages: 

Following are the major advantages of using the social networking websites: 

 It helps in establishing link with people, friends and relatives all over the world. It helps in 
sharing one’s view, pictures, videos and lots of other stuff. 

 It helps students in interacting with each other and share ideas. This helps in improving 
students’ creativity. 

 With the help of these sites the members of these sites can develop contacts with 
entrepreneurs, corporate people and can gain valuable information from them. 

 Internet marketing has widened the scope of social networking sites. 

Disadvantages: 

Some of the disadvantages are: 

 Students get addicted to it.  They spend hours on those social networking sites and this 
results in adverse effect on students’ academic performance. 

 Some of the students tend to use these social networking sites day in and day out which 
obviously impacts health really badly. 

 Spending excessive time on Facebook also makes people neglect their families. 

 Social networking sites are not so safe as provision of personal information is subject to 
severe threat as they can easily be tracked down by strangers. 

 Online harassment is pretty common on social networking sites. Every age group can fall 
victim to it.  

 Creation of false profiles by others can deceive one’s connections and can also hurt one’s 
reputation in the society. 

 It creates an imaginary world. Apparently it brings you closer to your connections but 
actually it is increasing the distances in between. 

 There are instances where it has been used by criminals for planning thefts and other 
purposes. 

2.3 Blogs 

The term blog has been derived from the words web log. Web logs or blogs are web based 
journals. It is defined as the act of posting content on a blog (a web log or online journal) or 
posting comments on someone else’s blog. Since 1999 blogging has become a phenomenon 
amongst web users for personal and business activities. It is widely used by individuals or groups 
to maintain a record of opinions, pictures and interests. It refers to a website usually maintained 
by an individual with regular entries of observations, account of events, or any other material may 
be graphics or videos for instance. Entries are normally shown in reverse-chronological order. 
Blogging is one of the most sought after activities on the web.  
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Practical uses of a blog 

 A blog is used to record data and finds of an experiment or research results. 

 A blog is also used just as a journal/diary to record one’s experiences, thoughts and 
opinions. 

Features of a blog: 

 Contents generally are listed in chronological order with recent post on top. 

 Content is regularly updated. 

 Allows the audience to leave comments that indeed can be regarded as a great way to 
build relationships with the visitors of these sites. 

 It is very easy to add new content i.e. click on a. new post b. add content c. click publish. 

 It can really establish you as an industry leader by providing you an opportunity to gain 
authority and credibility. 

Advantages: 

 Blogs let you interact with people and get their feedback and that too at no or very little 
cost. 

 Blogs are very easy to create and maintain. It takes as little as ten minutes to get 
registered and start blogging. After having created your blog, all that is required to do is to 
provide as much contents as you can on a regular basis. 

 Blogs are commonly referred to as search engine friendly. The posts and pages are 
automatically linked by blogs which enables search engines to find, crawl and index the 
blogs. With relevant keywords in your blog you could have your pages ranking higher in 
search engines.  

 They are normally regularly updated and are great learning experience. 

 It satisfies the need to express one’s feelings, it is a fun for everyone. 

Variations of the term blog: 

 Blogging: The act of writing a post for a blog 

 Blogger: A person who writes content for a blog 

 Blogosphere: The online community of blogs and bloggers 

Types of blogs:  

 Personal blogs: It is an on-going diary or personal journal written by an individual and is 
the traditional and most common form of a blog.  

 Corporate and organizational blogs: These can either be internal or external to an 
organisation. When used for internal purposes it can enhance the communication and 
culture within a corporation and when used externally it can aid to marketing, branding or 
public relations purposes. 

 By genre: A large type of blogs is chiefly textual, whereas some focus on art (Art blog), 
photographs (photoblog), videos (Video blogging), music (MP3 blog) etc. Another 
important type of blogging is Micro-blogging that features very short posts.  

 By device: Sometimes blogs are defined on the basis of the type of device that is used to 
create it. For example a blog written by a mobile device can be referred to as a mob-log. 

