13.Essentials of Communication


13.1 Introduction
As Sir John Harvey-Jones says, “communication is the single most essential skill.” Professional and result-oriented organisations are always looking for managers who can communicate persuasively and competently.

Given below are some of the factors responsible for the growing importance of
communication:
(a) Growth in the size and multiple locations of organisation: Most of the organisations
are growing larger and larger in size. 
(b) Growth of trade unions : Over the last so many decades trade unions have been growing
strong. 
(c) Growing importance of human relations : Workers in an organisation are not like
machines. They have their own hopes and aspirations
(d) Public relations : Every organisation has a social responsibility, towards customers,
government, suppliers and the public at large. 
(e) Advances in Behavioural Sciences : Modern management is deeply influenced by
exciting discoveries made in behavioural sciences like psychology, sociology, transactional
analysis etc. 
(f) Technological advancement : The world is changing very fast, owing to scientific and
technological advancements. 

13.2 The Process of Communication
Communication is a dynamic, transactional (two-way process) in which there is an exchange
of ideas linking the sender and receiver towards a mutually accepted direction or goal
consisting of seven elements:
1. Sender (Source): The process of communication begins with a sender, the person who has
an idea and wants to share it.
2. Encoding: The sender must choose certain words or non-verbal methods to translate the
idea into a message. This activity is called encoding.
3. Message : For communication to occur your receiver should first get the message. A message is any signal that triggers the response of a receiver.
4. Channel : How will you send your message? Should it be sent via an electronic word processing system or through the printed word or through graphic symbol on paper, or via the medium of sound.
5. Receiver: A receiver is any person who notices and attaches some meaning to a message. In the confusing and imperfect world of business
6. Decoding: Even if the message reaches intact to its intended receiver, there is no guarantee
that it will be understood as the sender intended it to be. 
7. Feedback: Ultimately the receiver reacts or responds to the communication sent by the sender.
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Forms of Communication: All communication passes through some well-defined stages or
positions in the organisation. Everybody is familiar with the phrase ‘through proper channel’
In this way the word ‘channel’ means the position or point through which the
communication passes So, we can divide the channels of communication into two categories:
(a) Formal
(b) Informal

13.3 Formal Communication
A formal communication flows along prescribed channels which all organizational members
desirous of communicating with one another are obliged to follow. Every organisation has a
built-in hierarchical system that can be compared to a pyramid.
Given below are the directions in which communications are sent :
(a) Downward
(b) Upward
(c) Horizontal or Lateral
(d) Diagonal or Crosswise
Advantages of formal communication:
(a) The formal channels account for most of the effectiveness of communication. 
(b) Formal channels cover an ever – widening distance as organizations grow. 
(c) The formal channels, because of their tendency to filter information, keep the higher level
managers from getting bogged down.
(d) Formal channels of communication consolidate the organisation and satisfy the people in
managerial position.
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13.4 Informal Communication
Side by side with the formal communication there exists on a much larger scale, an informal
channel of communication or a secondary network of information. Its source lies in man’s
compulsive instinct to communicate or talk out whatever he feels and thinks with his fellow
beings and throw all norms to the winds. The rumour mill is always working in any
organisation. The larger the organization, the more active the rumour mill. It has come to be
called the ‘grapevine’ in management literature. 
Factors leading to the grapevine phenomenon:
The grapevine becomes active when the following factors are present :
(a) Feeling of uncertainty 
(b) Feeling of inadequacy 
(c) Formation of a coterie 

13.5 Grapevine Chains
Specialists in this field have identified four types of grapevine chains :
(a) Single Strand Chain: In this type of chain, ‘A’ tells something to ‘B’ who tells it to ‘C’ and
so on. This type of chain is the least accurate in passing on the information or message.
(b) Gossip Chain: In it, a person seeks out and tells everyone the information he has obtained. 
(c) Probability Chain: In it, individuals are indifferent to the persons to whom they are passing some information. 
(d) Cluster Chain: In this type of chain, ‘A’ tells something to a few selected individuals and
then some of these individuals inform a few other selected individuals.
Merits of the grapevine phenomenon
(a) Speedy transmission: 
(b) Feedback value: 
(c) Support to other channels: 
(d) Psychological satisfaction: 
Demerits of the grapevine phenomenon
(a) The information spread through the grapevine is less credible than the one given by the
formal channel. 
(b) The grapevine does not always carry the complete information. 
(c) The grapevine often distorts the picture or often misinforms. 

13.6 Interdepartmental Communication
The word department comes from the French word departir, which means “to Separate.”
Communication between departments is essential to collaborate and achieve the objectives
of the organisation.
Major causes of interdepartmental communication problems
are:
Departments Are Physically Separated: Office design may create barriers to effective
interdepartmental relationships, because it subconsciously restricts natural communication impulses.
Departments Perform Separate Functions: Barriers are also caused by different priorities.


13.7 Communication Media
After the discussion of the meaning and importance, and dimensions of communication it is
worthwhile to have a look at the means/media of communication. Specially after considering
the directions/dimensions of communication we can understand that there may be various
occasions requiring different types of communication.
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Oral Communication: According to a research, an average manager in general spends only
9% of his/her time in writing, 16% in reading, 30% in speaking and 45% in listening, as shown
in the following figure
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Oral communication, which is face-to-face communication with others, has its own benefits.
When people communicate orally they are able to interact, they can ask questions and even
test their understanding of the message. By observing facial expressions, eye
contact, tone of voice, gestures, postures, etc., one can understand the message better.

Oral communication is characterized by seven Cs – Candidness, Clarity, Completeness,
Conciseness, Concreteness, Correctness, and Courtesy.

In simple terms, the communicator should follow the following –
• Consider the objective.
• Think about the interest level of the receiver.
• Be sincere.
• Use simple language, familiar words.
• Be brief and precise.
• Avoid vagueness and generalities.
• Give full facts.
• Assume nothing.
• Use polite words and tone.
• Cut out insulting message.
• Say something interesting and pleasing to the recipient.
• Allow time to respond.
Unlike the printed word (of the written message), the spoken world (in oral communication) is
ephemeral (short-lived).
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13.8 Non-Verbal Communication
Non-verbal Communication to convey relational
messages, our feelings about another person as well as status and power. While one can
refuse to speak or write it is impossible to avoid behaving nonverbally.
One may continue to communicate nonverbally through:
Kinesics or Body language: It must be noted, though it is known to almost all, that all our
bodily movements, gestures, postures etc., are guided by our feelings and thought processes.
The nodding of our head, blinking of our eyes, waving of our hands, shrugging of our
shoulders etc., are expressions of our thought and feelings. All these movements are the
signals that our body sends out to communicate. That is why this area of study has been
called ‘body language’.

Paralanguage: The term paralanguage is used to describe a wide range of vocal
characteristics like tone, pitch, and speed etc – vocal cues that accompany spoken language
which help to express and reflect the speaker’s attitude.
we find that a speaker uses a vast range of vocal cues like:
(a) Pitch Variation: Most of us introduce wide variations in pitch while speaking. 
(b) Speaking speed: One should not, always speak at a high speed. 
(c) Pause: The speaking speed is also accompanied by pauses, at the right moments.
(d) Volume variation: Our speech should be loud enough to be audible to the audience, not
too loud to put them off. 
(e) Non - fluencies: Utterances like ‘oh’, ‘ah’, ‘um’, ‘you know’, ‘ok’ etc. are known as nonfluencies.
(f) Word Stress: Proper word stress is of crucial importance in communication. 

