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1.0 Introduction

In this age of globalization, the survival and progress of a business enterprise depend on the
speed and efficiency of the communication. Every business organization therefore, sets up an
effective communication network for both internal as well as external interactions. Internal
communication is necessary for the flow of information from top to bottom and vice versa,
which ensures perfect coordination, whereas external communication boosts up procurement

and supply activities.

1.1 Learning Objectives

® [ carn the Fundamentals of Communication

® Understand the role of communication

® [ carn the Process and flow of communication

® Understand the Models and Channels of Communication.

1.2 Meaning and Definitions

Meaning

The Communication is a two-way process wherein the message in the form of ideas, thoughts,
feelings, opinions is transmitted between two or more persons with the intent of creating

a shared understanding.

Simply, an act of conveying intended information and understanding from one person to
another is called as communication. The term communication is derived from the Latin
word “Communis” which means to share. Effective communication is when the message
conveyed by the sender is understood by the receiver in exactly the same way as it was

intended.

Definitions
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According to Keith Davis,” The process of passing the information and understanding from
one person to another."

T.S. Mathews. “Communication is something so simple and difficult that we can never
put it in simple words.”

Peter Little defines the communication as follows: “Communication is the process by which
information is transmitted between individuals and / or organizations so that an
understanding response results.”

W.H. Newman and C.F. Summer Jr: “Communication is an exchange of facts, ideas, opinions,
or emotions by two or more persons.”

1.3 Process of Communication

The communication is a dynamic process that begins with the conceptualizing of ideas by the
sender who then transmits the message through a channel to the receiver, who in turn gives
the feedback in the form of some message or signal within the given time frame. Thus, there

are Seven major elements of communication process:

According to Kottor (1977), communication is "a process consisting of a sender transmitting

a message through media to receiver who responds."

According to Schralm, communication is "an act of establishing contact between a sender
and a receiver, with the help of a message: the sender and receiver have some common
experience which lends meaning to the message encoded and sent by the sender, and received

and decoded by the receiver'.

The above definitions indicate various elements in communication process such as sender,
message, and receiver. The communication process model developed by Berlo (1960):
clearly shows various elements in communication process. It is also known as "S-M-C-R'

model of communication.
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Sender
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1. Sender:

Sender is the person or the party from which a message originates under different scenarios a
sender may have different status. Depending on the type of communication. Thus a
communication starts from the sender. In the context of a business enterprise, an internal
communication may originate from the director or the manager or the group leader. It may
originate from the lower level of the hierarchy such as co-worker or subordinate who may
seek some information, clarification or seeking redressal of some grievance. In the context of
an external communication, the sender may be a supplier or a vendor seeking the order for

the supply of raw materials.
2. Encoding:

Encoding means to convert information into codes. Code is the system of symbol, sign or
letter used to represent the secret meaning. According to John Fiske, “coding consists of both
signs and rules that determine how and in what context these signs are used and how they can
be combined to form more complex messages”. The code and system are inter-related, i.e.
type of encoding depends on the media/channel being used for the transmission of the

message.

3. Message:
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A message is the information, idea, thought or opinion the sender wants to send. Depending
on the status of the sender within or without the business establishment, the nature of the

message changes.
4. Channel:

A communication channel is the medium through which communication is sent to its
intended receiver. In a business enterprise, utmost care is taken to set up appropriate
communication channels so that information flows quickly and correctly within and without
the organization. Using an inappropriate channel for interaction can lead to negative
consequences including financial losses. Richer communication channels are used for

complex messages to ensure clarity.

5. Receiver: Receiver is the intended target of the business communication sent by the sender.
After the message emerges from the channel, it is received at the receiver’s end. In fact, after
the emergence of the communication from the media, there are three stages before the

receiver can respond:

6. Decoding : Decoding is the opposite of encoding, i.e. the encoded message is reconverted
with a readable/understandable message. Communication is more effective if decoding
matches clearly with encoding. For example, a business enterprise gives a visual
advertisement of its product on TV. There are some actions in the advertisement intended to
give some specific impressions on the viewer (Receiver). The advertisement will be
successful only if the viewer is able to understand (decode) the message intended to give
through these actions. Sometimes, the recipient may receive in different way from what the
encoder was trying to communicate. This is called distortion and it occurs when there is lack

of equivalence between the two sides.

7. Feedback: After the receiver has received the message, he/she sends the response. The
analysis of the response in terms of the information sought by the sender is called feedback.
For example, the management/ sender sends a message to the marketing in charge (Receiver)
seeking about the performance of their new product in the market. The marketing officer after
collecting sales data of their product and also of the other competitor’s products, prepares a
report and makes some suggestions (e.g. decreasing the price or giving some offer, such as

buy one get two, etc.) and sends to the management (response).
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Thus, the response or reaction of the receiver sent to the sender is the feedback of the whole
process. Feedback is extremely important for making business communication effective. The

progress of the business depends on useful feedback.

1.4 Objectives of Communication

The objectives of business communication are manifold, including:
Facilitating decision-making:

Effective communication helps employees, managers and other stakeholders share
information and make informed decisions.

Building and maintaining relationships:

Another key point is good communication. It helps to build and maintain positive
relationships with customers, suppliers and other stakeholders.

Achieving organizational goals:

Effective communication is essential for coordinating activities and achieving common goals
within an organization.

Promote understanding:

Business communication helps to promote understanding and clarity among employees and
stakeholders, reducing confusion and misunderstandings.

1.5 Types of Communication

Communication can be categorized into different types based on how the message is

transmitted. The four main types of communication are:

1. Verbal Communication

Verbal communication involves the use of spoken or written words to convey messages. It is
one of the most common forms of communication used in everyday life.

a. Oral Communication

This involves spoken words and is used in face-to-face conversations, phone calls, speeches,
meetings, and presentations.

Examples:
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® Conversations between friends, family, or colleagues
® Business meetings and interviews

® Public speaking and speeches

® Phone calls and video conferences

Advantages:

v/ Quick and immediate feedback
v Personal and engaging
v’ Allows for tone and emotions to be expressed

Disadvantages:

¥ Can be misunderstood if tone or pronunciation is unclear
® Requires active listening to avoid misinterpretation

b. Written Communication

This involves written words used to communicate a message. It can be formal or informal and
is essential in professional settings.

Examples:

® Emails and text messages

® [etters and memos

® Reports, articles, and documentation
® Social media posts and blogs

Advantages:

v Provides a record of communication

¢ Can be edited and refined before sending
v’ Useful for long-distance communication

Disadvantages:

® Lacks tone and emotional cues, which may lead to misinterpretation
® Can be time-consuming

2. Non-Verbal Communication

Non-verbal communication involves sending messages without words, using body language,
facial expressions, gestures, and tone of voice. It plays a crucial role in reinforcing verbal
messages.

Types of Non-Verbal Communication:

® Facial Expressions — Smiling, frowning, raising eyebrows, etc.

® Body Language — Posture, stance, and movements that express feelings.
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Gestures — Hand signals like waving, pointing, or thumbs-up.
Eye Contact — Indicates attention, confidence, or discomfort.
Tone of Voice — The way words are spoken, including pitch, volume, and emphasis.

Personal Space (Proxemics) — The distance between people during interactions.

Touch (Haptics) — Handshakes, hugs, or pats on the back.

Examples:

® Nodding to show agreement
® (rossed arms indicating defensiveness

® Eye contact showing attentiveness or interest

Advantages:

v’ Enhances verbal communication

v’ Helps convey emotions effectively

v Useful in situations where words are not enough

Disadvantages:

¥ Can be misinterpreted based on cultural differences
® Lacks clarity without verbal confirmation

3. Visual Communication

Visual communication involves using images, charts, graphs, diagrams, videos, and other
visual elements to convey messages.

Examples:

® Infographics and charts used in presentations
® Road signs and traffic signals

® Advertisements and branding logos

® Educational videos and animations

Advantages:

v Makes complex information easy to understand
v Attracts attention and enhances retention

¢’ Universally understood (e.g., traffic signs)
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Disadvantages:
® Can be misinterpreted if not designed well
® May require additional explanation in some cases

4. Digital Communication

With advancements in technology, digital communication has become a crucial form of
interaction. It involves using electronic media to send messages.

Examples:

® FEmails and instant messaging (WhatsApp, Messenger)
® Social media (Facebook, Instagram, Twitter)

® Video conferencing (Zoom, Google Meet)

® Online forums and blogs

Advantages:

v Fast and efficient, allowing instant global communication
v Provides records of conversations

v’ Allows multimedia (text, images, videos)

Disadvantages:

¥ Can lack personal touch and emotional depth

® Risk of misinterpretation due to lack of tone and non-verbal cues
® Security and privacy concerns

1.6 Channels of Communication

Communication channels are the methods or mediums used to exchange information
between individuals or groups. They act as conduits through which messages travel,
whether verbal, written, non-verbal, or digital. Each channel has unique characteristics that
make it suitable for different types of communication, depending on the context and

requirements of the message.

Importance of Channels of Communication

Choosing the right communication channel is vital for ensuring the message is delivered

effectively and understood. The appropriate channel can enhance clarity, facilitate better
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feedback, and align with the audience’s preferences. Conversely, selecting the wrong

channel can lead to miscommunication, decreased efficiency, and frustration.

Different Channels of Communication

Verbal Communication:

o Face-to-Face: This channel allows for direct interaction and immediate feedback. It
benefits nuanced discussions, building relationships, and resolving complex issues.

However, it may not always be practical for geographically dispersed teams.

o Telephone: Telephone communication provides a personal touch and enables real-
time conversation. It is useful for urgent matters and situations where immediate
interaction is required. However, it lacks visual cues and can lead to

misunderstandings if not supplemented with other channels.

e Video Conferencing: With the rise of remote work, video conferencing has become
increasingly important. It combines visual and auditory elements, making it
effective for virtual meetings and presentations. Yet, it requires a stable internet

connection and can be challenging to manage in large groups.

Written Communication:

e Emails: Emails are widely used for formal communication and documentation.
They are ideal for detailed information, official notifications, and records. However,
emails can sometimes lead to misinterpretation due to the need for immediate

feedback and non-verbal cues.

e Reports and Memos: These are formal documents used to convey detailed
information and updates. They provide a permanent record of communication and
are crucial for organisational documentation. However, they may not always be

engaging and can be time-consuming to produce.

o Instant Messaging: Instant messaging offers quick and informal communication,
suitable for short updates and casual interactions. It is convenient for fast-paced

environments but can lead to information overload if not managed properly.

Non-Verbal Communication:
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Body Language: Non-verbal cues such as gestures, facial expressions, and posture
play a significant role in communication. They can reinforce verbal messages or

convey emotions and attitudes, but interpreting them accurately can be subjective.

Visual Aids: Charts, graphs, and images can enhance understanding and retention of
information. They are particularly useful in presentations and educational contexts.

However, they must be used appropriately to avoid overwhelming the audience.

Digital Communication:

Social Media: Social media platforms facilitate both personal and professional
communication. They allow for broad outreach and engagement with diverse

audiences but can also pose challenges related to privacy and information accuracy.

Blogs and Websites: These are effective for sharing detailed information, updates,
and engaging with a wider audience. They serve as valuable resources for content
marketing and knowledge dissemination but require regular maintenance and

content creation.

Online Forums and Communities: These platforms provide spaces for knowledge
sharing, discussions, and support. They are valuable for connecting with experts and
peers but can be time-consuming and require moderation to ensure quality

interactions.

Choosing the Right Communication Channel

Audience: Consider the preferences and needs of the message's recipients. Different
audiences may respond better to specific channels based on their expectations and

habits.

Message Complexity: Complex or detailed messages may be better suited for
written communication, while simpler messages can be effectively conveyed

through verbal or digital channels.

Urgency: For urgent matters, channels that offer immediate interaction, such as

telephone or instant messaging, are more appropriate.
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e Formality: The level of formality required will influence the choice of channel.
Formal communications are best suited for emails and reports, while informal

interactions may be handled through instant messaging or face-to-face conversations.

o Feedback: If immediate feedback is necessary, choose channels that facilitate real-

time interaction, such as video conferencing or telephone.

1.7 Barriers to Communication

The term barrier means hurdle, hindrance or obstacle. Thus, barriers to communication
imply hurdles or obstacles on the way of transmission of message from the sender to the
receiver. In practice, there exist several barriers in communication which render it ineffective.
They generate confusion, conflict and misunderstanding in the organization by creating

bottlenecks, delays and distortions of information.
A. Physical Barriers

The most evident impediments to successful communication, and they usually easily
removed in concept at least, such as noise, closed doors, malfunctioning communication

equipment, closed cabins, and so on.
B. Language Barrier

The language is most often used medium of communication; it is one of the most significant
hurdles to efficient communication. Each major region has its own language, and dialects
between regions can differ by a few kilometres, and even a thick dialect can make
communication difficult. Diverse employees will have different linguistic skills even in the
same workplace, and as a result, communication channels that transcend the corporation will
be affected. Even when communicating in the same language, a message’s terminology can
be a barrier if it is not fully understood by the receiver(s), who is unfamiliar with the

terminology.
C. Attitude Barriers

Communication is also hampered by prejudice, distrust, emotional aggression, or
discrimination based on gender, ethnicity, or religion. They arise as a result of a lack of drive
or a refusal to adapt. Effective listening, criticism, problem-solving, and being open to

change can all help you break down communication barriers.