2.4 Podcasting 

Podcasting is a method of publishing files to the internet, this activity allows users to get 
subscribed to a feed and receive new files automatically by subscription, that usually covers no 
cost. 
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Podcasting has evolved over the last couple of years. Podcasting platforms have become user 
friendly and have become easier to create and consume. The number of people consuming 
podcasts has grown significantly as well. 

Features 

1. A podcast is a media file (e.g. audio or video files) that can be downloaded from internet. A 
computer can play these files back or these files may then be copied to some portable 
audio/video player (e.g. iPod) and played whenever desired. 

2. A key feature that differentiates a podcast from other media files that can be downloaded 
from internet, is the ability for end users to download the podcast automatically using 
software. 

Practical uses 

 Radio shows. 

 Television programs- Talk shows podcast interviews with celebrities. 

 Cricket websites podcast sports update and news media. 

 Instructors make use of podcasts for delivering lectures so that students can listen to or 
view these as a review. This is especially useful if the students missed the class, or are 
registered with some distance learning of a course. 

 Podcasts can be extremely useful in such instances where the guest speakers who are 
invited for some event and remain unable to come for any reason.  

Advantages 

 Convenience: Since portable devices like iPods can play back Podcasts, media files can 
be viewed or listened to anytime, anywhere. One does not need to be glued to a computer 
in order to play the files. These files can be produced and uploaded to any website very 
quickly and inexpensively. 

 Easy reach: Using a podcast, one can easily reach the desired audience any time. More 
important is the fact that the information that is sent can be conveniently retrieved. The 
automatic subscription feature of podcasts serves as a key benefit to ensure that 
subscribers receive the latest files without having to visit each time to check if there have 
been updates lately.  

Disadvantages 

 Accessibility issues: Editing and uploading high-quality files can be an extremely time-
consuming job. Large files normally require broadband connection, which makes it difficult 
for users having slow dial-up connections. In order to make it widely accessible, those 
creating podcasts are required to make it sure that the file format used is compatible to the 
setup widely used. 

 Productivity issues: Permitting devices like iPods at work or in school can encourage 
employees and students to work less. Allowing such devices that support podcasting 
feature in the office or classroom can be a source of distraction. Students and employees 
can be tempted to use it for entertainment purposes merely that could lead to less than 
average performance and less productivity. 

2.5 Discussion boards 

Discussion boards are internet chat forums. Individuals build connections with each other and 
interest groups are easily formed around a topic’s discussion, matters dealt with in or around 
segments in the forum. A discussion board or a message board, is an online discussion site. It is 
the contemporary equivalent of a traditional bulletin board, with a technological evolution where 
users can obtain feedback from posted messages. 

There are two types of discussion boards: 

 Moderated: Here an administrator or moderator makes it sure that the discussion stays on 
topic and adapts to netiquette rules. 

 Un-moderated: No administrator or moderator is found who may allow discussion to stay 
on target. 

http://en.wikipedia.org/wiki/IPod
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Features: 

 There is no limit on the overall number of members, messages, threads, messages topics, 
or replies. 

 Members can attach pictures, photographs, presentations etc. and upload them. 

 All the posts are kept saved and the members can view them as and when required. 

 Certain messages always appear at the top of discussion board, regardless of 
chronological order or any other sorting scheme.  

Advantages 

 Ability to express and see differing views and opinions on a diverse range of topics. 

 Forums produce a discussion environment by saving any information posted on a certain 
subject for others to view at any time, thus participants can have high-quality discussions 
since they would have enough time to think about and research the topic at hand.  

 Freedom of speech can be exercised, and people can write in any form they want.  

 Owing to continuous posting, users improve their writing skills and habits, and become 
more alert, responsive and well-informed of others’ ideas.  

 Online societies can be made, people would frequently return to the site to see what has 
happened lately to certain topics of interest making it more popular and active. Good 
relations can be made between people through active comments and posts. 

 If the forum is successful and is meaningful for the user, then registered members will not 
treat your e-mails and messages as junk, but rather as opportunities.  

Disadvantages 

 Opens you up to hackers, spammers and predators.  