Artificial Communication: It is well known that we react to people on the basis of their
appearance. The use of personal adornment like clothing , accessories, makeup, hairstyle etc.
provides important non verbal cues about one’s age, social and economic status, educational
level, personality etc.
Proxemics: refers to the space that exists between us when we talk or relate to each other as
well the way we organize space around us. We can also call it ‘space language” as the
following four space zones indicate the type of communication and the relationship of the
source and receiver:
Intimate – Physical contact to 18 inches.
Personal – 18 inches to 4 feet.
Social – 4 to 12 feet
Public-12 feet to as far as we can see or hear
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Chronemics or Time language: is the study of how we use time to communicate. The
meaning of time differs around the world. While some are preoccupied with time , others waste
it regularly. 
Haptics: is communication through touch .How we use touch sends important messages
about us. It reveals our perceptions of status, our attitudes and even our needs. 
Silence: The absence of paralinguistic and verbal cues also serves important communicative
functions. ‘Silence is more eloquent than words’ is not a meaningless adage, it contains in it
the essence of generations of experience

13.9 Benefits of Effective Communication
Only through effective communication both inside and outside, an organisation, becomes an
open system interacting with its environment.
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13.10 Barriers to Effective Communication
The purpose of communication is to get your message across to others successfully. This is a
process that involves both the sender of the message and the receiver. 
1.Noise: Noise is the first and foremost barrier to communication. It means “interference that
occurs in a signal and prevents you from hearing sounds properly.” In a factory, 
Some of the sources contributing towards noise factors are as follows:
a.Poor Timing - A last moment communication with deadline may put too much pressure on the
receiver and may result in resentment.
b.Inappropriate Channel - Poor choice of channel of communication can also be contributory to them is understanding of the message.
c.Network Breakdown - Sometime staff may forget to forward a letter or there may be
professional jealousy resulting in closed channel.
d.Lack of Planning: Communication is not a casual affair. Unfortunately many people take it
lightly. The result is that the message to be sent across may not be carefully planned. 
3.Semantic Problems: Semantics is the systematic study of meaning. That is why the problems
arising from expression or transmission of meaning in communication are called semantic
problems. Oral or written communication is based on words. 
4.Cultural Barriers: We live in a culturally diverse world ,and so could encounter individuals
from different races, religions, and nationalities . We have to be specially careful in this regard
as we have to operate in international environment. 
5.Wrong Assumptions: Quite often we act on assumptions, without caring to seek clarification
for them. We should make all possible efforts to maintain our goodwill and not act impulsively
on assumptions. 
6.Socio-Psychological Barriers: The attitudes and opinions, place in society and statusconsciousness arising from one’s position in the hierarchical structure of the organization,
one’s relations with peers, seniors, juniors and family background -all these deeply affect
one’s ability to communicate both as a sender and receiver. 
7.Emotions: Emotions play a very important role in our life. Both encoding and decoding of
messages are influenced by our emotions. A message received when we are emotionally
worked up will have a different meaning for us than when we are calm and composed. Anger
is the worst emotion and enemy of communication.
8.Selective Perception: Perception provides each of us with a unique view of the world – a
view sometimes related to, but not necessarily identical with that held by others. 
9.Filtering: Filtering means that the sender of a message manipulates information in such a
way that it will be seen more favourably by the receiver. 
10.Information Overload: Unchecked inflow of information, very often becomes another barrierto communication. 
11.Poor Retention: As a corollary to the problem mentioned above, it is worth noting that people are also likely to forget messages reaching them. There from arises the necessity to repeat
the message and use more than one medium to communicate the same message.
12.Poor Listening: Poor listening may lead to serious communication problems. Everybody
knows about the importance of listening, but very few actually practice patient, active and
empathic listening. 
13.Goal Conflicts: Very often clashes of the goals of various units and sub-units of an organization lead to communication breakdowns
14.Offensive Style of Communication: It is quite obvious that offensive style of communication leads to communication breakdown If a manager sends a message 
15.Insufficient Period for Adjustment: It is a fact well known to all that people respond to change in different ways. 
16.Loss by Transmission: Communication often suffers or gets diluted when messages pass on
from person to person in a series of transmissions. 
17.Frame of Reference: Frame of reference is another barrier to clear communication. Every
individual has a unique frame of reference formed by a combination of his experiences, education, culture, attitude and many other elements, resulting in biases and different experiences in a communication situation.

13.11 Written Communication
Planning and Composing Business Messages: Effective writing in the workplace is an
essential skill. 
Some of these basic elements are:
1.Know Your Audience: The key to effective business writing is knowing your audience.
2.After you have decided what the message is that you are trying to convey, work on saying it in
concise language. 
3.Punctuation and Grammatical Errors: Many grammatical and/or punctuation errors are due
simply to insufficient proofreading of the document.
4.Some errors stem not from lack of proofreading, but from simple grammatical mistakes.

13.12 Parts of a Business Letter
Listed below are the parts of a business letter :
1. Heading: The heading, also called ‘letterhead’, contains the name of the organization and
its address
2. Reference Number: Every business letters usually carries a reference number to which the
receiver may refer in all future correspondence. 
3. Date: The date of the letter is of crucial importance. It is usually written on the right hand
side, parallel to the reference number as shown below :
4. Inside Address: It contains the name and address of the organisation or the individual to
whom the letter is being sent. 
5. Mode of Address
(a) Addressing individuals
If the letter is being sent to an individual we have to be sure about the prefixing of the
addressee.
(b) Addressing by designation
When a particular person is addressed by designation, ‘Mr.’ or ‘Messrs.’ (in case of a
limited company)is not used:
6. Attention Line: When the writer sends his letter to a particular official in an organisation,
he may use the phrase ‘
7. Salutation: Salutation is the greeting of the addressee. 
8. Subject line: Many writers use subject lines to enable the reader to quickly identify the
subject of correspondence. 
9.Body of the letter: The body of the letter carries its message or content. 
10.Formal close: The formal close of the letter must ‘match’ the salutation 
11. Signature block/slot: There is a fixed space for the signature of the writer 
12.Enclosures (Encl): Very often a letter carries along with it some important papers such as
proof of date of death, copies of certificates and testimonials
13. Postscript: Postscript or P.S. is written if the writer has forgotten to mention something
important in the letter.
14. ‘CC’ or Carbon copy Notation: Often copies of a letter are supposed to be sent to some other people directly or indirectly concerned with the matter/subject. 
15. Reference initials: Many organisations continue to follow the practice of putting typed
initials of the person who dictates the letter and those of the one who types it. 

13.13 Layouts of Letters
Standard formats for business letter are Full-Block, Modified block, and Semi-block. You can
use whichever your company or audience prefers.
1.Full-Block: Each line begins flush with left margin.
	Company letterhead
(Printed Name, address, telephones, fax etc.)
Ref. No.
Date
Name
Inside Address
Attention line
Salutation:
Subjectline ____________________
Xxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxx
xxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxx
Xxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxx
xxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxx
Closing/Subscription
Signature
Signatory’s typed name
Signatory’s position in the company
Company name
Encl
P.S.
C.C.
Ref. Initials



2. Modified Block: Date, closing and signature aligned at the right
	Company letterhead
(Printed Name, address, telephones, fax etc.)
Ref. No. Date
Name
Inside Address
Attention line
Salutation:
Subjectline (optional)
Xxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxx
xxxxxxxx
Xxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxx
xxxxxxxxxxxxxxxxx
Xxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxx
xxxxxxxxxx
Xxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxx.
Closing/Subscription
Signature
Signatory’s typed name
Signatory’s position in the Company
Company name
Encl
P.S.
C.C.
Ref. Initials








3. Semi-block or Indented Form: Each paragraph is indented five spaces as an added signal
for a new paragraph.
	Company letterhead
(Printed Name, address, telephones, fax etc.)