D. Perception Barriers
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The different people view the same things in different ways, which is something we must
keep in mind when communicating. Effective communication requires an understanding of
the audience’s perception levels, and all messages or communications must be simple and

straightforward. There should be no place for a diverse set of interpretations.
E. Hierarchical Barriers

An Organizational hierarchy can be a difficult communication barrier, and it can also exist
inside a family, where there may be a power hierarchy, resulting in a lack of transparency or a
communication barrier. Establishing a transparent discussion with the appropriate persons is

the solution.
F. Psychological Barriers of communication

It is variety of mental and psychological issues that can obstruct effective communication,
such as stage fright, speech disorders, phobias, depression, and so on. Anger, fear, jealousy,
insecurity, shyness, and close-mindedness are all psychological barriers that can obstruct
communication. All of these conditions are difficult to manage at times and will obstruct

communication.

However, it is possible that some people have a propensity of initiating an argument when
someone disagrees with them, which can have a negative impact on both personal and

professional relationships.
G. Cultural Barriers :

As the world becomes more globalised, any major office may contain people from many
corners of the globe, and different cultures have varied interpretations of some core societal
norms. From one culture to the next, clothing, religions (or lack thereof), food, drinks, pets,

and general behaviour will differ dramatically.

1.8 Models of Communication

Communication models help us understand how information is transmitted, received, and
interpreted between individuals or groups. These models illustrate the process of

communication, highlighting the key elements involved.

There are three main types of communication models:
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1.Linear Model (One-way communication)
2.Interactive Model (Two-way communication with feedback)
3. Transactional Model (Simultaneous exchange of messages)

Elements of the Linear Model:

® Sender — The person or entity sending the message.

® Message — The information being communicated.

® Channel — The medium used (e.g., speech, writing, television).

® Receiver — The person who receives and decodes the message.

® Noise — Any interference that distorts the message (e.g., background noise, poor signal).
Example:

A radio announcer delivers news to listeners. The listeners receive the message, but they
cannot immediately respond to the announcer.

Limitations of the Linear Model:

® No feedback is involved.
® The receiver plays a passive role.
® [t does not account for misunderstandings or noise affecting the message.

Notable Linear Models:

Shannon-Weaver Model (1949) — Introduced the concept of "noise" that can distort
communication.

Lasswell’s Model (1948) — Focuses on "Who says what, in which channel, to whom,
with what effect?"

2.Interactive Model of Communication

The Interactive Model improves upon the Linear Model by including feedback, making
communication a two-way process. It also acknowledges the role of the environment (context)

in communication.

Elements of the Interactive Model:

® Sender — The person who initiates the communication.
® Message — The content being shared.

® Channel — The medium used to convey the message.
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® Receiver — The person who receives and interprets the message.
® Feedback — The receiver’s response to the sender’s message.
® Context — The situation or environment in which communication occurs.

Example:

A teacher gives a lecture (message) to students. The students respond by asking questions
(feedback), making it an interactive process.

Limitations of the Interactive Model:

® Feedback is not simultaneous; there may be delays.
® |t assumes communication occurs in turns rather than continuously.

Notable Interactive Models:

1.Schramm’s Model (1954) — Introduced the concept of a "field of experience," where shared
background knowledge improves communication.

2.0sgood-Schramm Model — Highlights that both participants are both senders and receivers.
3. Transactional Model of Communication

The Transactional Model describes communication as a dynamic, continuous, and
simultaneous process where both participants act as senders and receivers.

Elements of the Transactional Model:

® Communicators — Both participants send and receive messages at the same time.
® Message — The content exchanged between communicators.

® Channel — The medium used for communication.

® Noise — Interference that may affect communication.

® Feedback — Responses given during the conversation.

® Context — The situation and background of communication.

Example:

Two friends are having a face-to-face conversation. Both are speaking, listening, reacting
with facial expressions, and using body language at the same time.

Advantages of the Transactional Model:
v’ Recognizes that communication is continuous.

v’ Acknowledges non-verbal cues and emotions.
v/ Considers context, noise, and feedback.
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Limitations of the Transactional Model:

® (Can be complex due to multiple factors influencing communication.

® Difficult to analyze when many messages overlap.

Notable Transactional Models:

1. Barnlund’s Model (1970) — Describes communication as a continuous and interactive
exchange.

Comparison of the Communication Models

Feature Linear Model Interactive Model Transactional Model
Direction One-way Two-way Simultaneous
Feedback Not included Included Continuous
Noise Considered? Yes Yes Yes
Example TV Broadcast Email Conversation Face-to-Face Talk

Each communication model provides a unique way to understand how messages are shared
and interpreted.

1.9. 7 C’s of Communication

In the business world, effective communication is the key to success. An effective
communication is applicable to both oral as well as written communication. It is therefore
very important to understand 7C ‘s of communication which help in conveying important
messages effectively in turn increasing employee engagement and productivity.

The 7C ‘s of communication are:
1.Clarity

2.Correctness

3.Conciseness

4.Courtesy

5.Concreteness

6.Consideration


https://businessjargons.com/wp-content/uploads/2016/03/communication-process.jpg

7.Completeness
1. Clarity:

This means that a specific message has been sent instead of trying to send too many messages
at one particular time. This involves use of simple and precise services. The following are the
features of clarity.

e Clear understanding

o Clarity of thoughts and ideas

e Use of simple, appropriate and precise words
2) Correctness:

Use of correct language, grammar, data etc. is very important to communicate the message
clearly. The features of correctness are:

e Timely, exact and correct message
e Confidence Booster

e Greater impact on the audience

3) Conciseness:

This means communicating using minimum but appropriate words. It has the following
features:

eTime saving

e Avoids excessive usage of unnecessary words
eShort and limited

e Appealing and comprehensible

eNon- repeatable

4) Courtesy:

This is one of the important C ‘s of communication as it shows the respect, politeness,
judicious behaviour to the other party in turn creating goodwill. It has the following features:

e Consideration of the feelings of the audience
e Positive and focused

e Unbiased

5) Concreteness:

As the term suggests it is specific, meaningful and clear and avoids ambiguity and double-
meaning. This has the following features:
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e Supports facts and figures
e Clear and precise

e Avoids misinterpretation
6) Consideration:

This implies that the audience is taken into consideration in terms of his/her view points,
culture, mind-set, values etc. The features of this are:

e Stresses on ‘you’ approach
e Empathetic

e Optimistic

7) Completeness:

The last C of communication is completeness. As the term suggests it means that any
communication be it personal or professional should be complete. It should deliver all the
facts and information required to send the message to the receiver. It has the following
features:

e Builds reputation of the organisation
e Cost saving
e Removes the barriers of vague information

e Helps in better decision-making.

1.10 Keywords

® Communication Process — Sender, Receiver, Message, Channel, Encoding, Decoding,
Feedback, Noise.

® Types of Communication — Verbal, Nonverbal, Written, Visual, Digital, Formal,
Informal.

® Effective Communication — Clarity, Conciseness, Coherence, Tone, Active Listening,
Feedback, Empathy.

® Barriers to Communication — Physical, Psychological, Semantic, Organizational,
Cultural, Technological.

® Nonverbal Communication — Body Language, Facial Expressions, Gestures, Posture,
Eye Contact, Paralanguage.

® Interpersonal Communication — Trust, Respect, Rapport, Conflict Resolution,
Assertiveness, Negotiation.

® Business Communication — Professionalism, Clarity, Persuasion, Diplomacy,
Networking, Corporate Etiquette.

® Digital Communication — Email, Social Media, Virtual Meetings, Netiquette, Online
Engagement, Cybersecurity.

® Mass Communication — Media, Journalism, Public Relations, Broadcasting, Advertising,
Propaganda.
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® Cross-Cultural Communication — Language Barriers, Cultural Sensitivity,
Globalization, Diversity, Inclusivity.

1.11 Model Exam Questions:

Objective Answer Type Questions

What is the exchange of information called?
What is the response given by the receiver in communication?
What type of communication uses gestures and facial expressions?

What is the biggest barrier to effective communication?

A o

What type of communication takes place through emails and letters?

Short Answers Type Questions

Define communication and explain its key components.
Describe the different types of communication with examples.
Explain the process of communication with a suitable diagram.

Discuss the importance of effective communication in daily life.

A o

What are the major barriers to communication? How can they be overcome.

Long Answers Type Questions

1. How does nonverbal communication impact interpersonal interactions? Provide examples.
2. Discuss the role of feedback in the communication process.

3. Explain the significance of listening skills in communication.

4. What is the difference between formal and informal communication? Give examples.

5. How does communication play a crucial role in workplace productivity

1. 12 Suggested Learning Resources:



https://businessjargons.com/wp-content/uploads/2016/03/communication-process.jpg

UNIT-2

LISTENING PROCESS
Structure
2.0 Introduction
2.1 Learning Objectives
2.2 Meaning and Definitions
23 Importance of Listening
24 Difference between Hearing and Listening
2.5 Listening Process
2.6 Types of Listening
2.7 Determinants of Good Listening
2.8 Barriers to Listening
2.9 Traits of a Good Listener
2.10 Improving Listening Competence
2.11 Keywords
2.12 Model Exam Questions
2.13 Learning Resources




2.0 Introduction

Listening is the ability to accurately receive and interpret messages in the communication
process. Listening is key to all effective communication, without the ability to listen
effectively messages are easily misunderstood — communication breaks down and the sender

of the message can easily become frustrated or irritated.

2.1 Learning Objectives :

By understanding and applying effective listening skills, individuals can achieve several key
learning outcomes that enhance communication, comprehension, and relationships. Below are

some of the important learning outcomes:

Improved Comprehension
Effective Communication Skills

Stronger Interpersonal Relationships

el

Active Engagement in Discussions

2.2 Meaning and Definitions :

Meaning :

Listening is a fundamental communication skill that involves actively receiving, processing,
and understanding spoken or non-verbal messages. Unlike hearing, which is simply the
physiological ability to perceive sound, listening requires conscious effort, attention, and

interpretation.

Definitions :

Listening can be defined as the process of actively making sense of, interpreting, and
responding to spoken or non-verbal messages. It is an intentional act that involves focusing
on what is being communicated, understanding its meaning, and providing appropriate

feedback.

K.Devis : “ Listening is a conscious positive act, requiring will power. It is not a simple,

passive exposure to sound.”



Rogers : Rogers states that listening reflects a whole orientation to life and people.
Leland Brown : Listening is an activity that can be turned on and off consciously and
unconsciously. It starts with the receiver’s becoming aware that they should listen and

become attentive tow hat is being said.

M.V.Rodiques : Listening is a process or receiving, interpreting and reacting the messages

received from the communication sender.

2.3 Importance of Listening

Importance

Listening is so important that many top employers provide listening skills training for their
employees. This is not surprising when you consider that good listening skills can lead to:
better customer satisfaction, greater productivity with fewer mistakes, increased sharing of
information that in turn can lead to more creative and innovative work. Many successful
leaders and entrepreneurs credit their success to effective listening skills. Richard Branson
frequently quotes listening as one of the main factors behind the success of Virgin. Effective
listening is a skill that underpins all positive human relationships, spend some time thinking

about and developing your listening skills — they are the building blocks of success.

Enhances communication and relationships.
Improves problem-solving and decision-making.

Strengthens professional and personal interactions.

Helps in learning and knowledge retention.

2.4 Difference between Hearing and Listening

Often most people get confused with picking up sound vibrations, whereas listening is
concerned with making a sense of meaning out of what people hear. On the other hand

hearing is physical and listening is a mental process.

Listening is the use of hearing when one is listening, it does not mean just hearing. It is a
process of understanding of what is hear. Listening skills require the use of ears, brain, eyes
to understand non-variable cues, with such additional insights like perception, attitudes,

participation etc. Listening is with the mind and hearing is with the ears.



2.5 Listening Process

Listening is an essential communication skill that involves more than just hearing words. It is
an active process that requires attention, interpretation, and response. Effective listening
enhances understanding, strengthens relationships, and improves problem-solving. The

listening process can be broken down into five key stages:

Roeceiving

Attention
Presence

Reaction
ANsSwer
Fccecdback

Understanding
Stimulas
decoding,

Evaluation

asscssment
criticism

Receiving
This is the first step, where the listener hears the speaker’s words and sounds. It requires

focus and the ability to filter out distractions to capture the intended message.

Understanding
Once the message is received, the listener interprets its meaning. This involves grasping the
speaker’s words, tone, and emotions. Background knowledge, experience, and context play a

role in comprehension.

Remembering
Retaining the information shared is crucial for effective communication. Taking notes,

summarizing, or mentally organizing the key points helps in better recall and application.