 Creating a successful forum is strenuous because the forum-master must present all the 
issues for discussion on a continuous basis for months, and the topics have to be 
stimulating and interesting so that people start commenting over it.  

 Administrators need to edit people’s posts, and ban/mute people if they put some ideas 
with which the comfort level of the audience might get disturbed.  

 People may give up posting due to the responses lacking proper structure and clarity, 
taking much longer to respond than verbal conversations, and being misleading and 
useless.  

 Such forums may flop quickly if one certain active participant stops contributing. It would 
turn the forum ‘dead’ to new responses and posts.  

 Posts may not be reliable, and instead of helping clear up questions, they can bring up 
more questions.  

 Any random stranger may come onto the forum and spam the threads, turning the forum 
less striking, thus dropping many members and visitors. 

2.6 Messaging 

SMS/Text messaging 

The act of creating and sending short electronic messages between two or more cell phones, or 
any other device over a phone network is referred to as text messaging or texting. The term 
earlier used was Short Message Service (SMS). 

Text messaging can be used as an alternative to a phone call and can be used to avoid long 
distance calling. SMS can be used to inform someone quickly when you are unable to talk.  

Features 

 It is a communication over phone. 

 These messages are sent using phone numbers over a mobile network. 

 It is not a free service. 
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Advantages 

 You can send quick messages easily.  

 If you're not able to talk out loud, texting helps.  

 You can save texts, so you can re-look at details afterwards.  

 Fairly cheaper than many other communication services.  

 Easier to text someone if you're not confident about speaking on the phone.  

Practical Use 

 Text messaging in business: Text messaging plays its role in the business world as well. 
Many marketing strategies involve sending texts as part of the overall marketing plan for 
many companies. Some corporations collaborate with Telecommunication businesses to 
market their products and services by sending out free advertisements to masses of 
subscribers, this approach has worked for a large number of organisations.  

Disadvantages 

 Long texts cost more money than a short text.  

 Could be said that it is making spoken conversation a lost art, as people are becoming 
more inclined towards texting than calling someone up.  

 Sometimes these messages might go unheard and might get deleted mistakenly. 

 Irritating messages (for e.g.: promotions, advertisements etc.) may not be avoided. 

Chat/Instant messaging 

Instant messaging is termed as real-time communication to other network users around the 
world. Instant messaging permits people to use Internet chat conversations to communicate 
information back and forth in real time. It is commonly used as a social networking tool, but many 
corporations also use instant messaging as part of their daily business routine 

Features 

 Instant messages are sent using a program or application using internet and if the recipient 
is also logged in to that application the message and exchange of messages are instant. 

 It facilitates real time communication and is normally free or involves too little cost. 

Advantages 

 Cost savings: Instant messaging facilitates real-time communication around the world 
without having to pay the international or domestic long distance call charges.  

 Real-time communication: Unlike email, instant messaging offers real-time 
communication between users. When another user appears online, that typically says the 
user is at his/her PC and active, so one might get an answer to a query much quicker than 
via email, which could go unnoticed for some time. A system where customers or clients 
can receive a prompt response to questions can be extremely useful and productive. 

 Disadvantages 

 Sensitive information: When you are sending instant messages to a co-worker, you do 
not know if somebody is looking over his/her shoulder or reading the messages along with 
him/her. Instant message programs are also vulnerable to hackers and the messages can 
be intercepted without even knowing what has been happening. 

 Compatibility: There exists a number of instant messaging programs on the market, each 
one of them has its own strengths and weaknesses. Unfortunately, almost each program 
communicates on its own network, which makes compatibility a problem. Communicating 
with a diverse group of users would then require installing multiple messaging softwares or 
programs which can access many different networks simultaneously. 

http://alpha-mobile-marketing.com/?page_id=7
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 Distraction: The real-time aspect of instant messaging comes with a price. Having a 
messenger open on one’s desktop can be a major distraction from his/her work duties and 
hence it decreases productivity. 