Ref. No.
Date
Name and address of Receiver
Attention line
Salutation
Subject heading-not obligatory, but often used
Xxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxx
xxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxx
Xxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxx
xxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxx.
Xxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxx
xxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxx
Closing/Subscription
Signature
Signatory’s typed name
Signatory’s position in the Company
Company name
Encl
P.S.
C.C.
Ref. Initials



13.14 Planning Business Messages
A. Purpose
 Determine whether the purpose of your message is to inform, persuade, or collaborate.
 Identify the specific behavior you hope to induce in the audience.
 Make sure that your purpose is worthwhile and realistic.
B. Audience
 Determine whether the purpose of your message is to inform, persuade, or collaborate
 Identify the specific behavior you hope to induce in the audience.
 Make sure that your purpose is worthwhile and realistic.
C. Main Idea
 Stimulate your creativity with brainstorming techniques .
 Identify a “hook” that will motivate the audience to respond to your message in the way
you intend.
 Evaluate whether the main idea is realistic given the length limitations imposed on the
message .
 Collect any necessary information
D. Channel and Medium
1. If your purpose is to collaborate, give an informal, relatively unstructured oral
presentation to a small group.
2. If you are celebrating an important public occasion, give a prepared speech to a large
audience.
3. If you need a permanent record, prepare a written message.
a. Send a letter if your message is relatively simple and the audience is outside the
company.
b. Send a memo if your message is relatively simple and the audience is inside the
company.
c. Write a report if your message is objective and complex.
4. If you need to communication quickly, choose electronic communication.
a. Use voice mail if your message is short and clear.
b. Use teleconferencing for informational meetings.
c. Use videotape for sending motivational messages to a large number of people.
d. Use fax machines to overcome time-zone barriers.
e. Use E-mail for speed lower cost, and increased access to other employees.
f. Use computer conferencing to focus attention of ideas instead of status


13.15 Checklist for Composing Business Messages
A. Organization
1. Recognize good organization.
a. Subject and purpose are clear.
b. Information is directly related to subject and purpose.
c. Ideas are grouped and presented logically.
d. All necessary information is included.
2. Achieve good organization through outlining.
a. Decide what to say.
i. Main idea
ii. Major points
iii. Evidence
b. Organize the message to respond to the audience’s probable reaction.
i. Use the direct approach when your audience will be neutral, pleased, interested, or eager.
ii. Use the indirect approach when your audience will be displeased, uninterested, or unwilling.
3. Choose the appropriate organization plan.
a. Short messages
i. Direct request
ii. Routine, good-news, and goodwill message
iii. Bad-news message
iv. Persuasive message
b. Longer messages
i. Informational pattern
ii. Analytical pattern
B. Formulation
1. Compose your first draft.
a. Get ideas down as quickly as you can.
b. Rearrange, delete, and add ideas without losing sight of your purpose.

2. Vary the style to create a tone that suits the occasion.
a. Establish your relationship with your audience.
i. Use the appropriate level of formality.
ii. Avoid being overly familiar, using inappropriate humor, including obvious flattery, sounding preachy, bragging, and trying to be something you’re not.
b. Extend your audience-centered approach by using the “you” attitude.
c. Emphasize the positive aspects of your message.
d. Establish your credibility to gain the audience’s confidences.
e. Make your tone a polite one.
f. Use the style that your company prefers.

14.Interpersonal Communication Skills
14.1 Introduction
"People skills" or interpersonal skills are an essential ingredient for success in any career. These skills create a positive communication climate in which people feel valued.

14.2 Principles of Interpersonal Communication
Interpersonal communication differs from other forms of communication discussed earlier, in
that there are few participants involved; those interacting are in close physical proximity to
each other; there are many sensory channels used, and feedback is immediate.
The following principles are basic to interpersonal communication:
1.Interpersonal communication is inescapable: The very attempt not to communicate
communicates something. 
2.Interpersonal communication is irreversible: A Russian proverb says, "Once a word goes
out of your mouth, you can never swallow it again." You cannot really take back something
once it has been said. The effect will inevitably remain.
3.Interpersonal communication is complicated: No form of communication is simple.
Because of the number of variables involved, even simple requests are extremely complex.
4.Interpersonal communication is contextual: In other words, communication does not
happen in isolation. There is: psychological context, which is who the communicators are
and what they bring to the interaction. 
Relational context, which concerns reactions to each other.
Situational context deals with the “psycho-social-where" one is communicating. 
Environmental context deals with the “physical -where" one is communicating. 
Cultural context includes all the learned behaviours and rules that affect the interaction

14.3 Functions of Interpersonal Communication
Interpersonal communication is important because of the following functions its achieves:
1.Gaining Information: One reason we engage in interpersonal communication is to gain
knowledge about another individual. 
2.Building Understanding: interpersonal communication helps us to understand better what
someone says in a given context. Words can mean very different things depending on how
they are said or in what context. Content Messages refer to the surface level meaning of a
message. Relationship Messages refer to how a message is said. The two are sent
simultaneously, but each affects the meaning assigned to the communication and helps us
understand each other better.
3.Establishing Identity: We also engage in interpersonal communication to establish an
identity based on our relationships and the image we present to others
4.Interpersonal Needs: we also engage in interpersonal communication to express
interpersonal needs. William Schutz has identified three such needs: inclusion, control, and
affection.
• Inclusion is the need to establish identity with others.
• Control is the need to exercise leadership and prove one's abilities.
• Affection is the need to develop relationships with people.
Tips for Improving Interpersonal Skills
Lines of communications must be open between people who rely on one another to get work
done. Poor interpersonal communications skills (which include active listening), result in low
productivity simply because one does not have the tools needed to influence, persuade and
negotiate – all necessary for workplace success.
1) Congruency in communication elements: 
2) Listening Effectively: 


14.4 Active Listening & Critical Thinking
Active Listening: Most of us assume that listening is natural trait, but practically very few of
us listen properly. What we regularly do is - we hear but don’t listen. Hearing is through ears
and listening is by mind. Listening happens when we understand and message as intended
by the sender.

Guidelines for Active Listening
• Look at the person and suspend other things you are doing in order to understanding the
other person's concerns, intentions.
• Be interested in what the person is saying. If you just can't make yourself interested, you
will lose important information, so try taking notes. Doing so will keep you body and mind
active.
• Listen to the tone of voice and inflections; look at gestures and body language - these
may carry an unspoken message.
• Restate what the person said. Restating their meaning is a way for you to make sure you
understand the person clearly.
• Ask questions once in a while to clarify meaning. Doing so will keep you alert. and let
the other person know you have been listening and are interested in getting all the facts
and ramifications.
• Be aware of your own feelings and opinions.
Critical Thinking: Critical thinking is the discipline of rigorously and skillfully using
information, experience, observation and reasoning to guide your decisions, actions and
beliefs. Critical thinking means questioning every step of your thinking process: Have you
considered all the facts? 

To do this effectively, you need to develop skills to:
1.Analyze Cause and Effect: You must be able to separate the motive or reason for an action or
event (the cause) from the result or outcome (the effect).
Classify and Sequence: You must be able to group items or sort them according to similar
characteristics.
2.Compare and Contrast: You must be able to determine how things are similar and how they
are different.
3.Infer: You must be skilled in reasoning and extending logic to come up with plausible options
or outcomes.
4.Evaluate: You must be able to determine sound criteria for making choices and decisions.
5.Observe: You must be skilled in attending to the details of what actually happened.
6.Predict: You must be able to finding and analyze trends, and extend these to make sensible
predictions about the future.
7.Rationalize: You must be able to apply the laws of reason (induction, deduction, analogy) in to
judge an argument and determine its merits.
8.Prioritize: You must be able to determine the importance of an event or situation and put it in
the correct perspective.
9.Summarize: You must be able to distill a brief report of what happened or what you have
learned.
10.Synthesize: You must be able to identify new possible outcome by using pieces of information that you already know.