Evaluating
At this stage, the listener assesses the message’s credibility, logic, and significance. This

helps in distinguishing facts from opinions and forming a response.



Responding
Communication is a two-way process, and responding shows that the listener has understood
the message. Responses can be verbal (asking questions, providing feedback) or non-verbal

(nodding, maintaining eye contact).

2.6 Types of Listening

1. Active Listening

Active listening is a skill that can be acquired and developed with practice. However, active
listening can be difficult to master and will, therefore, take time and patience. Active listening
involves listening with all senses. As well as giving full attention to the speaker, it is
important that the ‘active listener’ is also ‘seen’ to be listening - otherwise the speaker may

conclude that what they are talking about is uninteresting to the listener.

Interest can be conveyed to the speaker by using both verbal and non-verbal messages such
as maintaining eye contact, nodding your head and smiling, agreeing by saying ‘Yes’ or
simply ‘Mmm hmm’ to encourage them to continue. By providing this 'feedback’ the person

speaking will usually feel more at ease and therefore communicate more easily, openly and
honestly.
2. Passive Listening

Passive Listening occurs when a listener does not verbally respond to the speaker. The
listener may deliberately or unintentionally send non-verbal messages through eye contact,
smiles, yawns or nods. Sometimes passive listening is appropriate. If the speaker wants to
vent frustration or express an opinion he may listen passively. Passive listening is mechanical
and effortless. It does not require any special-effort. You hear what your teacher says and you
might be able to tell the difference between major and minor points of the lecture, but that is
about it.Lack of enthusiasm and a "careless" attitude during class characterize a studentship is

a passive listener.
3. Marginal Listening :

A listener has the capacity four times faster than someone can talk. So the listener can use the
extra time available to think about other matters than the subject matter given by the speaker.

This is known as marginal listening.



4. Evaluating Listening :

A listener while listening to a message, spares his time and thinks to judge and evaluate what
is said by the speaker, and sometimes, form rebuttals to it. Evaluating of listening does not

permit the submission of two opposing ideas.
5. Projective Listening :

It is more commonly used in committee meetings and any other types of group communiction.
It is a process to observe and understand what is said and assimilate the viewpoint of the
speaker. Listening to this type is more useful in solving complex problems and in using

participative leadership tools.
6. Deliberate listening :

A listening is said to be deliberate when it is intended to comprehend the content of the
message and to understand the feeling and context in which the communication is taking

place.
7. Listening by Observation :

It is systematic and deliberate study through the eyes of spontaneous occurrence of feelings
and actions of the speaker while talking. The aim of observational listening is to draw
meanings from non-verbal cues. The listener observes carefully the facial expressions of the
speaker, gestures, body language, nod, smile, and other mannerisms. On observation, one

may perceive stimuli as they are exhibited by the speaker.

8. Empathetic Listening :
Understanding the emotions and feelings behind the message.
9. Selective Listening

Focusing only on certain parts of the message, sometimes leading to misunderstanding.



2.7 Determinants of Good Listening

1. Understanding Speaker’s Feeling :

Better to understand the feelings of the speaker expressing his impulses. It is also equally
necessary to understand his intellectual account. Effective listening demand careful attention

because most of the people have difficulty in talking clearly about their feelings.
2.Time for for discussion :

It is good principle to allow time for discussion to continue without interruption. It is also
advisable to separate the conversation from mere official communication. In other words, do

not make the conversation any more authoritative.
3. Common Cliches :

Try to listen for what is not said - evasions for pertinent or perhaps too-ready agreement with
common cliches. The omission of this type may be a clue to gather some more facts from the

person.
4. Avoid Expressing Views :

Try to limit the expression of views because these may encourage or repress what the other

person says.
5. Less explanation :

In effective communication, better results can be achieved by giving less emphasis to

explaining and more emphasis to listening.

7.Rapport : It is good principle to establish good rapport with the sender.

2.8 Barriers to Listening

There are many things that get in the way of listening and you should be aware of these
barriers, many of which are bad habits, in order to become a more effective listener. Barriers

and bad habits to effective listening can include:
Excessive Talking

Good conversational skills are an asset, and a person with this skill is more likely to achieve

professional success. However, talking more than is necessary is a barrier to effective



communication. People hesitate to interact with a person who talks excessively without
listening to them. They may also get bored, and excessive talking may be perceived as

aggression.
Prejudice

Prejudice is a preconceived opinion of feeling, which is usually irrational. Prejudice is very
dangerous and has the potential to bring animosity into the team and to break team spirit. The
reason for a prejudice may be the speaker's race, religion, age or appearance. A prejudiced

person will not make any effort to listen and understand.

The four main types of distractions are physical, mental, auditory and visual. Here's how to

avoid this common barrier:

It is fine to have personal beliefs and values, but an excessive attachment to them will have a
negative impact on your ability to communicate effectively with others. Learn to appreciate

the fact that each and every person has his or her own set of beliefs and values.
Misunderstanding

Inability to hear correctly is one of the many reasons for misunderstanding of what the
speaker is trying to communicate. This inability to hear is often the result of prejudice. To
avoid misunderstanding, always clarify with the speaker to ensure that you have understood

correctly.
Interrupting

Interrupting a conversation with improper body language or inappropriate words will have a
negative impact in effective communication.
Bringing in Emotions

Emotions erect barriers to effective communication. A listener's senses are not likely to be
functioning at their optimum level when he or she is angry. Likewise, it is not possible to

understand or appreciate what the speaker is saying if the listener is excessively sad.
Noise

Noise is "any unwanted sound. It is a great impediment to clear communication. It is
impossible to listen in a noisy environment. It becomes a frustrating experience for both the

speaker and the listener.



Previous experiences

We are all influenced by previous experiences in life. We respond to people based on personal
appearances, how initial introductions or welcomes were received and/or previous
interpersonal encounters. If we stereotype a person we become less objective and therefore

less likely to listen effectively.
Having a Closed Mind

We all have ideals and values that we believe to be correct and it can be difficult to listen to
the views of others that contradict our own opinions. The key to effective listening and
interpersonal skills more generally is the ability to have a truly open mind - to understand
why others think about things differently to you and use this information to gain a better

understanding of the speaker.

2.9 Traits of a Good Listener

The following attributes of good listening are suggestive of the skills needed.
Concentration:

Good listening is normally hard work. At every moment we are receiving literally millions of
sensory messages. Our ears are hearing the buzzing of the computer fan, street sounds, music
in the background and dozens of other sounds and thousands more signals are knocking at the
doors of our senses. We have to repress almost all of these and concentrate on the verbal
sounds (and visual clues) from one source - the speaker. And this concentration, if something
that most of us have not been thoroughly trained in how to do. You should focus your
attention on the words, ideas and feeling related to the subject. Concentrate on the main ideas
or points. Don't let examples or fringe comments detract you. All of this takes a conscious

effort.
Attention.

Attention may be defined as the visual portion of concentration on the speaker. Through eye
contact and other body language, we communicate to the speaker that we are paying close
attention to his/her messages. All the time we are reading the verbal and nonverbal cues from
the speaker, the speaker is reading ours. What messages are we sending out? If we lean

forward a little and focus our eyes on the person, the message is we are paying close attention.



Eye contact.

Good eye contact is essential for several reasons: First, by maintaining eye contact, some of
the competing visual inputs are eliminated. You are not as likely to be distracted from the
person talking to you. Second, most of us have learned to read lips, often unconsciously, and
the lip reading helps us to understand verbal messages. Third, much of many messages are in
non-verbal form and by watching the eyes and face of a person we pick up clues as to the
content. A squinting of the eyes may indicate close attention. A slight nod indicates
understanding or agreement. Most English language messages can have several meanings
depending upon voice inflection, voice modulation, facial expression, etc. Finally, our eye

contact with the speaker is feedback concerning the message.
Receptive Body Language.

Certain body postures and movements are culturally interpreted with specific meanings. The
crossing of arms and legs is perceived to mean a closing of the mind and attention. The
nodding of the head vertically is interpreted as agreement or assent. If seated, the leaning
forward with the upper body communicates attention. Standing or seated, the maintenance of
an appropriate distance is important. Too close and we appear to be pushy or aggressive and

too far and we are seen as cold.
Objective:

We should be open to the message the other person is sending. It is very difficult to be
completely open because each of us is strongly biased by the weight of our past experiences.
We give meaning to the messages based upon what we have been taught the words and
symbols mean by our parents, our peers and our teachers. Talk to someone from a different
culture and watch how they give meaning to words. Or another listening challenge is to listen

open and objectively to a person with very different political or religious beliefs.
Relatively a few people can listen, understand and appreciate such messages which are very
different from their own.

Questioning/Clarifying. Questions can serve the same purpose as restating the message. If
you are unclear about the intent of the message, ask for more information after allowing
sufficient time for explanations. Don't ask questions that will hurt, embarrass or show up the

other person.



Only part of the responsibility is with the speaker. You have an important and active role to

play also. If the message does not get through, two people have failed the speaker and you as
an active listener.

Leave the Channel Open. A good listener always leaves open the possibility of additional

messages. A brief question or a nod will often encourage additional communications

2.10 Improving Listening Competence

Listening Competence

Listening competence refers to the ability to actively, accurately, and effectively process,
understand, and respond to spoken and non-verbal messages. It is a crucial skill in
communication that enhances understanding, relationships, and decision-making in both

personal and professional settings.

Key Components of Listening Competence
1.Attentiveness

® Focusing fully on the speaker without distractions.
® Avoiding interruptions and multitasking while listening.

2.Understanding and Interpretation

® Comprehending the message, including words, tone, and emotions.
® Recognizing non-verbal cues such as gestures, facial expressions, and body language.

3.Critical Thinking and Evaluation

® Analyzing the credibility and logic of the message.
® Differentiating between facts, opinions, and biases.

4. Effective Response and Feedback

® Providing verbal and non-verbal feedback to show engagement.
® Asking relevant questions and summarizing key points for clarity.

5.Retention and Recall

® Remembering important details from conversations.
® Applying information effectively in future interactions.



1.11 Keywords

Active Listening : Fully concentrating, understanding, and responding to the speaker.
Passive Listening : Hearing without fully engaging or responding.
Hearing :The physical process of sound reaching the ears.

Distractions : External (noise, phone notifications) or internal (daydreaming, stress)
interruptions.

Noise : Any interference in communication (physical, emotional, or semantic).
Prejudice : Bias that affects how a listener perceives a message.
Paraphrasing: Restating the speaker’s message in your own words.
Feedback : Providing verbal or nonverbal responses to show engagement.

Nonverbal Cues : Using facial expressions and gestures to show understanding.

1.12 Model Exam Questions

Objective Answer Type Questions

1. What is hearing?
2. Name the one component of the listening process.

3. Define emphatic listening.

4. What is listening competence?

5. How does effective listening improves communication skill?

Short Answers Type Questions

1. Differentiate between listening and hearing.
2. Explain the importance of Active Listening.

3. Discuss the importance of listening in communication.

Long Answers Type Questions



1. Discuss various types of listening with suitable examples in the organisational
context .
2. Describe the determinants of listening. How do?

3. Explain the process of listening?

1.13 Suggested Learning Resources




UNIT-111

FEEDBACK

Structure
3.0 Introduction
3.1 Objectives
3.2 Meaning and Definition of Feedback
33 Feedback in Business Communication
34 Importance of Feedback
3.5 Reasons why feedback is essential in Communication
3.6 Characteristics of Effective Feedback
3.7 Types of Feedback
3.8 Principles of Feedback
3.9 Keywords
3.10 Model Exam Questions
3.11 Suggested Learning Resources



https://businessjargons.com/wp-content/uploads/2022/07/feedback-in-communication.jpg

3.0 Introduction

Feedback in communication is the response, reaction, or information given by the recipient of
a message to the sender. It is the process of letting someone know which areas they need to

improve.

3.1 Learning Objectives:

1. Learn the importance of feedback in business communication.
2. Understand the reasons for feedback in Communication.

3. Learn about the effective characteristics of feedback.
4

Learn various types of feedback and its application in different contexts.

3.2 Meaning and Definition:

Definition: Feedback is the response of the receiver of the communication, to the message.
It plays a vital role as it makes communication effective. Also, without proper feedback,
communication is considered incomplete. With feedback, a person can express his/her

feelings and perceptions to another individual regarding their behaviour and work style.

In the process of communication, the receiver not only absorbs the message passively but
also provides a response to it. This is what we call feedback. More importantly, it helps the

sender to understand how effective the message was.

Suppose with the feedback of the receiver, the sender realizes that the recipients
misinterpreted the message, then the sender can make efforts to refine the message and send

it again.

Next, the response can be verbal or non-verbal. It is the last step of communication. Further,
it tends to develop an understanding between the parties concerned. This helps them in

reaching a decision, which is beneficial to both parties.

Communication refers to the interchange of information or ideas between sender and
recipient. In addition, communication is said to be effective only when the recipient interprets

the message in the way in which the sender has intended.
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But, how do a sender will know what the recipient has interpreted from the message? In this
way, feedback acts as a tool that enables the sender to know whether the recipient has

understood the message in the same terms.
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For the recipient, it is essential that he gets the message correctly and revert to the source
about the subject matter. The response should be about what they have understood. Such a

response from the recipient is feedback.