2.7 Email 

Main features of email: How it works 

Email (also referred to as e-mail or electronic mail) involves the transmission of messages (called 
emails, or email messages) over an electronic network such as the Internet or an intranet. An 
intranet is similar to the Internet except that it is internal to a company. 

Email systems are therefore essentially electronic versions of a traditional postal system. They 
operate as follows: 

 Instead of using a pen and paper to write a letter the sender uses an electronic device 
such as a computer, tablet or smartphone to compose the message. 

 The addressee is identified by an email address which is a specific unique identifier. 
Typical forms might be name@gmail.com or name@hotmail.com. 

 Emails are ‘sent’ by clicking a ‘sent’ button on the email software. Email servers transmit 
email messages from sender to recipient across a network such as the Internet. This 
involves copying the message from the sender’s device (e.g. computer) to an email server 
that the recipient can access. Think of this as letters having been delivered to your local 
post office to await collection. 

 The recipient’s device (e.g. a computer) can ‘fetch’ new email from their mail server (like 
collecting mail from the post office). The device communicates with the local email server 
and makes a copy of the email onto the recipient’s device. 

 Alternatively, the recipient is able to access their email directly on the email server by 
using a Web browser such as Internet Explorer, Chrome or Safari. In this case the local 
device does not take a copy of the email – the user views the ‘live’ copy on the email 
server. 

Synchronising email 

As described above emails are computer files stored on an email server. We have also described 
how they can be downloaded (copied) onto devices such as laptops, smartphones and tablets. In 
fact, this relationship is not mutually exclusive as the same emails can be downloaded onto 
multiple devices. For example a user can view the same email account from their smartphone as 
well as their laptop computer. 

Care must be taken to ensure users are working with the most up-to-date version of the mail 
server copy of their email account. Most email applications either automatically refresh the local 
contents of the mailbox or alternatively have a simple “refresh email” or “send/receive” button that 
can be used to refresh the mailbox. 

Sending emails 

Sending an email typically involves: 

 Click on the New button to open a new blank email 

 Enter a valid email address 

 Enter a subject 

 Write your message in the main body of the email 

 Spell-check for typing errors 

 Click Send 

mailto:name@gmail.com
mailto:name@hotmail.com
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Receiving, replying and forwarding emails 

Emails are delivered to your inbox. Any unread emails are either highlighted or appear in bold.  

To open and read an email click somewhere on the email, for example the subject line. 

Once an email is open you will see a number of further options such as: 

 Close – this will save your email for future reference. 

 Reply - to reply to the sender. The subject line is retained but prefixed with the letters “Re:” 
to show this is a reply to a previous message. 

 Reply all - to reply to everyone that received the email. Again the subject line will be 
prefixed with the letters “Re:”. 

 Forward – very similar to reply except that the recipient address is left blank for you to 
send the message on to a new recipient. The subject line will be prefixed with the letters 
“Fwd:”. 

 Delete. 

Note that some systems also include ‘spam filters’ which quarantine what appear to be unwanted 
spam emails. You should check the quarantine periodically as spam filters can make mistakes 
and segregate legitimate emails. 

Attachments 

A basic email comprises a message made up of text. However, when sending emails you can 
add attachments such as photos, documents (e.g. Word files, Excel files, pdf documents), videos 
and photos. 

To send an attachment with your email: 

 Compose the basic email as described above. 

 Click the attach button (or equivalent, such as attach file). 

 This will typically open a Windows Explorer dialog box. Locate the file you wish to attach 
then click attach/ok. 

 Click send. 

1. Enter a valid 

email address 

2. Enter a 

subject 

3. Write your 

message 

4. Send 



Business Communication 

 

© Emile Woolf International  248 The Institute of Chartered Accountants of Pakistan 

Using folders  

Most email systems support the use of folders to help you manage and file your emails. The 
concept is similar to Windows Explorer which allows you to move, delete and arrange your 
computer files in a logical fashion. 