Qualities of a Critical Thinker: By combining the skills of critical thinking with the appropriate
mindset, you can make better decisions and adopt more effective courses of action. To
develop as a critical thinker one must be motivated to develop the following attributes
1. Open-minded – is willing to accept and explore alternative approaches and ideas.
2. Well-informed – Knows the facts and what is happening on all fronts.
3. Experimental – Think through “what if” scenarios to create probable options and then
test the theories to determine what will work and what won’t.
4. Contextual – Keeps in mind the appropriate context when thinking things through. Apply
factors of analysis that are relevant or appropriate.
5. Reserved in Making Conclusions – Know when a conclusion is “fact” and when it is not.
Only true conclusions support decisions.

14.5 Emotional Intelligence
Every day, emotions shape the path of our lives and influence our decision-making. 
“Emotional Intelligence" refers to the capacity to recognize your own feelings and those of
others, for motivating yourself, and for managing emotions well in yourself and in your
relationships. "It describes abilities distinct from, but complementary to, academic intelligence,
the purely cognitive capabilities measured by IQ. Many people who are book smart but lack
emotional intelligence end up working for people who have lower IQs than they but who excel
in emotional intelligence skills.
relationships smoothly as Aristotle put it, the rare skill “to be angry with the right person, in the
right way.” 





14.6 Competencies Associated with Emotional Intelligence
I - Personal Competence – How You Manage Yourself
Self-Awareness
 Emotional self-awareness: Reading your own emotions and recognizing their impact; using ‘gut sense’ to guide decisions
 Accurate self-assessment: Knowing your strengths and weaknesses
 Self-confidence: A sound sense of your self-worth and capabilities
 Self-Management
 Emotional self-control: Keeping disruptive emotions and impulses under control
 Transparency: Displaying honesty and integrity; trustworthiness
 Adaptability: Flexibility in adapting to changing situations or overcoming obstacles
 Achievement: The drive to improve performance to meet inner standards of excellence
 Initiative: Readiness to act and seize opportunities
 Optimism: Seeing the upside in events

II – Social Competence – How You Manage Relationships
Social Awareness
 Empathy: Sensing other’s emotions, understanding their perspective and taking active interest in their concerns
 Organizational awareness: Reading the currents, decision networks, and politics at the organizational level
 Service: Recognizing and meeting follower, client, or customer needs
Relationship Management
 Inspirational leadership: Guiding and motivating with a compelling vision
 Influence: Wielding a range of tactics for persuasion
 Developing others: Bolstering others’ abilities through coaching, feedback and guidance
 Change catalyst: Initiating, managing, and leading in a new direction
 Conflict management: resolving disagreements
 Building bonds: Cultivating and maintaining a web of relationships
 Teamwork and collaboration: Cooperation and team building
According to John Kotter of Harvard Business School, ‘because of the furious pace of change in business today, difficult to manage relationships sabotage more business than anything else.


15.Group Dynamics

15.1 What is a Group?
A group is a collection of people. The fact that a number of people are present in a particular
space does not mean that a group exists.

A group can thus be defined as an “aggregate of people, from two up to an unspecified
but not too large a number, who associate together in face-to-face relationships over a
period of time.”


Mainly two types of groups are present in organizations: Formal Groups created by deliberate
sanction of management to meet certain official requirement and Informal Groups that are
created because of the operation of the social and psychological factors at the work place.

15.2 Characteristics of Groups
1.Group goals – every group establishes its own group goals, which provide motivation for their existence.
2.Group structure – is based on the roles to be performed and member positions.
3.Group Patterns of communication – is the pattern of message flow in a group.
4.Group Norms – are the informed rules of interaction in a group.
5.Group climate – is the emotional atmosphere of a group based on
(1) Bonding and trust among members
(2) Participative spirit
(3) Openness
(4) High performance goals.

15.3 Group Dynamics
Groups are the basic building blocks of organizations. It is now very common for groups of
employees to make decisions to solve difficult problems that were once the domain of
authoritarian executives.

Given below are the characteristics of group personality.
(a) Spirit of Conformity: Individual members soon come to realize that in order to gain
recognition, admiration and respect from others they have to achieve a spirit of conformity.
(b) Respect for group values: Any working group is likely to maintain certain values and
ideals which make it different from others. 
(c) Resistance to change: It has been observed that a group generally does not take kindly
to social changes. 
(d) Group prejudice: Just as hardly any individual is free from prejudice, groups have their
own clearly evident prejudices. 
(e) Collective power: It need not be said that groups are always more powerful than
individuals, how so ever influential the individual may be. 

The group as a whole always rules. The odd man out is always at a disadvantage.

15.4 Types of Groups in Organisations
1. Self directed teams – autonomous and self regulated groups of employees empowered to
make decisions.
2. Quality Circles – Quality Circle has been defined “as a group of workers from the same area who usually meet for an hour each week to discuss their quality problems, investigate causes, recommend solutions and take corrective actions when authority is in their purview. 
3. Committees – are of various types (a) Standing Committee which are permanent in nature
and highly empowered. (b) An advisory Committee comprises of experts in particular fields (c)
An adhoc committee is setup for a particular purpose. 
4. Task Force – Task force is like Committee but it is usually temporary. Task force has wide
power to take action and properly fix responsibility for investigation, results and proper
implementation of decisions. 


15.5 Team Roles
Whether the task is to write reports, give oral presentations, produce a product, solve a
problem, or investigate an opportunity, team members must communicate effectively among
themselves and with people outside their team.

Team Roles: Members of a team can play various roles, which fall into three categories:.
Members who assume self oriented roles are motivated mainly to fulfill personal needs, so
they tend to be less productive than other members. 
They are willing to exchange information, examine issues, and work through conflicts that arise and assume team-maintenance roles, to help everyone work well together, and those members who assume task-facilitating roles, to help solve problems or make decisions.

Leadership: Groups need effective leadership to achieve their goals. They help establish a
cooperative climate that encourages group interaction, helps the discussion to follow smoothly
and keep the planned agenda on track. It is the role of the leader to steer the discussion like a
ship through troubled waters. Hence a leader is indispensable for a group discussion.

Groupthink: Conformity, carried to its extreme, leads to groupthink. Groupthink is the
tendency of group members to seek agreement solely for agreement's sake. A group gripped
by groupthink fails to be creative, explore alternative solutions, problems, or concerns in an
effort to present a united or cohesive front to outsiders.


15.6 Handling Group Conflicts
1.Conflict is a part of almost every interpersonal relationship. Managing conflict, then, is
important if the relationship is to be long-lasting and rewarding. Conflict is a greatly
misunderstood facet of group communication. Many group leaders avoid conflict because they
think it detracts from a group's purpose and goals.

2.A conflict does not signal that a meeting is disorderly, raucous, or rude. It is a sign that people
are actively discussing issues. If a group does not exhibit conflict by debating ideas or
questioning others, there is very little reason for it to exist.

3.Conflict has been defined as "an expressed struggle between at least two interdependent parties who perceive incompatible goals, scarce resources, and interference from the other party in achieving their goals".
1.First, the parties will simply avoid the conflict. This can be damaging, because it can lead to greater problems in the future. It is usually best that the individuals discuss their differences. 
2.Second, individuals involved in conflict may blame the other individual. Often, individuals go beyond the specific behaviour in question and blame the character of the person. 
3.Third, a final problem that is often encountered in conflict management is adopting a win-lose mentality.


The climate in which conflict is managed is important. It is essential to plan communications to
foster a supportive climate, marked by emphasis on
• Presenting ideas or opinions.
• Problem orientation- focusing attention on the task.
• Spontaneity-communicating openly and honestly.
• Empathy: understanding another person's thoughts.
• Equality- asking for opinions.
• A willingness to listen to the ideas of others.
If successfully managed conflict can be constructive and can strengthen relationships.