Providing proper feedback is considered an art that improves the sender’s relationships with

others. It ensures a two-way process.

3.3 Feedback in Communication:

Feedback is a crucial element of business communication that ensures messages are
understood, promotes continuous improvement, and fosters effective collaboration. It
involves the process of responding to information, messages, or actions in a way that

enhances understanding and performance.

3.4 Importance of Feedback :

Importance of Feedback in Business Communication

o Enhances Clarity — Ensures that the intended message is understood correctly.
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o Improves Performance — Helps individuals and teams refine their work.

e Builds Strong Relationships — Encourages open communication and trust among
colleagues.

e Promotes Continuous Learning — Supports professional development and

innovation.

o Communication is of no use without feedback.

o It facilitates the evaluation of the effectiveness of the message.
e Makes communication purposeful

e Keeps up the communication process

o The basis for checking the effectiveness of the communication.

e Maintains an open communication climate.

The basis for future planning as it helps in deciding the next step that a person can take to

achieve the set goal.

3.5 Reasons why feedback is essential in Communication

Confirmation of understanding :

Ineffective communication, people need to know that their message has been received and
comprehended as intended. Without feedback, it's possible that the sender won't be aware that

their communication has been misunderstood, which might cause confusion and blunders.

Improves communication:

Feedback helps increase communication by informing the sender of what went well and what

didn't.

Develops trust :

Feedback delivered positively and encouragingly can aid in developing trust between the

sender and recipient. Over time, this may result in closer ties and improved communication.

Encourages positive behavior :
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Providing constructive feedback can motivate the recipient to continue engaging in positive

behaviors.

Identifies areas for improvement :

Negative feedback can be used to identify areas for improvement. However, when given
constructively and with the intention of helping the recipient learn and grow, this can lead to

considerable changes in the caliber of communication.

Feedback is crucial in two-way communication to ensure both sides are on the same page
and can prevent misunderstandings or confusion. It also strengthens the bonds of trust and

rapport between the sender and the recipient.

3.6 Characteristics of Effective Feedback

Characteristics of Effective Feedback

Specificity :
Effective feedback is always specific and not general. It is designed to provide recipients with
specific information so that they know what must be done to correct the situation. Ineffective

feedback is general and leaves the questions in the recipient’s mind.
e Validity : Feedback must be valid and reliable.

e Focuses on behaviour:
We must always refer to the actions and behaviour of the person instead of what type

of person we perceive he/she could be.

e Considers the needs of the feedback receiver:
Feedback can prove destructive when it serves personal needs only and does not
recognize the needs of the person who receives it. Feedback should be provided with

an intention to help and not to hurt others.

e Readiness : Employees must be ready to receive feedback. When feedback is

imposed or forced upon employees, it is much less effective.

e Timeliness:
Immediate feedback on any matter is the most useful one. There are many possible

emotional reactions involved in the reception and use of feedback.
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o Usefulness : Effective feedback is information that an employee can use to improve

performance. It services no purpose tolerate employees for their lack of skills if they

do not have the ability or training to perform properly. Thus, the guideline is that , if it

is not something the employee can correct, it is worth mentioning.

The characteristics of feedback for effective and ineffective interpersonal communication is :

Effective Feedback

Ineffective Feedback

Intended to help the employee

Intended to belittle the employee

Specific General
Descriptive Evaluative
Useful Timely

Employee Readiness for feedback

Makes an employee defensive

Clear Not Understandable
Valid Inaccurate
Timely Untimely

3.7 Types of Feedback:

Types of feedback

There are several types of feedback in communication, each serving a specific purpose in the

communication process. Here are some of the most common types of feedback:
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Formal feedback :

Many companies adopt this type of feedback for evaluating productivity in a given time. Its
structure is simple and objective, giving both the managers and employees a chance to talk

about what they can improve in their work and communication strategy.

Evaluative feedback:

It is a way to describe an individual's behavior and has beneficial results only when it's
positive. This type of feedback is not always recommended because it can often be perceived
as too personal.

Prescriptive feedback:

It is a form of advice in which the recipient tells the sender how to correct their way of
working. Although this type of feedback can be helpful in the early stages, such as training or
onboarding, it can also be a way to avoid giving constructive feedback on the individual's
work.

Descriptive feedback :

As the name implies, this type of feedback is used to describe the effects of an individual's
action, which leads to the presentation of a relevant opinion. Descriptive feedback is
considered the best form of evaluation in the workplace and other fields, such as education
and science. To be motivated, especially when working for someone else, team members

need to feel appreciated, even when improvements need to be made.


https://businessjargons.com/wp-content/uploads/2022/07/feedback-in-communication.jpg

Formative Feedback:

It is likely to modify the thinking or behaviour of the people for the purpose of learning.
Summative Feedback:

It analyses in what way people accomplish a task or attain results for the purpose of grading.
Positive Feedback:
An affirmative statement on a person’s past behaviour so as to encourage such behaviour.
Negative Feedback:

This is a corrective statement on a person’s previous behaviour so as to stop the repetition of
such behaviour.

Positive Feed forward:

An affirmative statement on a person’s future behaviour, so that person could work and
improve his performance in future.

Negative Feed forward: A corrective statement on a person’s future behaviour so that the
person could stop repeating a certain behaviour in future.

3.8 Principles of Feedback

Effective feedback follows key principles that ensure clarity, usefulness, and positive impact.
These principles help in improving communication, productivity, and relationships in a

business environment.

1. Clarity
e Feedback should be clear, concise, and easily understandable.
e Avoid vague or ambiguous statements.

o Example: Instead of saying, "Your report needs improvement," say, "Your report
could be clearer by summarizing key points in bullet form."

2. Specificity

e Focus on particular actions, behaviors, or results rather than making general
statements.

o Example: Instead of "You need to work on communication," say, "Your emails could
be more detailed to avoid confusion."

3. Timeliness

o Provide feedback as soon as possible after the event while the details are fresh.
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e Delayed feedback may lose relevance and impact.
4. Constructiveness

e Aim to help the recipient grow rather than criticize.

o Offer solutions or suggestions for improvement.

o Example: "Your presentation lacked structure. Next time, try using an outline to
organize your points better."

S. Balanced Approach
o Combine positive and constructive feedback to encourage motivation.
e The "Sandwich Method" (positive—constructive—positive) is often used for balance.

o Example: "Your introduction was engaging. To improve, try using more data in your
analysis. Overall, your delivery was confident."

6. Two-Way Communication

e Encourage dialogue and allow the recipient to ask questions or provide their
perspective.

o Example: "How do you feel about the suggestions? Do you think they would help?"
7. Objectivity
o Base feedback on facts and observations, not personal opinions or emotions.

o Example: Instead of "I think you're not committed," say, "I noticed that you missed
two deadlines last week. Is there any issue I can help with?"

8. Consistency

e Regular feedback helps in continuous improvement rather than waiting for annual
reviews.

o Constructive feedback should be part of an ongoing process.

By following these principles, feedback becomes a powerful tool for enhancing performance,
building trust, and driving success in business communication.

3.9 Keywords:

Communication : Communicating or being communicated. Essentially, it is an act or
process of conveying a message which must generate a response.

Feedback : Information that indicates the extent or degree to which extent the communicator
has been able to achieve the communication objective.
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3.10 Model Exam Questions:

Objective Answer Type Questions

1. What is the primary purpose of feedback?
2. Define the term Noise.

3. What is meant by bias in feedback.

Short Answers Type Questions

1. What is feedback, and why is it important in communication?
2. Explain the different types of feedback with examples.

3. How does feedback contribute to effective workplace communication?

4 Describe the characteristics of constructive feedback

Long Answers Type Questions
1. What are the differences between positive and negative feedback?
2. Explain the concept of formal and informal feedback with real-world scenarios.
3. How does 360-degree feedback work, and what are its benefits?

4. What role does nonverbal feedback play in communication?

3.11 Suggested Learning Resources:
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4.8 | Key words
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4.0 Objectives
After studying this unit, you will be able to:

e Explain the 4Ps of presentations

e Differentiate between different types of business presentations

e Prepare and present attractive presentations

e FEvaluate presentations and develop strategies to improve them.

e Apply presentation skills through case studies and real life examples.

4.1 Introduction

Business presentations are structured communications that are delivered in a professional or
corporate setting with the intention of informing, convincing, or motivating an audience. From
quick project updates delivered during small team meetings to keynote addresses delivered at
large-scale conferences, they cover a wide range of topics. Presentations help in guiding
business decisions, influencing stakeholders, and developing organisational strategy. Business
presentations enables us to clearly express complicated concepts, hence they are of gret

significance. They also helps us to demonstrate thought leadership and make it easier for



people to work together. The global marketplace is constantly shifting and evolving. In such a
market place, people and businesses can be more competitive than their rivals if they adopt
open and honest communication. This can be achieved by proper business presentations.
Presentations that are effective serve to establish credibility, cultivate trust, and open doors to

opportunities for cooperation, investment, and entrepreneurial endeavours.

The role of presentations in professional communication of modern organizations is given

below:

e To inform and educate: Presentations serve as an effective means of sharing important
information such as financial reports, market analyses, or policy changes.

e To persuade and influence: By expressing ideas and benefits in a persuasive manner,
presenters can gain feedback, secure approval, or support for projects and initiatives.

e To demonstrate expertise: When presenters communicate their expertise effectively,
they strengthen their credibility and that of their team or department.

e To foster collaboration: Presentations can generate comments, encourage audience

participation and lead to collective problem solving.

In short, presentations can bridge the gap between people of diverse backgrounds, help

consolidate group understanding of complex topics, and take coordinated action.

Despite their importance, business presentations can be difficult to deliver. The most common

challenges are:

e Stage fright and nervousness: Feeling nervous about speaking in front of others is
common. Many people get anxious just thinking about public speaking. This
nervousness can make it harder for them to express their ideas clearly. Even
experienced speakers can sometimes feel nervous because of various reasons, but that
should not stop them from being effective presenters.

e Audience engagement: Developing content for a diverse audience is a challenge.
There are always stakeholders with varying levels of knowledge and interest in the
audience. Presenting a single presentation that everyone in the audience can relate to,
requires hard work. This hard work comes in the form of careful planning and
dynamic delivery techniques.

e Time constraints: In most situations, presenters have limited time to deliver their
message effectively. No business presentation has unlimited time for the presenter.
The audience becomes disinterested easily if the presentation goes on for longer than



initially planned. So, balancing perfection with brevity is a constant struggle,
especially when presented to executives with tight schedules.

e Cultural and language barriers: Presenters in global organizations may face audiences
from diverse cultural and linguistic backgrounds. Difference in language proficiency,
eulcutral expectations, and interpretation of non-verbal cues can affect how a message
is received. Clear and concise communication is essential for the clarity and
effectiveness of the message.

e Unexpected questions: Presenters generally prepare answers to predictable questions
which the audience might ask. But sometimes the question might be unexpected, for
which the presenter is not prepared. Such instances confuse the presenter and might

make him/her nervous or embarrassed.

Recognizing these obstacles is the first step towards overcoming them. This chapter will

discuss strategies and best practices to help presenters effectively address these issues.

A good business presenter has a special set of skills that helps him/her get his/her point across
easily. This not only keeps the audience interested but also meets the presentation goals.
These traits help the presenter share knowledge better and also help the audience to believe
and trust the presenter. Below are some important characteristics of an effective business

presenter explained in detail.

e Clarity and conciseness: An effective presenter delivers his/her message in a
straightforward and easy-to-understand way. He/she avoids complex terminology, and
unnecessary details that might confuse the audience. If the audience struggles to
follwo along, the message loses its power. So effective presenters structure their
speech using short and well-organized sentences. They also emphasize key points so
that people remember them long after the presenter is over. Clarity helps prevent
misunderstandings. Conciseness ensures the audience stays focused on the most
important aspects of the discussion.

e Confidence: Confidence is essential for engaging an audience. It is conveyed through
a presenter’s body language, tone of voice, and eye contact. A confident speaker
stands tall, speaks with authority, and makes direct eye contact with his/her listeners.
Confidence not only enhances credibility but also reassures the audience that the

presenter is knowledgeable and capable. Like previously mentioned, many speakers



experience nervousness sometimes, but with practice, they can learn to manage their
anxiety and project assurance.

Preparation: Preparation is a very important part of giving a good presentation. A
well-prepared presenter does a lot of study on their subject and organises the main
points logically. He/she thinks ahead to what questions might be asked. Practice is
very important for improving delivery because it helps presenters get used to their
information. Preparation also includes rehearsing with visual aids, testing presentation
equipment, and considering potential challenges that might arise. An experienced
presenter knows how to handle unexpected situations that might arise in a
presentation.

Adaptability: The ability to adapt the presentation to different situations and
audience responses is called adaptability. An effective presenter assesses the audience
and adjusts his/her approach accordingly. Adaptability is important in multicultural
and international settings (as will be seen in Unit 7). A skilled presenter is flexible in
the face of unexpected changes, as this allows him to maintain engagement and ensure
that his message is understood.