The email system will normally include some standard folders such as: 

 Inbox 

 Sent  

 Junk 

 Deleted  

 Drafts 

You can then add personalised folders such as: 

 Client matters 

 Suppliers 

 IT issues 

 Corporate communications 

 Urgent 

 Personal items 

Benefits and limitations of email 

Benefits of email 

Benefits of using emails include: 

 An audit trail of messages is automatically retained (and can be for long periods). This can 
be invaluable in disputes or simply to check the details of an email conversation or client 
order. 

 The sending and receiving of emails is virtually instantaneous anywhere in the world. This 
enables managers to communicate with colleagues and companies to communicate with 
clients or suppliers incredibly quickly. 

 Recipients can access emails anywhere and anytime at their convenience. 

 Traditional and expensive mailshots to multiple recipients can be replaced by significantly 
quicker and cheaper multi-recipient email communications achieving much greater 
penetration. For example when a large global organisation needs to communicate a 
corporate message to 100,000 employees it can do so in a matter of minutes. 

 Easy to use and organize daily correspondence. 

 Low cost. 

 Good for the environment – doesn’t use paper (unless the email is printed out). 

Limitations of email 

Common limitations of email include: 

 Can be an inefficient way of reaching a decision where a telephone call or meeting might 
better facilitate the immediate exchange of views and reaching a consensus. 

 Can be seen as an insensitive way of sharing bad-news and personal messages when a 
‘human touch’ would be more appropriate.  

 Poorly constructed messages might be misinterpreted by the recipient.  

 An absence of non-verbal communication such as body language can also lead to 
misinterpretation of an email. 

 Electronic signatures may not be legally binding in some jurisdictions. 
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 Email overload! Given how easy it is to include multiple recipients on emails there can be a 
tendency to include non-relevant recipients in emails. This generates work for each non-
relevant recipient to open the message, digest the contents, conclude that it is not relevant 
to them, then either delete or file the message. 

 Spam! A variation on the previous point – this is where companies typically advertising 
their products repeatedly send unwanted advertisement emails that flood a user’s inbox. 

 Emails may carry viruses which spread rapidly! 

When to use different channels of communication 

To give some context to the previous section on benefits and limitations of email the below table 
provides a comparison on the suitability of a number of common channels of communication. 

Channel Situations when most effective 

Email - Retention of record of information is important.  

- Information has to be conveyed quickly.  

- Facilitate recipient to respond at a convenient time.  

- Identical information has to be communicated to many persons. 

Face-to-face 
conversation 

- Interactive communication requiring prompt exchange of viewpoints.  

- Exchange of persuasive, bad-news and personal messages.  

- Where non-verbal communication is important. 

Letter - Authentic signatures of the sender are important.  

- Formal communication with customers, external organizations and 
officials.  

Memo - Explanation of policies and procedures to employees.  

- Dissemination of important information within an organization.  

Phone call - Conveying or obtaining quick information is important.  

- Non-verbal cues are not important.  

- Face to-face meetings are not convenient.  

Video 
conference  

- Group interactions and consensus are important and members are in 
different locations.  

- Saves time and money.  

Email etiquette 

We have already seen how email is quick, efficient and inexpensive. However, email can be 
susceptible to misinterpretation and isn’t always the most appropriate channel of communication. 

The guidance below provides some practical yet crucial advice for using emails in the workplace: 

 Think before you send: 

 Once sent an email can’t be unsent and becomes a permanent written record with your 
name attached to it. 

 Never send an email when upset or angry. You could draft an email but then hold off 
sending it for at least a few hours. Ask yourself how you would interpret the message if 
you were to receive the message you’ve just written. 

 If emailing multiple recipients ensure the communication is appropriate to all. 

 Hold off entering the recipient’s email address until you’ve finished composing an email. 
This will ensure you don’t send an incomplete or un-reviewed message prematurely. 
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 Email is unsecure and never private: 

 Emails can be forwarded or sent to the wrong recipients by mistake or worse, hacked. 

 Consider a personal meeting or phone call instead for communicating particularly 
sensitive information. 

 Be careful when forwarding or replying to all: 

 Review the content to make sure there’s nothing confidential that should not be 
forwarded. 

 Careful not to reply to all when you only mean to reply to the sender. 