15.7 Consensus Building
Consensus means overwhelming agreement. Most consensus building efforts set out to
achieve unanimity.. The key indicator of whether or not a consensus has been reached is that
everyone agrees with the final proposal and, it is important that consensus be the product of a
good-faith effort to meet the interests of all stakeholders.

Once the process has begun, mediators (and facilitators) try to assist the parties in
their efforts to generate a creative resolution of differences.
1.Problem-solving orientation- It is important to be constructive and maintain a problem solving
orientation, 
2. Engage in active listening-Participants in every consensus building process should be
encouraged  to engage in what is known as active listening .
3. Disagree without being disagreeable-Participants in every consensus building process
should be instructed to "disagree without being disagreeable."
4.Strive for the greatest degree of transparency possible-To the greatest extent possible,
consensus building processes should be transparent. 
5. Strive to invent options for mutual gain-The goals of a consensus building process ought
to be to create as much value as possible.

15.8 Negotiation and Bargaining
Negotiation occurs when two or more parties-either individuals or groups discuss specific
proposals in order to find a mutually acceptable agreement.
Negotiations can be approached in four ways. Each of these approaches produces a different
outcome.
1.Win-Lose Orientation : This is the approach taken by competitive communicators. The win-lose orientation is based on the assumption that only one side can reach its goals and that any victory by that party will be matched by the other's loss
2.Lose-Lose Orientation: With a lose-lose orientation, a conflict plays out in a way that damages both parties to such a degree that everyone feels like a loser. Nobody starts out seeking a lose-lose outcome, of course; 
3.Compromise: Sometimes it seems better to compromise than to fight battles in a competitive
manner and risk a lose-lose outcome. There are cases in which compromise is the best obtainable outcome-usually when disputed resources are limited or scarce
4.Win-Win Orientatio: A win-win approach differs significantly from the preceding negotiating styles. It is a collaborative approach to negotiation and assumes that solutions can be reached that satisfy the needs of all parties Most important.

15.9 Basic Rules of Negotiation
1. Analyze the interest of the parties: This is important to understand the perceptions, the
style of negotiation, and the interests and principles of the counterparts, as well as one's own.
2. Plan the negotiation, and determine:
o What are the expectations from the negotiation?
o What are the terms of the negotiation?
o What are the non negotiable terms and what can be modified?
o What is the minimum that an agreement can be reached on?
o What is the negotiation strategy?
o What are the most important interests of the other parties?
o How does one interact with or manage people?
3. Select the appropriate negotiation technique from among the following:
1.Spiraling agreements: Begin by reaching a minimum agreement even though it is
not related to the objectives, and build, bit by bit, on this first agreement.
2.Changing of position: Formulate the proposals in different  without changing the final result.
3.Gathering information: Ask for information from the other party to clarify their position.
o Making the cake bigger: Offer alternatives that may be agreeable to the other
party, without changing the terms.
o Commitments: Formalize agreements orally and in writing before ending the
negotiation.
4. Negotiate: Be sensitive and quick to adapt to changing situations, but do not lose sight
of the objective. Some aspects that could interfere with the negotiation are:
o Personal positions and interests
o Psychological and emotional aspects of the persons 
o Difficulties in communication 

15.10 The Negotiation Process:
Seven steps can be identified in the process of negotiation from start to the completion of the
process. 
These seven steps of the negotiation are:
1) Preparing: A negotiation is an unpredictable path – one will come across unforeseen and
unanticipated situations. Hence one needs to be well prepared. Preparations has two broad aims–
• Clarity of objective and the boundaries within which to negotiate
• Collection and collating data that might come handy later. It is useful to create a checklist
for preparation as some items will need to be considered before the negotiation
2) Arguing: This is the first stage of the actual negotiation process, where the two parties are
engaged in the process of building a case for their respective stands. The aim of this process
is to forcefully inform the other party of the logic & strength of ones stand.
3) Signaling: This phase occurs during the arguing process and usually after some amount of
arguing . The two parties are aware of the deadlock and are in a mood to break the deadlock
when signaling would occur.

4) Proposing: This phase is a decisive one. It is the culmination of arguments when based on
some signals one proposes for a possible solution.
5) Packaging: We can think of packaging as considering various proposals that appeared
and collating an overall suggested solution for consideration of the other party. We can think
of this process comprising of
• Identifying opponent’s inhibitions, objectives, priorities.
• Review opponent’s and own objectives by doing a fresh L-I-M (Like-Intend-Must) analysis.
• Is there enough movement indicated to produce a package.
• How can you address your package to meet some/all of your opponent’s inhibitions?
• What concessions are you looking for? 
• What negotiating room do you have in you current position?
• Which concessions are you going to signal in the package?
• What do you want in return?
• How equitable is the concession rate?
• Draw up list of conditions and place them in front of the package.
• Have all the possible variables in the package been considered.
6) Bargaining: That’s what negotiating looks like to a third person as a spectator.
• Everything must be conditional. Consider this almost a firm rule – without exceptions.
• Decide what we require in exchange for the concessions.
• List and place that at the front of our presentation.
• Signal what is possible if, and only if, the opponent agree to your conditions.
• If the signal is reciprocated present proposals, restating conditions.
• Keep all the unsettled issues linked and trade-off a move on one for a new condition.
• Be ready to bring back into contention any previously ‘settled’ issues.

7) Closing and Agreeing: This is the final phase where the deal gets finalized and sealed.
Closing means ending the bargaining and reaching a stage where we push the opponent to
make a decisions on agreeing or otherwise.

15.11 Influencing and Persuasion Skills
Many situations arise where you need to influence the behaviour or attitudes of managers,
superiors, colleagues, customers, clients, suppliers and subordinates.

You have to rely on influencing others through assertiveness, negotiation and empowering skills.  the other ways are-
1.Command (“You have to do this.”) or
2.Manipulation (“If you do not do this, I will lose my job.”)
1.Influence is much wider in depth and dimension. It is :
• A process not an action
• A set of skills-including body language, listening, building rapport, planning, probing 
• A set of attitudes –including confidence, trust, patience and belief in win-win outcomes
• It is getting people to do things because they want to.
• It requires one to be other focused rather than self focused
• It enables proactive leadership
2.Persuasion is one dimension of influence. It is a direct communication when benefits are
stated in a reasoned arguments and competent views dealt with in a respectful manner. The
two principles of persuasion are
• Honour and Respect: These are communicated in various ways-You can respect people’s
time by being sensitive about the timing of your communication.
• Understanding the other person’s Frame of Reference: Each of us have a unique personality but one can get to know a great deal about the other person by approaching things from their point of reference, asking questions and listening.
The first problem one faces while communicating is getting someone’s undivided attention. They
are probably thinking about something else when you want to communicate with them. 
3.The third technique is by using something called ‘emotional word pictures’ (EWPs)
1. The first is: the desire for gain.
2.The other is: fear of loss. In any communication you must examine your argument and analyse which desires or fears you are appealing .


16.Communication Ethics

16.1 Significance of Ethical Communication
Ethics are those moral principles, which guide the conduct of individuals’ and ethical
behaviour in the context of an organization implies such decisions which are taken after giving
due thought to their impact on the stakeholder and society as a whole:
The word ethics encompasses the entire spectrum of human conduct viz.
1. Colleagues,
2. Staff and workers,
3. Shareholders,
4. Customers,
5. The community,
6. The government,
7. The environment and even,
8. The nation, and its interest.


while unethical communication threatens the quality of all communication and consequently the well-being of individuals and the society in which we live.
An ethical communication:
• includes all relevant information,
• is true in every sense and is not deceptive in any way.
• accurate and sincere. Avoids language that manipulates,, discriminates or exaggerates.
• does not hide negative information behind an optimistic attitude .
• does not state opinions as facts,
• portrays graphic data fairly.