Engagement: Keeping the audience engaged is the key to a successful presentation.
An effective presenter uses storytelling, humor, and interactive elements to captivate
his audience and keep them interested. This encourages particiaption from the
audience. Engaged audiences are more likely to absorb and remember information.
Empathy: Empathy allows a presenter to connect with their audience on an emotional
level. Understanding the audience’s needs, perspectives and emotions helps create a
connection. An effective presenter demonstrates empathy by addressing the
audience’s concerns and making the content relatable to them. For example, a speaker
addressing business professionals may frame their points around practical
applications, while an academic audience may respond better to theoretical
discussions. Demonstrating empathy creates trust with the audience as they believe
that the speaker values’s the audience’s thoughts and experiences.

Visual literacy: The ability to design and use visual aids to improve presentation is
called visual literacy. Well-structered slides, graphs, images and videos can make
concepts easier to understand and remember. An effective presenter takes advantage
of visual aids to support his/her message, making complex information more

accessible and memorable.



e Listening skills: Active listening is an important skill that allows presenters to
respond thoughtfully to audience questions and feedback. An effective presenter
listens carefully and acknowledges audience input. They might also incorporate this
input in their presentations on the spot. Thus, presentations become more impactful.

e Passion and enthusiasm: Passionate presenters inspire and motivate their audience.
Their enthusiasm is reflected in their tone of voice and energy levels. Passion helps
create a memorable and engaging experience by making the subject matter feel
relevant. When presenters genuinely care about their topic, audiences can connect
with the content and feel inspired by their words.

e Professionalism: Maintaining a professional demeanor throughout the presentation
creates a lasting impression on the minds of the audience. It also makes sure that the
result of the presentation comes out positive. Effective presenters are punctual, well-
dressed (appropriate to the setting), and respectful to everyone in the room. They
demonstrate good etiquette and maintain a calm demeanor. They also handle
questions with courtesy. A strong professional presence reinforces a speaker’s

authority and reliability.

4.2 The 4Ps of Presentations

In business communication, delivering an effective presentation is not just about sharing
information - it is about making an impact. Whether you are pitching an idea, persuading a
client, or leading a discussion, how you present matters just as much as what you say. To
master the art of presentation, we focus on four key elements known as the four Ps: planning,
preparation, practice, and performance. These components provide the foundation of any
sucessful presentation. By understanding and applying the 4Ps, presenters can improve their
communication skills, build confidence, and leave a lasting impression on their audience.

4.2.1 Planning

Before crafting a presentation, ask yourself this “What is the purpose of this presentation?
Am I trying to persuade? Inform? Inspire?” (We will see the types of presentation in the next
section) Understandin the goal helps you prepare the content and structure the presentation
effectively. A well-organized plan clarifies your message, keeps you on track, and sets the
stage for success. This saves you time and stress in the later stages, as you will have a clear
roadmap to guide every decision. Let us see the points to keep in mind while planning a

presentation.



e Setting clear objectives: Determine whether your objective is to inform, persuade or
motivate your audience. Having a clear objective shapes your entire presentation. For
example, if your goal is to convince an executive committee to fund a new project,
focus on ROI (return on investment), timelines, and risk analysis.

e Identifying key points: Identify two or three key messages you want the audience to
remember. These become the pillars around which you build your entire presentation.
For example, your key messages for a product launch presentation might be market
opportunities, unique features, and competitive advantage.

e Prioritizing information: Organize your ideas according to relevance and importance.
Emphasize the figures or statistics that will make the most sense to your audience.
Avoid overwhelming them with unnecessary details. For example, if time is limited,
focus on the most important points—such as cost savings, market share, or strategic
advantages—and leave out minor details that can be provided in a handout.

e logical flow Logical flow: Once your main points are clear, organize them in a
coherent way (for example, Problem — Solution — Benefits) This helps the audience
understand your line of thinking. Also, give the audience a brief reminder of the
previous topic before introducing the next point.

e Choosing the right medium: Use the best method to present your information like
Google Slides, PowerPoint, Prezi or interactive tools or traditional whiteboards/flip
charts. Al tools like Canva, Gamma, Slidesgo, Adobe etc. are also very helpful in
creating presentations. Each of these has unique advantages. For example, if your
presentation involves visual storytelling (for example, construction plans or design
sketches), choose a platform that provides rich visual support.

e Mindfulness of Time and Place: Presentation Of lengthcomplexity, And Adapt the
formality to the context of its content. Boardroom sessions often require a
comprehensive, data-driven approach, while conference keynotes can allow more
time for detailed discussion and audience engagement. Take an example. as But
Virtual Webinar Maintaining engagement for And Add polls or short question-and-

answer intervals to reduce online fatigue.

4.2.2 Preparation

Preparation is the backbone of a well-executed presentation. It involves thorough research,

organization and design. Once you have a solid plan, you can translate your strategy into



concrete materials and logistics. Creating advanced content in production, designing visual
aids, and all those elements Cohm harmony Includes implementations that you need for a

smooth presentation. Let's review:

e Using Opening Hooks: An "opening hook" is the first sentence or opening statement
in a written presentation that immediately Readers or designed to capture the
audience's attention and entice them to continue listening, such as a thought-
provoking question, a surprising incident, or a personal story. It immediately draws
attention and sets a positive tone. For example, you could start your presentation with
this sentence: The beginning "Did you know that companies that invest in this
technology see a 40 percent increase in productivity in just one year?"

e Simplicity and consistency: Keep text to a minimum on slides to make them look
neat. Use the same font types, colour palette, and slide layout to make the presentation
look professional and unified. High-quality images make slides more attractive than
paragraphs of text.

e Data visualisation: Present complex statistics using clear graphs, charts, or
infographics. Make sure any numbers are clearly labeled and color-coded for quick
understanding. For example, for sales growth data, use a well-labeled bar or line chart
to highlight trends over time.

e Developing a script or outline: Write key ideas in bullet points for each section. Try to
understand the script, not to memorise it. Speaking in front of everyone by rote script
destroys the attractiveness of the presentation. Creating a structured presentation
outline will help you get your point across to your audience.

e Marking Expected Questions: Think critically about possible or challenging questions
that may arise during the presentation. This includes addressing stakeholder
objections. For example, if developing new software, expect questions about cost,
security, and ROI.

e Preparing answers: Preparing answers for the expected questions is part of the
presentation. You should have additional data ready to support any answer, such as
spreadsheets, references, or case studies.

e Memorable closing: Conclude with an emphatic statement that reiterates your main
points or issues a direct challenge or call to action. It leaves a lasting impression.
Example: “Let us shape the future of our company by embracing this innovation

today.”



4.2.3 Practice

Delivering an effective presentation depends on one key factor: practice. Preparation ensures
that the content is well organised, but it is repeated practice that turns a good presentation
into a great one. With practice, a presenter can improve their contnet, build their confidence
and prepare for potential challenges. Through frequent rehearsals, timely feedback, and
thoughtful adjustments, presenters can hone their skills and ensure that their message reaches
the audience in the best way possible.

e Time management: Time management is the ability to present the complete message
within the alloted time. It takes repeated rehearsals to master this. To best manage
time, divide your presentations into segments. The presenter must know beforehand
how much time each segment takes. For example, if you have a total of 20 minutes,
allocate 3 minutes for introductions, 12 minutes for key points, and 5 minutes for
closing/Q&A. Consistency keeps your audience engaged and ensures you cover all
the important points. Use a timer during practice sessions to ensure you are delivering
the presentation within the allocated time for each section. Adjust your pacing based
on the complexity of the content; spend more time on complex topics and less on
straightforward ones.

e Have a peer or mentor review: Give your presentation to someone you trust, such as a
colleague, friend, or mentor. Then assk for an honest review about the clarity, style,
and organisation of content. Ask them clarifying questions such as, “Were the main
points clear?” or “Did any part feel confusing or too long?” Their feedback can help
you find areas of improvement. Encourage your reviewer to take notes during your
presentation and share specific examples of what worked well and what didn’t.
Consider practising with multiple people to get diverse perspectives and insights.

e Recording yourself: You can do a video or audio recording of yourself to identify
vocal tics, body language issues, or pacing issues. Speaking too fast or too slow can is
a put off during presentations. This can be identified when you playback the audion
or video you recorded of yourself. It will lalso show if you use filler words like “um”,
“uh”, “eh”, “huh”, “ah” excessively.

e Focus on weak spots: Identify areas where you feel less confident. Then, focus more
on these areas. Practice pausing instead of saying “um” or “uh”. Vary your tone and
speed to keep the audience engaged. Break down challenging sections into smaller

parts and rehearse them individually before integrating them into the full presentation.



Experiment with different ways to emphasize key points, such as using pauses,
changes in tone, or visual aids.

Rehearsal: “Practice makes a person perfect” — this saying makes so much more sense
when you are practising for business presentations. Do multiple rehearsals in the
environment where you will perform. This helps you get comfortable and ensures you
can finish within the allotted time while maintaining a steady pace and tone.
Familiarise yourself with the equipment and tools you will use during the
presentation, such as microphones and projectors. Simulate the audience’s presence

by imagining their reactions and questions and preparing responses accordingly.

4.2.4 Performance

Performance is the moment where your planning, preparation, and practice come together in

front of an audience. Presenting well requires confidence, adaptability, and a professional

attitude. It is during the performance that the performer's energy, passion, and connection

with the audience truly shine. Performance is not just about delivering content but is an art

that involves engaging storytelling, effective body language, and dynamic vocal delivery. A

high performance captures the audience’s attention and makes the message memorable and

impactful.

Present with confidence and calmness: Take a few deep breaths before starting a
presentation as this can calm nerves. Maintain good posture; keep your shoulders
back and your head up.

Dress professionally: Dress in a manner that is appropriate for the occasion and fits
the culture of your organisation.

Making eye contact: If giving an in-person presentation, scan the room periodically
by looking at people sitting in different parts of the hall or room. If the meeting is
taking place online, look at the live webcam. Change your tone from time to time to
convey the excitement of your message.

Use interactive techniques: Ask rhetorical questions or short polls to keep your
audience engaged. If time allows, encourage live Q&A, or ask participants for brief
input to create a two-way communication experience.

Challenges and adapting to unexpected situations: Even experienced presenters
experience technical glitches and challenges such as equipment failure or software
crashes. Keep backup files accessible on USB or the cloud. If technology fails

completely, rely on verbal summaries or printed handouts.



e Be prepared for unexpected questions: Listen to the question carefully and validate
the question. If you come up with an unexpected question and don't know the answer,
offer to follow up via email or at a later meeting. It inspires more authenticity and a
willingness to find answers than hasty guesses.

e Maintaining consistency: Repeat key points throughout the presentation. This helps
the audience remember your takeaways and see the logical connection between
sections.

e Upholding professional standards: Remember any privacy or compliance guidelines
your organization has in place. Present only authorized data, and treat all stakeholders

with respect.

Mastering these 4Ps offers a systematic path toward delivering memorable and effective
business presentations. Each step depends on the previous step: you plan strategically,
prepare well, practice diligently, and perform with poise. By devoting adequate time and
attention to each step, you can approach your audience with clarity, confidence, and the
assurance that You have done everything possible to deliver your message successfully.
Whether you are developing a new product or sharing quarterly results, the 4Ps framework

helps ensure that your presentation not only informs, but drives action.

4.3 Types of Business Presentations Types of business presentations

Business presentations are an essential tool for communicating ideas, strategies and
information effectively in the corporate world. Whether you are looking to inform, persuade,
teach, or motivate your audience, understanding the different types of business presentations
will significantly enhance your ability to deliver effective messages. Business presentations
are classified based on their purpose, context, and audience, and each type of presentation has
specificArobari is a unique means of achieving goals. In this section we cover a diverse range
of business presentations, in will examine its key features, and how they can be leveraged to

meet organizational goals.

4.3.1 Informational Presentations

Informative Presentations are those presentations which are designed to share facts and data-
based updates or insights. Such presentations are used in project updates where team

members or stakeholders need to be informed of progress, milestones, and budget
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considerations or company announcements dealing with policy changes, organizational
changes, or new procedures. Another frequent situation where informational Presentations

Often used is financial briefings - such as quarterly earnings or annual reports.

An effective informational presentation has two important characteristics: clarity and
conciseness. Presenters should present a logical progression of information from a broad
overview to more detailed points. Supporting data, including charts, graphs, or tables;
reputation to increase and Can be used to help the audience understand complex ideas easily.
Although This Presentations are not inherently persuasive but often include references to
possible action items or strategic implications. Presenters should be prepared to answer
specific questions about the data and It should be ensured that any details provided are

directly related to the needs of the audience.

4.3.2 Persuasive Presentations

Persuasive presentations are presentationations which are used to influence the audience's
beliefs, decisions, or actions. These are often presented for sales pitches, investor meetings,
or executive-level project proposals. For example, a startup founder may develop an investor
deck to demonstrate market potential, demonstrate ROI, and highlight competitive

advantages in hopes of obtaining funding.