 Take care with sarcasm and humour: 

 Body language and tone of voice are lost over email. Even emotion is much more 
diluted than during face to face communication. Therefore something that may appear 
funny through alternative channels of communication can appear offensive in an email 
causing misunderstandings and hurt feelings.  

 Note too that crude jokes and insulting language is rarely welcome by any recipient, 
however well you may know them. 

 Use clear and standard grammar and punctuation:  

 Business emails sent from your corporate email address are essentially letters without 
the ink and paper. Therefore observe the usual rules of clarity, grammar and style as if 
you were writing a letter. 

 Careful when capitalising words – it’s the equivalent of SHOUTING and can offend if 
misused. 

 Avoid opening suspicious emails or attachments: 

 Suspicious emails or attachments may well contain at best, irritating links to time-
wasting Websites, and at worst viruses. 

 If you are unfamiliar with the source of an unsolicited email and there is a lack of 
business rationale to having received it there may well be cause to be concerned and 
suspicious. 

 Avoid sending overly large attachments unless absolutely necessary:  

 Remember that the recipient of your email may not enjoy the latest high-speed internet 
connection. Therefore be considerate when attaching large files as it may severely slow 
the performance of recipients’ computer and indeed take many minutes (or even hours) 
to download a single email. 

 Furthermore, many email servers have firewalls (security devices) that limit the 
maximum size of individual emails and the size of users’ inboxes. 

 One tactic is to warn the recipient you plan to send a large attachment beforehand. 

 Keep it simple – avoid using overly intricate colours and fonts: 

 Using overly intricate colours and fonts tends to clutter an email and detract from the 
core message.  

2.8 Video conferencing 

What is video conferencing? 

Video conferencing is a system used by people in different physical locations to hold a meeting 
(called a virtual meeting). Simple videophone calls are aimed at enhancing a phone call between 
two individuals with video imaging. However, full video conferencing aims to serve multiple 
locations with greater flexibility and functionality. 
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For example, the sales team of an international company which has operations in London, Hong 
Kong and Karachi wants to hold a meeting to discuss sales strategy. 

One option is for the delegates from say London and Hong Kong to board a plane and meet the 
rest of the team in Karachi. However, this would be expensive as it would require flights, 
accommodation and other expenses to be incurred. 

An alternative option is to set up a video conference. This might involve the teams in the three 
locations sitting in meeting rooms that have a camera, microphone and speakers providing a live 
link directly to the meeting room in the other location. 

Why is video conferencing becoming so popular in commercial organisations? 

A number of factors have contributed to the rapid increase in demand for video conferencing in 
businesses over recent years including: 

 Improved lower-cost technology with greater bandwidth. 

 Wider variety of video conferencing tools available associated with increasingly more 
powerful PCs. 

 Environmentally friendly IT initiatives such as reduced air travel. 

 High travel costs combined with austerity related cost saving initiatives. 

 Such is the success of video conferencing some companies even use video conferencing 
for intra-business as well as inter-business communications. 

Types of video conferencing 

At its simplest, video conferencing will provide the transmission of static images and text between 
two locations. However, at its most sophisticated, video conferencing provides the transmission 
of video images (full-motion) and high-quality audio between multiple locations. 

Another variable is the number of people (or connections) that can be supported in each meeting. 
Commercial video conferencing companies offer a range of options supporting different number 
of log-ins, quality and speed of transmission. Some will even allow you to record a meeting. 

Equipment 

Participants only require minimal equipment including: 

 Video input: camera or webcam 

 Video output: computer monitor, projector or television 

 Audio input: Microphone  

 Audio output: loudspeakers or headphones 

 Data transfer: Internet or other communications connection (preferably high speed) such 
as a digital telephone network or LAN (local area network). 

 Computer with video conferencing software including video and audio compression and 
decompression 

Video conferencing systems broadly fall into two categories: 

 Dedicated systems: All the necessary components are packaged into a single piece of 
equipment – typically a console with high quality remote controlled video camera. 

 Desktop systems: These are add-ons to regular PCs which transform them into 
videoconferencing devices. 