16.2 Factors Influencing Ethical Communication:
1. Every Communication Decision has some Ethical Aspect to it, Acknowledged or Not.
There are countless complexities involved in the communication process, but communicators
initially face three simple choices: to speak, to listen, or to remain silent. Each choice implies
an ethical decision.
2. The Ethical Nature of Communication must be Considered within the Context of Who, What,
When, and Where.
Suppose fellow employees discussed a project they were working on. This may seem perfectly
ethical on the surface. After all, such discussions actually foster effective interdepartmental
relationships; a worthy goal indeed.

16.3 Organization Values and Communication Ethics
A key element in any communication activity is the values of the organization. Values are the
principles and ideas that people or organizations strongly believe in and consider important.

One can get a good idea about the values of an organization by examining its vision and mission statement. These statements are short descriptions of the purpose of organizations and the directions they try to take to achieve success.

16.4 Ethical Dilemmas In Communication
Some of the ethical dilemmas faced while communicating are:
• Secrecy: Secrets are kept for both honourable and dishonourable reasons; may be used
to guard intimacy or to invade it. 
• Whistle-blowing: Any employee who goes public with information about corporate abuses
or negligence is known as a whistle-blower. 
• Leaks: A leak is like anonymous whistle- blowing; one distinction being the propriety of
the leak; namely, that the person who leaks information cannot be cross-examined. 
• Rumour and gossip: Rumours and gossip seem to be an inevitable part of everyday
corporate life. Even though rumours and gossip often travel through the same networks,
there is a distinction between the terms. 
• Lying: A lie is a false statement intended to deceive. Of all the ethical dilemmas
discussed thus far, lying would appear to be the least morally perplexing. 
• Euphemisms: By definition, a euphemism is using a less offensive expression instead of
one that might cause distress. 
• Ambiguity: Ambiguity, like secrecy, can be used for ethical or unethical purposes
Language itself is made up of various words that carry values. 

16.5 Guidelines to handle Communication Ethics Dilemmas
Although some ethical dilemmas are more easily solved than others.
1.Legal Considerations: One place to look for guidance is the law. If saying or writing
something is clearly illegal, you have no dilemma: You obey the law
2.Moral Considerations: Although legal considerations will resolve some ethical questions, one has often had to rely on your own judgment and principles. 
3.Maintain Candour -Candour refers to truthfulness, honesty, and frankness in your
communication with other people. 
4.Keep Messages Accurate - When you are relaying information from one source to another,
communicate the original message as accurately as possible. 
5.Avoid Deception - Ethical communicators are always vigilant in their quest to avoid deception
fabrication, intentional distortion, or withholding of information-in their communication.
6.Behave Consistently - One of the most prevalent yet noticeable areas of unethical behaviour
is communicating one thing and doing another. 
7.Keep Confidences - When someone tells you something and expects you not to divulge that
information to others, a sacred trust has been placed on you.
8.Ensure Timeliness of Communication- The timing of messages can be critical. 
9.Confront Unethical Behavior-To maintain a consistent ethical viewpoint, you must confront
unethical behavior when you observe it. 

16.6 NCA’s Credo for Ethical Communication
	The National Communication Association (NCA) states: "ethical communication enhances
human worth and dignity by fostering truthfulness, fairness, responsibility, personal
integrity, and respect for self and other
 Truthfulness, accuracy, honesty, and reason are essential to the integrity of communication.
 Endorse freedom of expression, diversity of perspective, and tolerance of dissent to
achieve the informed and responsible decision making fundamental to a civil society.
 Strive to understand and respect other communicators before evaluating and responding to their messages.
 Access to communication resources and opportunities are necessary to fulfill human
potential and contribute to the well being of families, communities, and society.
 Promote communication climates of caring and mutual understanding that respect the
unique needs and characteristics of individual communicators.
 Condemn communication that degrades individuals and humanity through distortion,
intolerance, intimidation, coercion, hatred, and violence.
 Commit to the courageous expression of personal convictions in pursuit of fairness and justice.
 Advocate sharing information, opinions, and feelings when facing significant choices
while also respecting privacy and confidentiality.
 Unethical communication threatens the quality of all communication and consequently
the well being of individuals and the society in which we live.
 Accept responsibility for the short- and long-term consequences for our own
communication and expect the same of others.




16.7 The Advantage of Ethical Communication
1.Ethical communication promotes long-term business success and profit. However, improving
profits isn't reason enough to be ethical; as soon as the cost of being ethical outweighed the
benefits, ethical choices would no longer be possible. Surveys report that all employees want
to work for organizations with high ethical standards.
2.Competent people are likely to search for organizations that. maintain high ethical standards.
When competent people migrate toward ethical firms, everyone benefits because both
competence and ethics are perpetuated.
3.New digital media technologies are having greater impact on news management and the monitoring and evaluation of corporate identity, corporate advertising, organizational reputation and overall performance.



17.Communicating Corporate Culture, Change and Innovative Spirits
17.1 What is Corporate Culture?
At its most basic, Corporate Culture is described as the personality of an organization, or
simply as “how things are done around here.” It guides how employees think, act, and feel.

Corporate culture is a broad term used to define the unique personality or character of an
organization, and includes such elements as core values and beliefs, corporate ethics, and
rules of behaviour norms that are shared by people and groups in an organization and that
control the way they interact with each other and with stakeholders outside the organization.

Strong / Weak Cultures: A strong culture is said to exist where the staff’s response to change
and innovation is high because of their alignment to organizational values- people do things
because they believe it is the right thing to do. Conversely, there is Weak Culture where there
is little alignment with organizational values, and control must be exercised through extensive
procedures and bureaucracy.


17.2 Elements of Culture
A number of elements that can be used to describe or influence Organizational Culture:
• The Paradigm: What the organization is about; what it does; its mission; its values.
• Control Systems: The processes in place to monitor what is going on.
• Organizational Structures: Reporting lines, hierarchies, and the way that work flows
through the business.
• Power Structures: Who makes the decisions and how power is distributed across the
organization.
• Symbols: These include the logos and designs, but would extend to symbols of power,
such as car parking spaces and executive washrooms!
• Rituals and Routines: Management meetings, board reports and so on may become
more habitual than necessary.
• Stories and Myths: build up about people and events, and convey a message about what
is valued within the organization.
Communicating the corporate culture effectively is paramount. E.g. at General Electric (GE)


17.3 Change
 Why is organization-wide change difficult to accomplish?
Typically, there are strong resistances to change. People are afraid of the unknown. Many
people think things are fine and don't understand the need for change. Many are inherently
cynical about change. Many doubt there are effective means to accomplish major
organizational change. Often, there are conflicting goals in the organization, e.g., to increase
resources to accomplish the change yet concurrently cut costs to remain viable. Organization wide change often goes against the very values held dear by members in the organization,
that is, the change may go against how members believe things should be done.



17.4 Resistance to Change
No matter whether a change is of major proportions or is objectively rather small, the change
manager must anticipate that people 

Reasons Why People Resent or Resist Change
1. One major reason why people resist change is the potential for loss on a personal level.
change processes are:
• Security
• Friends and contacts
• Money
• Freedom
• Pride and satisfaction
• Responsibility
• Authority
• Good working conditions
• Status

2. While a feeling of threat is a primary reason why people resist change, there are other
factors that can mobilize people into resisting any changes from a status quo. These include:
• Change not needed - status quo is working fine
• Proposed change does more harm than good
• Lack of respect for person responsible for the change
• 0bjectionable way of implementing the change
• Negative attitude towards the organization before the change
• no opportunity to have input into change
• change perceived as implying personal criticism
• Change simply adds more work and confusion.
• Change requires more effort than to keep status quo
• Bad timing of the change
• A desire to challenge authority
• Hearing about the change secondhand

3. The uncertainty principle: This states that when people are faced with ambiguous or
uncertain situations,
Reasons for Acceptance of Change: Resistance to change takes many forms. The more
obvious forms consist of active resistance, where people will object, or refuse to cooperate
with the change.
1. Personal Gain: People will be more likely to accept change when they see the possibility
that they will gain in some of the following areas:
• Increased Security
• Money
• More Authority
• Status/Prestige
• Better Working Conditions
• Self-Satisfaction
• Better Personal Contacts
• Less Time And Effort
2. Other Factors:
• Provides A New Challenge
• Likes/Respects The Source
• Likes The Way Change Is Being Communicated
• Reduces Boredom
• Provides Opportunity For Input
• Improves Future
• Perception That The Change Is Necessary

17.5 Communication and Change
Successful change must involve top management, including the board and chief executive.
Usually there is a champion who takes the initiative to change by being visionary, persuasive
and consistent. A change agent’s role is usually responsible to translate the vision to a
realistic plan and carry out the plan. Change is usually best carried out as a team-wide effort.