Because persuasion depends on both logical and emotional factors, persuasive presentations
often combine factual evidence—such as statistics, case studies, And Cost benefit analysis.
They consist of storytelling whose content serves as a connection for the audience.
Presenters should deeply understand the motivations and interests of stakeholders,
emphasizing how their proposal or product aligns with those priorities. The conclusion
usually features a clear call to action—whether it's in the form of further discussion, approval

of a budget, or an immediate purchase.

4.3.3 Training or Instructional Presentations

Training presentations help people learn new skills or knowledge. They are mostly used in
onboarding sessions, where new employees get familiar with company culture and rules.
Such presentations are also seen in workshops where employees receive hands-on training on
software tools, compliance standards, or project management procedures. Even product

demos for customers fall into this category.
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A good training presentation is clear and structured and has information divided into small,
manageable parts. Presenters use interactive activities like hands-on exercises,
demonstrations, and group discussions to make learning more engaging. Visual aids, real-life
examples, and an open question-and-answer format help reinforce key points. The
presentation becomes more effective when the presenter delivers the contnet with a speed

according to the knowledge level of the audience.
4.3.4 Motivational or Inspirational Presentations

The goal of a motivational or persuasive speech is to inspire and bring people together around
a shared goal or set of values. These are seen in company meetings, conference keynote
addresses, and team building sessions. Many times senior leaders use such presentations to

celebrate accomplishments and reinforce organizational values.

Emotional connection is the key to such presentations. Speakers use personal stories and
examples from real life to make their messages more relatable and powerful for the audience.
This way, people can connect on a personal level and absorb the message more effectively.
By focusing on possibilities and accomplishments, motivational presentations inspire
optimism and a sense of collective purpose. People are interested when there is a lot of
energy, good eye contact, and interesting body language. So, the presenter needs to be
energetic and positive about the message they are delivlering. Instead of focussing too much
on specific numbers, motivational talks stress the “why” behind actions. This helps people

see the bigger picture and work towards it.

4.3.5 Problem-Solving or Decision-Making Presentations

Problem-solving or decision-making presentations are designed to find problems and propose
solutions. They are also used to guide teams or stakeholders toward an agreed upon outcome.
They are used in management or strategy sessions, where leaders address organizational
challenges such as workflow inefficiencies or resource constraints. They can also be used in
crisis situations, where quick decisions are needed to minimise problems such as product
defects or public relations failures.

The first step in these presentations is a clear definition of the problem to make sure that all
participants share the same understanding of what needs to be solved. Presenters then analyze
potential solutions, discussing the pros, cons, and risks associated with each option. Data-

driven insights such as cost-benefit analyzes or case studies give credibility and help decision
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makers evaluate the merits of different approaches. Discussion and input from various
stakeholders is encouraged, a collective final decision is promoted. The presentation
generally ends with a clear action plan or set of next steps, including solutions to move

forward.

4.3.6 Project Proposals

A project proposal is a specific type of presentation designed to obtain approval or funding
for a new initiative. These presentations outline key aspects of the proposed project like
objectives, timeline, budget, and expected results. They highlight return on investment or
strategic benefits, showing how the project aligns with organizational goals or solves an
important problem. If the proposal involves interdepartmental collaboration or shared

resources, proposers include detailed coordination and risk mitigation plans.

Because project proposals are designed to convince decision makers such as executives,
investors, or cross-functional leaders, clear visuals and reliable data are essential. Charts and
timelines illustrate project feasibility, while cost analyzes and risk assessments inform
stakeholders. By transparently addressing concerns and reinforcing the long-term value of the
project, a well-crafted proposal can move forward successfully.

4.4 Evaluating and Improving Presentations

In the previous sections, we studies what makes an effective presentation. Careful planning
and execution are the ingredients of a successful presentation. But this is not it. You should
have thoughtful evaluation and a willingness to adapt to make it more effective the next time.
You learn from experience and continuous evaluation. If you make it a point to evaluate your
presentation after each delivery, you can create a cycle of continuous improvement. This way
you can enhance your content as well as your presentation style. Rigorous evaluation is
beneficial to individual presenters and entire teams, as collective insights can inform best
practices and raise the quality of communication in an organization.

A robust assessment process often begins with a self-assessment. Immediately after the
presentation, take a few moments to reflect on its structure, pace, and clarity. You can rewind
your own performance in your mind and ask yourself if you accomplished your goals and if
there were any points where the audience seemed disconnected or confused. Reliving
challenging moments can point to weaknesses—such as transitioning between slides or
handling unexpected questions. Keeping a journal of these observations allows you to spot

patterns over time and address recurring issues in future preparations.
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Although self-reflection is valuable, external feedback provides a different and a more
objective perspective. Peer reviews are especially helpful, as peers or mentors can highlight
aspects you might overlook, such as body language, tone of voice, or how effectively you
responded to audience cues. In a business context, managers or department leads can also
provide important insight by linking your presentation style to broader organizational goals.
Audience feedback, whether obtained through quick follow-up surveys, post-session
discussions, or even informal conversations, is another rich source of information. Attendee
comments on content relevance, clarity, and engagement can help you gauge the impact of
your message. Virtual In Settings, Webinar Plate Forms Analytics—such as attendance
duration and participation in polls—can detect peaks or troughs in attention, guiding
adjustments for your next presentation.

In addition to gathering and reflecting on feedback, you must translate insights into
actionable improvements. For example, if you found that your slides were overly dense, plan
a redesign that uses less bullet points, relies more on visuals, and emphasizes key takeaways
more prominently. If feedback indicates that you speak too quickly or rush through complex
data, devote additional practice sessions to speed and clarity. This might include practicing
with a timer or pausing after enough points to invite questions or restate important
information. For those who feel uncomfortable with public speaking, engaging a professional
coach or attending a communication workshop can help build confidence and authenticity.
targeted Can offer techniques.

Finally, the process of evaluating and improving presentations should continue. Instead of
seeing feedback as a one-time fix, approach it as part of a continuous cycle of improvement.
Every new presentation provides a learning opportunity, whether it's honing your storytelling
skills, improving your graphics, or mastering audience question-and-answer dynamics. By
constantly embracing criticism, welcoming diverse perspectives, and experimenting with new
ideas, you permanently transform into a more effective and compelling business
communicator. Over time, this commitment to reflection and adaptation not only enhances
your personal brand as a presenter, but also elevates the communication culture within your
organization. Below are links to some YouTube videos that you may find useful in
improving your presentations.

Good Presentation vs Bad Presentation - https://www.youtube.com/watch?v=V8eLdbKXGzk

Presentation - Good/bad examples - https://www.youtube.com/watch?v=S5c1susCPAE
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4.5 Case Studies and Real-Life Examples

In this section, we discuss four illustrative case studies that demonstrate typical scenarios
where presentations are given, reviewed, and improved. Each case study highlights a
different challenge and offers insight into how presenters refined their approach. These
examples can be adapted to different business contexts and serve as practical learning
references.

Case Study 1: Giving a new manager a quarterly review

Scenario: A recently promoted manager Shaheen is tasked with presenting the quarterly
results of her department to senior officers. Although she has a strong grasp of statistics, she
struggles with public speaking and worries that this weakness will negatively affect her
presentation.

Challenge: During her presentation, Shaheen speaks very fast, moves the slides quickly,
which makes the team members not understand the information she presents. The speed
makes it difficult for listeners to formulate questions or fully understand the context behind
the data. Furthermore, the slides are filled with text that forces the audience to divide their
attention between reading and listening.

Evaluation and Improvement: After the session, Shaheen solicits feedback from a mentor
attending the meeting. She knows that both her speed and slide density are obstacles to
clarity. In response, she simplifies her slides—using fewer bullet points and adding more
visuals. She also uses timed rehearsals to develop a measured cadence. At the next quarterly
review, senior leaders comment on how easy it is to follow her presentation, and Shaheen
feels more composed and in control, indicating a marked improvement in her communication
skills.

Case Study 2: Product Pitch to Investors

Scenario: Tahir, Chief Product Officer at a tech startup, prepares a pitch to potential
investors. The goal is to secure funding for a new mobile application that leverages artificial
intelligence to personalize user experiences.

Challenge: Although Al technology is sophisticated, investors are more interested in market
feasibility and revenue projections than in the nitty-gritty details of algorithms. Tahir devotes
much of his presentation to explaining the technical basics using complex flowcharts and
slides full of code. Questions from investors in the batch show that they are still unclear about

how the product will make money.
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Evaluation and improvement: Tahir collects feedback directly from investors after the pitch.
They emphasize the need for clear market data and a better definition of monetization
strategy. In response, Tahir revises the deck to focus on financial models and user use cases,
supported by brief references to the app’s Al features. Investors in the next round of pitches
demonstrate the power to tailor content to audience preferences, creating greater focus and

appreciating progress in negotiations.

Case Study 3: Overcoming training session barriers

Scenario: Shanti is an HR manager and conducts a mandatory training session on a newly
implemented project management software. The session is for a diverse group of
employees—from tech-savvy staff to those with only a brief introduction to digital tools.
Challenge: Along the training, Shanti notices some participants struggling to understand the
presentation. Others finish exercises quickly and become restless due to lack of interest. The
mixed skill levels in the room create an uneven experience that is frustrating on both sides.
Evaluation and Improvement: Shanti collects feedback through a survey after the session.
Many participants felt that the training was either too slow or too fast for their respective
skills. Guided by these insights, Shanti reorganizes future sessions: a beginner's class that
navigates fundamentals and focuses on essential features, and an advanced class that covers
more complex functions. She also integrates short practice sessions and encourages peer
group support. Attendance and satisfaction rates improve and employees feel that each

session is tailored to their exact needs.

Case Study 4: Delivering a high-quality motivational speech

Scenario: Adil is a regional director of a retail chain. He is asked to deliver a keynote speech
at the company’s annual conference. The aim is to motivate store managers to adopt new
customer service protocols and prepare for the upcoming sale season.

Challenge: Despite his enthusiasm, Adil’s first draft is too data-heavy. He plans to display
numerous charts and lengthy metrics to highlight the need for new protocols. During
rehearsals with the conference’s organizing committee, he notes that the talk feels more like a
performance review than a motivational speech, which could alienate a disoriented audience.
Evaluation and Improvement: Realizing that it needed an emotional hook, Adil drew on
employee success stories and customer feedback to illustrate the impact of exceptional
service. He also minimizes the number of slides and focuses on big-picture topics, such as
personal pride and team unity. During the actual conference he opens with a powerful story
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about a store manager who went the extra mile for a customer to turn around a challenging
situation. A post-presentation survey shows that attendees felt inspired rather than lectured,

validating Adil’s shift to a more narrative-based approach.

Below are examples of some real-life presentations that demonstrate different styles,
objectives, and audience interactions. A little description is added with the title or speaker so
you can easily find them on YouTube by typing the exact title or speaker name. Urdu closed
captions/subtitles are available in English videos.

Example 1: Steve Jobs’ 2007 iPhone launch

Search video: “Steve Jobs introduces iPhone in 2007

Type of presentation: Product announcement presentation

Why it is effective: Steve Jobs' 2007 iPhone introduction is a great example of an effective
presentation. Its strength is storytelling and products Demonstration lies in its smooth
blending of , a technique that creates excitement and anticipation. Even when describing
relatively complex technology, Jobs simple language And logical flow Maintains clarity
using Importantly, he engages the audience by gradually revealing the iPhone's features,

carefully advancing information to capture their attention with each new unveiling.

Example 2: Simon Seneca Ted Talk “Start With Y"

Search video: “Simon Sinek: Start with why - How great leaders inspire action"

Type of Presentation: Motivational/ Inspirational

Key Takeaways: This presentation by Simon Sinek effectively uses a strong hook, starting
with simple but thought-provoking questions that immediately draw the audience into his
"Golden Circle" concept. The universal relevance of the presentation makes it resonate with a
wide audience, from entrepreneurs and team leaders to anyone interested in understanding
influence. Sinek's Simplicity and Repetition Strategic Usage, especially his constant
emphasis on the core message "Start with Why," ensures that the key takeaway is firmly

planted in the audience's mind.
Example 3: A 10-year-old girl’s sales pitch on Shark Tank America

Search video: “Shark Tank US - Baby Spoon”

Type of presentation: Persuasive presentation
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Key Takeaways: Ten-year-old entrepreneur Cassidy Crowley's impressive Shark Tank pitch
for a baby spoon product, Baby Toon, demonstrates the power of a clear and concise
presentation. Cassidy effectively describes the problem his product solves - traditional spoons
are dangerous and easily dropped - and offers his own designed solution. His presentation,
which shows how he turned an elementary school project into a market-ready product,
captivates the sharks and eventually lands a contract. Cassidy's youthful confidence and
composure, remarkable for her age, underscore the importance of enthusiasm and simplicity.
His effective storytelling, narrating his personal journey into a product narrative, resonated
with investors. Additionally, by focusing on how Baby Toon's design alleviates a real pain
point for parents, she demonstrates a solid understanding of market needs and a targeted price

proposition.