Benefits and limitations of video conferencing 

Benefits 

Benefits of video conferencing can be summarised as follows:  

 Next best option when face-to-face meeting are not possible: Cost-effective solution where 
a live conversation is needed and non-verbal (i.e. visual) information is an important 
component of the conversation but a face-to-face meeting is not possible. 
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 Reduced travel costs. 

 Increased productivity across dispersed workforces and teams – video conferencing helps 
ensure delegates capture the up to 80 per cent of communication consisting of non-verbal 
visual cues.  

 Short-notice meetings: Enables individuals in distant locations to participate in meetings at 
short notice. 

 No need to leave the desk: Technology such as VoIP can be used in conjunction with 
desktop video conferencing to enable low-cost face-to-face business meetings without 
leaving the desk. 

 Telecommuting: Greatly assists the facilitation of telecommuting (home working) enabling 
businesses to embrace diversity of workforce and flexible working. This helps improve 
work-life balance, particularly with the reduction in lengthy commutes. 

 Hiring and retention: Improved hiring and retention of top talent by extending the 
geographical scope of the early recruitment phase. 

 Competitive advantage: Sustained competitive advantage from: 

 improved sharing of knowledge; 

 faster and more informed decisions that reduce time to market for new products and 
services; 

 improved relationships with suppliers and customers; and 

 good public relations through promoting video conferencing as proof of environmental 
initiatives. 

Limitations 

Limitations of video conferencing can include: 

 Eye contact: Camera positioning and interaction are highly important yet frequently 
overlooked. Video conferencing can often give the incorrect impression that the remote 
participant is avoiding eye contact when in fact they are not. 

 Appearance consciousness: This describes the psychological problem where delegates 
change their behaviour or feel uncomfortable because they are on camera. The problem 
may well be exacerbated if the session is recorded. There has been some research 
performed that suggests that communication is in fact impaired by the addition of camera. 

 Technology: The video conference experience is entirely reliant on stable technology and 
communications links with large bandwidth. Unexpected variations in signal quality or 
technology issues can destroy the video conference unexpectedly. 

 Limited non-commercial take-up: Mass adoption and use of video conferencing in non-
commercial environments remains relatively low due to the perceived complexity of 
systems, lack of common technology standards, highly variable bandwidth and quality of 
service in different countries and relative expense of commercial systems. 

 Anxiety: The stress and anxiety present in some participants due to appearing on camera 
can have a negative impact on their health and social wellbeing. 
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3 CHAPTER REVIEW 

 
Chapter review 

 
Check that you now know how to: 

 Describe different types of web hosting services and the underlying building blocks of the internet 
needed to support web hosting 

 Give further context to web hosting by explaining  key considerations when selecting a web host 

 State the main features, limitations and practical use of various types of electronic communication 
including: 

 Social networking sites 

 Blogs 

 Podcasting 

 Discussion boards 

 Messaging 

 Video conferencing 

 Email 

 Describe when to use different channels of communication. 
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SELF-TEST 

Q1 The definition of an Internet Protocol (IP) address is: 

A Another name for an email address 

B A code that uniquely identifies a particular computer on the Internet denoted by four sets of 
numbers from 0 to 999 

C A physical computer dedicated to running one or more services to serve the needs of users and 
other computers on a network 

D A code that uniquely identifies a particular computer on the internet denoted by four sets of 
numbers from 0 to 255 

 

Q2 Key considerations when selecting a web host would least likely include which of the following: 

A VHF compatibility   B Bandwidth 

C Number of domains required D Up-time percentage 

 

Q3 Which of the following is not a type of Web hosting? 

A Dedicated    B Weblog 

C Two-dimension   D Clustered 

 

Q4 Which of the following is considered a benefit of email? 

A Email overload 

B Emails may carry viruses which spread rapidly 

C An absence of non-verbal communication such as body language might lead to misinterpretation 
of an email 

D The sending and receiving of emails is virtually instantaneous anywhere in the world 

 

Q5 Which of the following situations would be best suited to using a memo? 