Poor communication around change issues can:
1. Destroy commitment to an organization
2. Irrevocably damage employee morale
3. Generate huge resistance to change
4. Result in hostility.
5. Lead to performance problems
Communication can be simply described as ‘Creating Understanding’. In periods of change (as
in "normal" times), the manager must not only pass information to employees,

Who, What, When, How?
There are four decisions that managers must make around communication in change
situations:
1. TO WHOM
2. WHAT
3. WHEN
4. HOW
1.To whom: It is far better for the manager to err on the generous side of communication than
on the skimpy. Some managers have a tendency to communicate change on what is termed a
"need to know" basis.

2.What: In changed situations, it is good to communicate as much information about the change
as is available. While this sounds simple, sometimes judgment will have to be exercised
regarding confidential information, and information, which is based on speculation or rumour.

3.When: In general, communicate as early as possible about change, but do not assume that
once you have done this that the job is over. Communication should occur in anticipation of
change, during the implementation, and after to assess its value to employees.

4.How: Should one use oral or written communication? Below are some guidelines for making
this decision.
Oral face-to-face when:
1. Receiver is not particularly interested in getting the message. 
2. It is important to get feedback. 
3. Emotions are high. 
4. Receiver is too busy or preoccupied to read
5. If criticism of receiver is involved, oral provides more opportunity to accomplish this
without arousing resentment. 
6. Sender wants to persuade or convince. 
7. Oral is more natural. 
8. Discussion is needed. 
9. Receiver cannot read language of the sender. 

Use written communication when:
1. Sender wants a record for future references.
2. Receiver will be referring to it later.
3. Message is complex and requires study by receiver.
4. Message includes a step-by-step procedure.


17.6 Spurring the Innovative Spirits
Innovation – the Key to Success and Survival: Companies that continuously innovate will
create and re-invent new markets, products, services, and business models – which lead to
more growth. Leaders of successful, high-growth companies understand that innovation is
what drives growth, and innovation is achieved by remarkable people with a shared passion
for problem solving and for turning ideas into realities through perseverance and a positive
attitude.

17.7 Building Innovation Enabled Organization
There are specific elements that help a company to be more innovative. It is a blend of
culture, methodologies, infrastructure, and work practices. A sustainable innovation
organization should have:
• Vision and strategy for innovation
• Culture supporting innovation
• Processes, practices and systems supporting innovation
• Top management team leading innovation
• Effective Cross-functional teams
• Empowered employees driving innovation.
• Finding the Right Balance Between Bureaucracy and Chaos


“Groupthink” is defined as a mode of thinking that people engage when they are deeply involved in a cohesive group, where members’ strivings for unanimity override their motivation to realistically appraise alternative of action.”



The key elements in the innovation framework are:
Accessibility: The major organizational challenge is to make everyone, particularly the workers, active participants in the work process. The innovative enterprise ensures everyone is accessible to each other at all levels within the organization.

Recognize and Reward Innovation: One of the more radical steps an organization or manager
can take is to make innovation a requirement of the job. The formal evaluation system also plays an important role. Companies reward activities they value.

Develop Company Programs That Encourage Innovation: Some companies, such as IBM,
allow their employees to take sabbaticals to work in a new environment or teach in a college. By
placing employees in different environments, they can meet new people, come across new ideas, and, hopefully, generate their own novel approaches.

Foster Informal Communication: The paperwork involved in proposing or even pursuing a
project can be a major roadblock to innovation. Employees often feel stifled when asked to
fully justify ideas; they may be working on a hunch.

Information: The right kind of information is called innoinformation. This type of information is critical to the vitality of the enterprise. Innoinformation consists of the plans, vision, goals, and
all the new ideas affecting the enterprise. The innovative enterprise is looking forward,

Framework: The innovative enterprise must constantly adapt, create and innovate.
Information and communication are the wind that sails the innovative enterprise toward its
destination. Information and communication pose difficult challenges for most businesses.

[image: ]

The best thing to do to guarantee growth is to build a sustainable innovation organization
around the following components:
1. Vision and strategy for innovation
2. Culture supporting innovation
3. Processes, practices and systems supporting innovation
4. Top management team leading innovation
5. Cross-functional teams mapping innovation road
6. Empowered employees driving innovation.
7. Finding the Right Balance Between Bureaucracy and Chaos
Finding the Right Balance Between Bureaucracy and Chaos
Successful organizations must balance bureaucratic processes at one extreme with the fluid
creative chaos of relationships, interests and transactions, which enable it to be innovative
and alive, at the other.
• Eliminate politics, by giving everybody the same message.
• Keep a flat organization in which all issues are discussed openly.
• Insist on clear and direct communication.
• Prevent competing missions or objectives
• Eliminate rivalry between different parts of the organization
• Empower teams to do their own things


18.Communication In Business Environment
18.1 Specimen of Notice:-
1.Ordinary Business:
2.Special business:

18.2 Specimen of Minutes of Annual General Meeting
Third annual general meeting held at
Place…………
Date………….
Time…………
Present
1. Notice
2. Directors’ Report and Accounts.
3. Auditors’ Report
4. Adoption of Directors’ Report, etc.
5. Dividend
6. Directors
7. Auditors
The meeting closed with a vote of thanks to the Chair.
Dated …………………..2006.
Chairman


18.3 Specimen of Chairman’s Speech

18.4 Press Releases
The term press release in its narrower sense is used for releases covering news. The press
release contains worthwhile material which has some news value.
The introduction or lead should be in a summary format as it is a news story. The relative
value of the various ingredients of the subjects in the press release is weighted and evaluated
and the most pertinent of them are included in the lead.
The releases should have a consistent format. Generally, the name of the organization from where the release emanates is given on the top.
The press releases covering news in the case of the government are mainly of our types –
press communiqués, press notes, handouts, and unofficial stories or unofficial hand-outs.
1.The press communiqués are issued when some important government decisions or
announcements are made such as cabinet appointments, conclusion of the foreign dignitaries’
visits, international agreement, etc.
2.The second category of press releases are press notes. They are less formal in character.
They are issued on important matters, e.g., raising or lowering of tariff rates, etc. 
3.The third category are hand-outs. They are issued on a variety of subjects and on day-to-day
activities of the ministry/department, VIP speeches, questions and answers in parliament, etc.
The hand-out is a less formal type of release and not issued under the government’s formal authority.
The speech when released to the press in the form of handout is summarized and properly
edited. Formal introduce and concluding remarks are omitted and redundant and repetitive
material taken out.
4.Unofficial hand-outs are issued on a subject where the government would not like to assume
official responsibility in the matter but feels that there may be positive advantages in making
information public unofficially.