Example 4: Thesis presentation by Emily Johnston

Search video: “Emily Johnston - 3 minute thesis presentation”

Type of presentation: Informational presentation

Key Points: Although this is not a business presentation, Emily Johnston’s 3-minute
presentation on mosquito-borne diseases is worth watching. The presentation effectively
engages the audience right from the start. She begins her talk with a startling statistic
highlighting the devastating impact of mosquitoes as ‘the deadliest animal on the planet.’
Johnston’s presentation is a powerful example of how clear, concise communication,
combined with compelling research and humor, can effectively communicate complex
scientific findings to diverse audiences. It is also worth noting that Emily did not use filler
words such as “um” or “uh” and completed her presentation within the allotted three minutes.

It all comes from practicing many times.

4.6 Exercises

1. Startup Product Pitch: Imagine you are the founder of a tech startup that is developing
a mobile application to help users track daily habits and goals. You only have five
minutes to pitch your idea to investors at a networking event, and your main goal is to
convince them that your app is not only viable, but actually worthy of their financial
support. First, consider what kind of opening will capture an immediate investor's
interest in just a few sentences. Think about whether you want to start with surprising
statistics about habit formation or a personal story that illustrates the problem your app

solves. Next, consider how you will succinctly describe the app's key features, its
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revenue model, and any market research that supports its potential success. Finally, craft
a comprehensive request or call to action—perhaps suggest a follow-up meeting or live
demo—that can encourage investors to become more engaged. In a paragraph or two,
write a script for your opening pitch. Then, specify which visuals, if any, you will
include on a minimal set of slides to reinforce your message without overwhelming your
audience.

Team training: Imagine yourself as an HR manager at a mid-sized software company,
tasked with conducting a short training session (about 15 minutes) on remote work
policies and best practices for new hires. Your goal is to make sure these new hires
understand company guidelines, master the necessary communication tools, and feel
supported from day one. Describe how you will structure the session so that it begins
with a clear overview of the remote work policy, transitions into demonstrations of
software tools (such as project management apps or communication platforms), and ends
with a Q&A that clears up any lingering doubts. Consider how you can add an
interactive element—such as asking participants to schedule a mock remote meeting—to
help them practice what they have learned. In one paragraph, describe the logical flow of
your session. In another, suggest how you would design a handful of slides or handouts
to keep the content visually organized, making it easier for new hires to absorb the
guidelines.

Executive Level Project Update: Imagine yourself leading a major marketing campaign
at a large corporation. You have 10 minutes to brief the CEO, CFO, and CMO on recent
milestones, current budget status, and preliminary results of your efforts. Your challenge
is to balance depth and brevity, ensuring that leadership understands both the big-picture
impact and the key metrics that drive success. Start by defining how you will select and
present performance data, such as cost per lead or customer engagement trends, in a
graph or chart that quickly tells a story. Next, discuss how you will address any budget
deviations — whether you are under or over estimates — and how to structure them in a
way that highlights the campaign's strategic value. Finally, consider the questions
executives might ask and how you'll be prepared to confidently answer them. In one
paragraph, outline a brief one-page handout that summarizes these updates. In the second
paragraph, suggest a few possible executive questions and your planned responses.
Conference keynote presentation: Imagine you've been invited to give a 20-minute
keynote address at a professional conference for digital marketers. Your chosen topic is
the growing impact of artificial intelligence on personalized advertising. First, decide
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how you will open the conversation with a compelling story or case study that will
immediately draw the audience into the world of Al-powered marketing. Then, think
about presenting your research or data in a way that is accessible to a diverse group,
some of whom may not have a technical background. Conclude with a futuristic
perspective, offering possible predictions about future Al trends and how marketers can
adapt. In one paragraph, write a brief summary that the conference can publish in
advance to attract attendees. In another paragraph, list three key points you hope the
audience will remember, making sure they include both high-level insights and practical
advice.

5. The crisis communication: Imagine that you are responsible for handling public
relations at a company that has just experienced a supply chain disruption that has
caused product delivery delays. You should conduct a short (5-7 minute) presentation to
the media to explain what happened, outline the steps taken to resolve the crisis, and
restore public confidence. Devote a paragraph to discussing why you immediately
recognize the problem and take accountability, and how to structure your startup to
summarize the immediate steps taken. In a separate paragraph, mention how you will
highlight future security measures, making sure you end on a positive note that affirms
the company's commitment to customers. This exercise challenges you to maintain

clarity and relaxation under pressure.

4.7 Leraning Outcomes

Business presentations are a cornerstone of professional communication, serving diverse
purposes such as informing, persuading, educating, and motivating audiences. Whether
delivering quarterly reports, pitching new ideas to investors, or training employees, effective
presentations can influence decisions, establish credibility, and foster collaboration.

The 4Ps of Presentations—Planning, Preparation, Practice, and Performance—offer a
structured approach to delivering impactful messages. Planning ensures clear objectives and
logical flow, while thorough preparation refines content, visual aids, and anticipated
questions. Repeated practice builds confidence, hones delivery, and helps presenters manage
time effectively. Finally, strong performance engages the audience through clarity,
enthusiasm, and adaptability.

Business presentations come in various types, including informational presentations that
focus on delivering data and insights, persuasive presentations aimed at influencing
decisions, training sessions designed for skill-building, motivational speeches that inspire
action, problem-solving presentations that guide teams toward solutions, and project
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proposals that secure approval or funding. Each type requires a tailored approach to meet the
audience’s needs and objectives.

Presenters often encounter challenges such as stage fright, disengaged audiences, cultural and
language barriers, time constraints, and unexpected questions. Overcoming these hurdles
requires preparation, flexibility, and a deep understanding of effective communication
techniques. Successful presenters exhibit clarity, confidence, empathy, adaptability, visual
literacy, and professionalism, ensuring their message resonates with the audience.

Continuous improvement is essential, and self-assessment, peer reviews, and audience
feedback play a critical role in refining presentation skills. Learning from past experiences
and adapting based on constructive critiques enhances both delivery and content structure. By
mastering these principles, presenters can communicate persuasively, adapt to diverse
audiences, and create meaningful connections that drive action.

4.8 Keywords

Term Meaning

Stakeholder A person interested in something, especially business

Risk Analysis | Identifying potential problems that could adversely affect business

initiatives or projects

Investor deck | A presentation used by entrepreneurs to convince potential investors to

fund their business idea or startup

Storytelling The act of establishing a connection with the audience using narrative

rather than mere facts to achieve

Vocal tics Involuntary and sudden repeated sounds like clearing your throat
Posture A particular position in which one stands, sits, etc
Takeaway A key point or idea to remember from a meeting

Filler words Sounds, words, or phrases used to fill gaps in speech, without adding

significant menanign to the message. Example: um, uh.

Call to action | Some speech, writing, or action that encourages people to take action

about an issue
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4.9 Sample exam questions

1)  Which of the following is not one of the 4Ps of presentations?
A) Planning
B) Profit
C) Preparation
D) Performance
2) A presentation designed to persuade an audience to take a specific action is called:
A) Informative presentation
B) Training presentation
C) Impressive presentation
D) Persuasive presentation
3)  Which of the following is an important aspect of effective preparation for a
presentation?
A) Word to entire script By Word recall.
B) Practicing the presentation several times.
C) Creating slides with as much text as possible.
D) Avoiding any interaction with the audience.
4)  Write any two characteristics of an effective presenter.
5) What is the best way to apply the 4Ps methods in the work environment?
A) Using exactly the same method for each type of audience.
B) Avoiding rehearsing to appear more spontaneous.
C) Adapting your style based on the purpose of the presentation.
D) Skipping the planning phase to save time and simply execute.
6) A presentation whose purpose is to increase the knowledge or understanding of the
audience is classified as

7) A well-structured presentation usually includes an introduction, body, and

8) Collecting after giving a presentation helps speakers identify areas for
improvement. (Feedback/Stationery)

9) If someone from the audience asks an unexpected question, it should be completely
ignored. (True/false?)

10) Avoiding excessive use of filler words or eye contact improves presentation.
(True/false?)
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11)

12)
13)
14)

15)
16)

17)
18)
19)
20)

21)

Answers:

B

D

B

Clarity and confidence

C

Informational presentation
Conclusion

Feedback

False

. True

Short Answer Questions

Explain the role of presentations in professional communication of modern

organizations.

Highlight some important characteristics of an effective business presenter.
Write notes on importance of preparation in presentation.

Briefly describe two strategies you can use to capture your audience’s attention at the
beginning of a business presentation.

What are the benefits of using clear and concise language in a business presentation?
Explain the role of body language and eye contact in enhancing communication
during a business presentation.

Explain the challenges faced in making a business presentation.

Define project proposal. What kind of presentation is this?
What is meant by a persuasive presentation? What is its purpose?

Sarfaraz has been asked to give a presentation to potential investors about a new
mobile app his company has developed. In order to effectively convince investors,

suggest four key points for Sarfraz to prepare this presentation.
Long Answer Questions

Explain in detail the essential steps involved in planning and preparing a successful

business presentation.
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22)

23)

24)

25)

Explain in detail the role of communication skills in making a persuasive
presentation.

Critically evaluate common mistakes made by presenters during business
presentations. Suggest strategies to avoid these mistakes and maintain audience
engagement.

Discuss strategies for effectively managing audience interaction and question
sessions. Explain what techniques can be used to deal with difficult or unexpected
questions.

Explain the advantages, and key principles of incorporating visual aids into

presentations. Mention if there are any disadvantages.

4.10 Suggersted Readings

Duarte, Nancy. Resonate: Present Visual Stories That Transform Audiences. Wiley,
2010.

Reynolds, Garr. Presentation Zen: Simple Ideas on Presentation Design and Delivery.
New Riders, 2011.

Gallo, Carmine. Talk Like TED: The 9 Public-Speaking Secrets of the World's Top
Minds. St. Martin’s Press, 2014.

Weissman, Jerry. Presenting to Win: The Art of Telling Your Story. Pearson
Education, 2009.

VandeHei, Jim, et al. Smart Brevity: The Power of Saying More with Less. Nicholas
Brealey Publishing, 2023
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UNIT 5

SPEAKING - |

S.No. | Unit Structure

5.0 Objectives

5.1 Introduction

5.2 Choosing a Method of Speaking

5.3 Analysing the Audience

5.4 Non-verbal Dimensions of Presentations

55 Learning Outcomes

5.6 Key words

5.7 Sample Exam Questions

5.8 Suggested Readings

5.0 Objectives
After studying this unit you will be able to:

e Identify and apply various speaking techniques suitable for professional and academic
settings.

e Analyze audience demographics and psychographics to tailor communication
effectively.

e Employ non-verbal communication strategies to enhance message delivery and
audience engagement.

e Demonstrate confidence and clarity in diverse speaking contexts such as
presentations, meetings, and interviews.

5.1 Introduction

Communication is an important skill that is an essential component of professional success.
Whether you are presenting a business plan, expressing your opinion in a meeting, or
motivating employees, your communication style directly affects the effectiveness of your
message. The aim of this unit is to expose students to three key elements that are essential to
a successful presentation: communication technique, audience analysis, and non-verbal
aspects. The importance of each element and its correct use will help you master your
conversation.

In the first important factor ‘communication technique’, you will learn which method is
appropriate to use in different situations, such as impromptu conversation, conversation with
notes, or memorized conversation. Each method is chosen according to its circumstances and
objectives. In addition, you will also learn how to use the appropriate method to make your
presentation effective so that you better convey your message to the audience.
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The next important factor is ‘audience analysis’ in which you try to understand who your
audience is and what their needs are. You need to adapt your speaking style to the audience's
age, gender, educational background, and culture. Likewise, you will learn how you can
monitor audience response and make changes to your presentation based on their feedback.

The third element ‘non-verbal aspects’ is, such as your body language, tone of voice, and
appearance. All of these aspects have a profound impact on the message, and you need to
learn how you can use your non-verbal cues effectively to create a deep connection with your
audience.

By the end of this unit, you will be able to understand and use these three elements in
practice, which will significantly improve your presentation and convey your message more
effectively and confidently.

5.2 Choosing a Method of Speaking

There are many methods of communication, and each method is adapted to specific
situations, purposes, and audiences. Choosing an effective speaking technique depends on
how much preparation time the speaker has had, the nature of the audience, and the purpose
of the speech. A successful presentation requires that the speaker not only optimizes his
content but also chooses the right delivery style. Common methods of conversation include
impromptu conversation, conversation with notes, addressed conversation, and memorized
conversation.

1. Impromptu Speaking

Impromptu speaking involves delivering a speech without prior preparation. It requires quick
thinking, confidence, and the ability to choose effective words. This method is commonly
used when answering a sudden question in a meeting or providing guidance in an unexpected
situation. On such occasions, an effective speaker quickly organizes his/her thoughts and
delivers a concise speech. But the biggest challenge with this approach is that mistakes and
disjointed conversations are more likely. So those who want to master this skill, should
increase their general knowledge, so that they can discuss every topic quickly.