A Authentic signatures of the sender are important 

B Interactive communication requiring the prompt exchange of information is needed 

C A company wants to advise all employees of the latest Director promotions 

D Non-verbal cues are important 

 

Q6 Which of the following is safe to be posted on a social networking site? 

 A   Your location   B   Your cell number 

 C   An alias    D   A picture of you with your friends 

 

Q7    Podcasts, in many ways are similar to which of the following?   

 A   proposals    B   RSS feeds 

 C   wikis    D   radio programs 

 

Q8    Which of the following is not an objective of business blogging? 

 A   Criticising competitors 

 B   Pursuing feedback from customers 

 C   Rectifying misinformation and rumours across the company 

 D   Building brand image 
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Q9 A web blog can be best defined as _________ 

 A   a web site about a single person or company 

 B   a recognized website for carrying out international trade 

 C   method for safe sharing of information on Facebook     

 D   a portal supporting online payments between a buyer and seller 

 

Q10 Possibly _________are the biggest drawbacks associated with use of electronic communication 

 A   lack of firewalls 

 B   slow internet connections 

 C   privacy concerns     

 D   instances of information overload 

 

Q11 To join the internet, the computer has to be connected to an: 

A         Internet architecture board 

B Internet society 

C Internet service provider 

D None of the mentioned 

 

Q12 Allison signs on to her school's website using a password and username. She is using: 

A A portal   B A digital assistant 

C A palm pilot  D iTunes 

 

Q13 Email stands for: 

A         Easy mail  B Electronic mail 

C Electric mail  D None of the above 

 

Q14 URL stands for: 

A        Universal Resource Locator B Uniform Resource Locator 

C Uniform Radio Locator  D None of the above 

 

Q15 Who provide us internet? 

A        TCP   B ISP 

C FTP   D HTTP 

 

Q16 Electronic meetings, when matched to face-to-face meetings, do not meet the need for 

 A        individuality  B         self-actualization C        growth 

 D        self-esteem  E        affiliation 
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Q17 Social networking sites such as Facebook and Twitter have become increasingly popular for sell-side 

e-commerce and would generally be considered to be in which group? 

 A        Transactional e-commerce sites  

 B        Brand-building sites 

 C        Services-orientated websites 

 D        Portal, publisher or media sites 

 

Q18 Find one true statement about podcasts from the following? 

 A        You do not need to provide back-up documents while creating podcasts 

 B         Podcasts should be short, focused on one topic only. 

 C        You can create a podcast in any situation without affecting the quality 

 D        You do not need a script when producing a podcast 

 

Q19 Identify the most relevant question to ask while determining the appropriateness of presenting your 

project as an online video or podcast? 

 A         Is this the best medium for my audience and purpose? 

 B         Is this medium the latest and most popular? 

 C         Does my audience need to interact with the content? 

 D         A & C only 

 E         All of the above 

 

Q20 You require calling a meeting quickly this afternoon in order to notify team-members of a workplace 

change that will have instant and immediate effect. The team-members have dispersed to their work 
projects around the city. Which, in your opinion would be the best electronic media to use to call them 
together for a meeting? 

 A        Instant messaging  B        Text message 

C         E-mail    D         Memo 

Q21 A web server manages __________ 

 A        access to world wide web  B        weblog hosting  

C         webpages    D        electronic media  

 

Q22 A __________ is an online bulletin board.  

 A        podcast     B        blogging  

C         discussion board   D        Microsoft outlook  

 

Q23 Which of the following features is used to quarantine emails?  

 A        refresh email   B        attachments  

C        spell-check     D        spam-filters  
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Q24 Holding off entering recipients email address until one has finish composing an email is 

recommended because:  

 A        emailing multiple recipient would not be appropriate  

 B        it might send unreviewed message prematurely   

C        its an efficient way of delaying message  

D        it helps avoid sending attachments  

 

Q25 Which of the following is NOT a limitation of video conferencing?  

 A        anxiety   

 B        appearance consciousness  

C        non-commercial take-up 

D        cost effectiveness  
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