18.5 Corporate Announcements by Stock Exchanges
1. The Sirpur Paper Mills Ltd has informed the Exchange that the production on all
machines and normal functioning at the mill at Sirpur Kaghaznagar, has re-started on
August 06, 2006. Insurance claim has been lodged with necessary authorities.
2. Rama Newsprint And Papers Ltd has informed the Exchange that ICICI Bank Ltd (ICICI)
has withdrawn nomination of Shri Nagesh Pinge as its Nominee Director on the Board of
Directors of the Company w.e.f. August 2,2006 and has appointed Ms. Neeta Mukerji as
its Nominee Director on the Board of the Company w.e.f. August 2,2006.
3. Satyam Computer Services Ltd has informed the Exchange regarding a press release
dated August 07, 2006, titled "Satyam Partners with Planview, Inc.". The details of the
press release shall be available on the NSE website (http://www.nseindia.com) under:
Corporates > Latest Announcements and on the Extranet Server (/Common/Corporate
Announcements
4. Wipro Ltd has informed the Exchange that the Board of Directors vide their Circular
resolution effective August 04, 2006 resolved to issue and allot 29520 equity shares of
Rs.2/- each pursuant to exercise of the stock options by the eligible employees under the
Wipro Employee Stock Options Plans i.e., WESOP 1999 and WESOP 2000.

19.Basic Understanding of Legal Deeds and Documents
Legal drafting is of great importance to a person for entering into various types of agreements
with different parties and in executing various types of documents in favour of the other.
This Legal drafting is a technical writing used by lawyers, judges, legislators and others in law
to express legal analysis and legal rights, privileges, functions, status and duties.
Drafting is of importance for the three reasons:
(i) For obtaining legal consultations
(ii) For carrying out documentation
(iii) For interpretation of the documents
Legal Drafting have been catagorised into three forms-
Document : Generally understood, a document is a paper or other material thing giving
information, proof or evidence of anything. The Law defines ‘document’ in a more technical
form. For example, Section 3 of the Indian Evidence Act, 1872 states that ‘document’ means
any matter expressed or described upon any substance by means of letters, figures or marks
or by more than one of those means, intended to be used, or which may be used, for the
purpose of recording that matter.

Instrument : In common parlance, ‘instrument’ means a formal legal document, which creates
or confirms a right or records a fact. It is a formal writing of any kind, such as an agreement
deed, charter or record, drawn up and executed in a technical form. It also means a formal
legal document having legal effect, either as creating liability or as affording evidence of it.
Section 2(14) of the Indian Stamp Act, 1899 states that ‘instrument’ includes every document

Deed : The Legal Glossary defined ‘deed’ instrument in writing (or other legible representation
or words on parchment or paper) purporting to effect some legal disposition. Simply stated
deeds are instruments though all instruments may not be deeds.

19.1 Partnership Deed
Partnership deed is a written instrument laying down the constitution of the Partnership firm as
per the law of partnership in India, which is governed by the Indian Partnership At,1932. The
Act lays down the provision relating to the right, duties and liabilities of a partners, relations
with the partners and with the third parties, registration and dissolution of the partnership firm.
follows
that a partnership consists of three essential elements:
(i) It must be a result of an agreement between two or more persons.
(ii) The agreement must be to share the profits of the business.

Components of the legal deeds and documents: A deed is divided into different
paragraphs. Each paragraph deals with relevant and related information in simple and
intelligible language. If a particular part is not applicable in a particular case that part is
omitted from the document. The important components in general are as following:
• Heading of the document
• Date and place of execution of the document
• Names & description of Parties
• Recitals
• Terms and condition
• Special rules
• Jurisdiction
• Signature of the parties
• Signature of the witnesses
The Deed must be executed on a stamp paper of prescribed value. The copy of the deed must
be sent to the Registrar of Partnership Firms along with the prescribed form duly completed
for issue of ACKNOWLEDGEMENT of firm. All subsequent changes must be notified to the
Registrar.


19.2 Power of Attorney
The law relating to power of attorney falls within the law of agency. A power of attorney is a written
instrument empowering a specified person or persons to act for and in the name of person executing
it. The instruments of power of attorney are classified into the following two categories:
Specific Power of Attorney: A specific power of attorney is given for a particular specific act, for
instance, for appearance before Tax authorities or before Registrar of Companies for presenting
documents for incorporation of a company or before a Sub-Registrar for registration of documents etc.

General Power of Attorney
(a) Covering all the acts relating to the execution of the deed. Presenting the same for
registration, admitting execution thereof etc. can be executed and attested before a
Notary Public or a First Class Magistrate
(b) Such a General Power of Attorney can be registered also.
(c) When an irrevocable power of attorney, having the element of agency coupled with
interest covered under section 202 of the Indian Contract Act, 1872, is registered with
the registration authorities, the stamp duty payable is as that of a sale/conveyance.
(d) Such a registered General Power of Attorney as mentioned in (c) above is not entered in
Book -I and there is no public notice regarding the same. The same will not be reflected
in the encumbrance certificate also.

19.3 Lease Deed
A lease is a defined under Section 105 of the Transfer of Property Act,1882 as transfer of
enjoyment of immovable property by one person called the lesser to another person called the
lessee in consideration of a premium which means a price paid or promised or rent which may
be periodical payment of money, share of crops or rendering of services.



19.4 Affidavit
An affidavit is a written statement used mainly to support certain applications and in some
circumstances as evidence in court proceedings. A person who makes the affidavit is called
the Deponent and must swear or affirm that the contents are true before a person who has the
authority to administer oaths in respects of the particular kind of affidavit.

19.5 Indemnity Bond
A contract of indemnity as defined under Section 124 of the Indian Contract Act, 1872 is a
contract by which one party promises to safe the other from loss cost to him by the contract of
the promissory himself or by the contract of any other person. A person who gives the
indemnity is called indemnifier and a person for whom protection is given is called the
indemnity holder.

19.6 Gift Deed
The law relating to gifts is provided for in the Transfer of Property Act, 1882 and the Indian
Succession Act, 1925. Gift is defined as the transfer of certain movable or immovable property
made voluntarily and without consideration by one person called the donor to another called
the donee and accepted by or on behalf of the donee.

A Gift Deed requires compulsory attestation by witness. Section 123 of theTransfer of Property
Act,1882 spells out the requirement.

For the purpose of making a gift of immovable property, the transfer must be effected by a
registered instrument signed by or on behalf of the donor, and attested by at least two
witnesses.


19.7 Company – Memorandum and Articles of Association
A company is incorporated by means of a Memorandum of Association and Articles of
Association registered with the Registrar of Companies who will issue on registration a
certificate of incorporation (Specimen form is given below)
Memorandum of Association
1. Section 14
Memorandum of Association of a Company shall be in such one of the forms in Tables B,
2. Section 15 Priting and signature
3. Section 26 Articles of Association There may in the case of Public Company limited by
shares, and there shall in the case of an unlimited Company or a company limited by
guarantee or a private company limited by shares, be registered with the Memorandum,
Articles of Association signed by the subscribers of the memorandum prescribing the
regulations, relations for the company.

19.8 Annual Report of a Company
Section 219(1) of the Companies Act, 1956 requires that a copy of every balance sheet
(including the profit and loss account, auditor’s report, directors’ report, directors’ report and
every other document required to be annexed or attached thereto) which is to be laid before
the annual general of the company shall be sent, not less than 21 days before the meeting, to
every member of the company”.

Content of Annual Report
• Company information
• Organization structure
• Leadership team
• Technology
• International operations
• Corporate social responsibility
• Directors’ report
• Independent and consolidated financials – 10 & 5 years highlights
• Graphs – Independent financials
• Managements discussion and analysis
• Auditors Reports, Balance Sheets & Profit and Loss Account
• Cash Flow Statements
• Schedules & Notes forming part of accounts
• Statement pursuant to Section 212 of the Companies Act, 1956
• Auditors reports on Consolidated Financial Statement & Consolidated Balance Sheet
• Consolidated Profit and Loss Account & Cash Flow Statement
• Schedules & Notes forming part of Consolidated Accounts
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