Example: If a manager is suddenly asked “What is the progress of your project?”, he has to
give a clear and effective answer without any preparation.

2. Extemporaneous Speaking

This is a method in which the speaker researches the topic, prepares notes of important
points, and then uses them to speak in a frank and natural manner. Instead of memorising the
entire text or reading from a document, only the main points and guidelines are noted, so that
the speaker can maintain a direct connection with the audience during the conversation. This
method is considered most suitable for business presentations, training sessions, or meetings
with clients, as it maintains freedom and naturalness. The challenge of this method is that if
the speaker relies too much on notes, the connection with the audience can be weak.
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Example: Communicate with the help of notes to convince the sales team at the launch of a
new product, so that trust and effectiveness are maintained.

3. Manuscript Speaking

Manuscript speech is a style in which the speaker prepares a complete text and reads it aloud.
This method is suitable for formal occasions, legal statements, or technical topics, where
precise wording and careful communication are essential. Its main advantage is that there is
less chance of error. But if the speaker is dependent only on reading the text, his speech can
feel lifeless and ineffective.

Example: Delivering a keynote address at an industry conference.
4. Memorised Speaking

In a memorised speech, the speaker memorises the entire speech and presents it without any
paper. This method is suitable for short, impactful speeches such as acceptance speeches,
award ceremonies, or motivational speaking. Its main advantage is that the speaker looks
confident and engaged, but if he misses a point during the conversation, the presentation can
suffer.

Example: Giving a short and passionate CEO speech on a company's 10th anniversary.
Choosing the right method

Now that we know the types of speeches, let us look at the factors to keep in ming while
selecting a speaking method. There are several important factors to consider before choosing
the appropriate method for any talk, such as the purpose of the presentation, the expectations
of the audience, and the time available for preparation. If the purpose of a presentation is to
inform the audience, a conversation with notes will be better, while if the purpose is to
persuade an action, an enthusiastic and frank style will be more effective. Similarly, if time is
short, impromptu talk or talk with notes can be chosen, but if time is more, correspondence or
memorized talk can be worked on. It is also important to consider the nature of the audience,
as formal audiences (such as a board of directors) prefer an address style, while informal
audiences (such as students or employees) prefer conversations with notes. A good
presentation requires that the speaker be flexible to the situation, understand the audience's
reactions, and practice his speech.

Example: If you are offering a new service to a client, use conversation with notes to
maintain both trust and preciseness.
Self Review Question:

Which method do you use the most and why? What can be done to improve it?
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5.3 Analysing the Audience

Audience analysis is the process of identifying and understanding the characteristics,
expectations, needs, interests, and potential responses of the people you are addressing in a
communication situation. Why is audience analysis important? It is important because the
success of any presentation or conversation depends on how well the speaker understands the
audience. If the audience’s needs, interests, and background are ignored, not only may the
message fail to be delivered effectively, but the audience may also express disinterest. A
successful speaker always prioritises audience analysis in order to adapt the content, style,
and delivery of the presentation accordingly. The same message can be presented in different
ways to different audiences. Understanding this difference is the essence of great
communication. For example, a presentation to students in an academic seminar on the same
topic will be simple and descriptive, while presenting the same topic in a corporate meeting
will require a technical and data-driven approach.

Key dimensions of audience analysis

There are some basic points to remember to understand the audience. Demographics such as
age, gender, educational background, and occupation influence the content and style of
conversation. Younger audiences tend to be more innovative and creative, while older
audiences place more emphasis on experience and traditions. Similarly, an audience at an
engineering seminar will prefer technical details, while marketing professionals will prefer a
more creative and visual style of discussion. Cultural background is also an important factor;
Western audiences prefer a direct style, while Eastern societies value indirect and polite
styles more.

Psychological aspects also play an important role in the effectiveness of communication. It is
important to understand the interests and values (psychographics) so that the conversation
matches the expectations of the audience. Some people are interested in new technology and
innovation, while others prefer financial benefits and business development. Similarly, some
audiences are open to change, while others prefer traditional methods. The speaker should
adapt his speech to the preferences of the audience. For example, if a manager wants to
convince his team to adopt a new policy, he needs to communicate their values, concerns, and
expectations so that they are willing to accept the change.

Here is a quick glance at the key dimensions we discussed above:

e Demographics: Age, gender, education level, and profession influence message tone
and content.

e Psychographics: Interests, values, beliefs, and attitudes determine how the audience
interprets the message.

e Cultural Factors: Cultural background affects preferences for directness, formality,
and non-verbal cues.
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e Knowledge Level: Presentations should be adapted based on the audience’s
familiarity with the topic.

e Expectations: Understanding what the audience hopes to gain allows for more
targeted and effective delivery.

Techniques for analysing the audience

It is also important to accurately assess the knowledge level of the audience. If the audience
IS inexperienced in a particular topic, they must provide basic information and explanations in
plain language. Content can be made a little more technical for an intermediate audience,
while more depth and specific details are necessary for an expert audience. Also, it is
important to understand the audience's expectations—are they simply looking for
information, practical solutions, or inspiration on a topic? The speaker should tailor his
presentation to these expectations in order to maintain the audience's interest. Some
techniques are as follows:

Pre-event surveys or interviews to gather data on audience preferences.

Reviewing organizational profiles and participant lists.

Consulting event organizers for insights into audience composition.

Observing audience reactions during the presentation to adjust tone or content in real-
time.

e The speaker can also gauge the audience’s response by asking questions, such as “Are
you familiar with this concept?”” or “What do you expect on this topic?”

Common mistakes to avoid

1. Assuming all audiences are the same: Not every audience thinks, feels, or responds
in the same way. What works for one group might not work with another. So it is
important to know who you are talking to and adjust your approach.

2. lgnoring cultural sensitivities: When we overlook cultural differences, even a well-
meaning message can come across as insensitive or offensive. A little awareness and
respect for others’ backgrounds can go a long way in building trust.

3. Overloading technical details for non-expert audiences: Throwing in too much
jargon or complex info can leave people lost and disengaged. It is better to explain
things in a way that is easy to follow. You can make it feel like youare having a
conversation, not giving a lecture.

4. Failing to read non-verbal cues such as disinterest or confusion: If people look
bored or puzzled, that is a sign that something is nto right. Paying attention to body
language or facial expressions can help you adjust your delivery on the spot.

Best Practices

Effective communicators continuously adapt their style to suit different audiences. This
includes modifying language, examples, and delivery style to ensure clarity, relevance, and
engagement.
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Self Review Question:
How much did you understand your audience in your presentations? Can you meet their
expectations?

5.4. Non-verbal aspects of presentations

According to research, 70-90% of effective communication consists of non-verbal elements.
Words are important in their own right, but your body language, voice, and appearance have
a profound effect on the audience. Nonverbal cues not only convey the speaker's confidence
and professionalism, but also help establish an emotional connection with the audience, gain
their attention, and clarify the message.

1. Body language

Posture

Standing straight shows confidence and professionalism, while slouching or drooping
shoulders indicates weakness, exhaustion, or disinterest.

It is important to stand calm and steady in front of the audience, so that your speech
sounds more serious and impressive.

Also pay attention to the way you sit. Leaning back in a chair can show inattention
and laziness, while leaning forward can be a sign of interest and dynamism.

Avoid repetitive or distracting movements.

Gestures

Effective use of hands helps to make a point clear, such as using fingers while
counting or holding open hands to emphasize a particular point.

Anxious movements such as playing with hair, putting hands in pockets, or repeatedly
clasping hands can have a negative effect on the audience.

Appropriate gestures help keep the audience’s attention, such as using the hands
dynamically to convey an important point.

Movement

Walk with purpose shows confidence and mastery of the speaker. If you are speaking
in a large hall, moving around the stage appropriately can connect with different parts
of the audience.

Wandering around aimlessly, walking quickly, or standing still in one place can be a
sign of anxiety, uncertainty, or unpreparedness.

If the audience is losing attention, moving closer to them or changing hand gestures
can restore their interest.

Facial Expressions
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e A genuine smile creates rapport with the audience and makes the conversation more
engaging.

e An exaggerated or artificial smile can feel unnatural, so it's important to adopt an
appropriate and realistic expression.

e Facial expressions on serious topics should also be appropriate, so that the audience
knows which point in your conversation should be given more attention.

Eye Contact

e Make direct eye contact which establishes trust with the audience and helps retain
their attention.
Avoid staring, as this can make the audience feel uncomfortable.
If the audience group is large, try to include everyone by looking at different
segments.

e Cultural differences are also important, as in some cultures excessive eye contact is
considered impolite, while in Western societies it is considered a sign of confidence.

2. Paralanguage (voice)
Tone

e Warmth and affectation in tone increases audience interest, while a cold and
monotonous tone conveys apathy and disinterest.

e During a presentation, it is important to use an enthusiastic, confident, or soft tone
depending on the audience.

Pitch and volume

e Increase the volume to emphasize important points, but too loud may sound
unnecessary.

e For sensitive and serious topics, it is better to adopt a soft voice to get the audience’s
attention.

e Adjust the volume according to the size of the room. Be loud enough in a large hall
and moderate in a small room.

Pace

e Speak slowly as it is important to clarify difficult or complex topics. Speaking quickly
helps create excitement.
e Speaking too fast can confuse the audience, while speaking too slowly can bore them.

Pauses

e Taking a break after important points Gives the audience a chance to think and
increases the impact of the speech.
e Use silence effectively to avoid unnecessary "um, ah™ words
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3. Appearance

e The first impression your dress and overall personality makes on the audience is very
important.

e For formal occasions, a suit or traditional professional attire is best, while for informal
occasions, a slightly more casual but dignified attire is acceptable.

e Clothes should be clean and ironed, and the overall preparation should be such that it
makes a positive impression on the audience.

4. Proxemics

e Standing close to the audience helps build rapport, while standing too far away can
show distaste.

e Room setting is also part of non-verbal communication. If possible, do not place
obstacles (such as tables) in front of the audience so that the conversation is more
direct and effective.

e Spacing also varies culturally - shorter spacing is adopted in Indian, Latin and Middle
Eastern cultures, while longer spacing is preferred in European countries.

All elements of nonverbal communication viz body language, voice, appearance, and use of
distance, play a key role in making a speaker’s speech effective and influential. By mastering
these aspects, a speaker can communicate more effectively to the audience and leave a lasting
impression on their hearts and minds.

Impact of non-verbal communication

As important as words are in conversation, there are also non-verbal cues, which can increase
or decrease the impact of a conversation. Positive gestures, such as open body language,
smiling, and appropriate hand gestures, increase the audience's trust and interest, while
negative gestures, such as folded arms, averting eyes, or looking down at the ground, can
create a sense of distrust and distance. An effective speaker can maintain the audience's
attention and interest by improving his non-verbal behavior. If the audience feels that the
speaker is nervous, unconfident, or disinterested, they will not be positively impacted by the
conversation, no matter how strong the content. Therefore, it is very important to control your
hands, facial expressions, and movements while speaking.

Positive and negative indicators

Positive cues attract the audience and help them believe the speaker's message more. Open
body language, such as having open arms and leaning the body toward the audience, conveys
confidence and warmth. Similarly, smiling creates a positive connection with the audience
and makes them interested in the conversation. Appropriate hand gestures can be used to
illustrate or emphasize something, such as using fingers while counting or pointing with the
hand to an important point. On the other hand, negative gestures such as arm folding, which
shows defensiveness or disinterest, or repeated looking down at the ground, which can show
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nervousness or lack of self-confidence, can prevent the audience from paying full attention to
the speaker. Signs of restlessness, such as frequent hand waving, fiddling with clothes, or
gesturing unnecessarily, can distract the audience and detract from the seriousness of the
presentation.

Practical Tips
Here are some tips for you to improve your speaking skills in the business world.

* Record and review your presentations to observe your non-verbal habits.
. Practice in front of peers for constructive feedback.
. Adjust non-verbal behavior based on audience response.
» Maintain authenticity—avoid exaggerated expressions or forced gestures.

Self Review Question:
What message did your non-verbal cues convey in your previous presentation?

5.5 Learning outcomes
After studying this unit, students will be able to:

e Differentiate between speaking methods and apply them appropriately in business and
academic contexts.

Conduct comprehensive audience analysis and adapt presentations accordingly.
Utilize non-verbal cues to enhance communication effectiveness.

Deliver presentations confidently using verbal and non-verbal strategies.
Communicate persuasively in meetings, client presentations, and public forums.

5.6 Keywords

Term Meaning
Impromptu speaking | SPeaking or engaging in conversation without prior preparation or
notice
Manuscript A fully written speech read verbatim, suitable for formal and
technical communication.
Paralanguage The non-verbal elements of speech such as tone, pitch, and pace that

affect meaning

Study of how physical space affects communication and

Proxemics ) . )
interpersonal interactions.

Statistical characteristics of a population used to understand

Demographics . .
audience composition.

5.7 Sample exam questions

Multiple Choice Questions

33



1.How many basic ways of speaking are there?
A. Two
B. Three
C. Four
D. Punch
2.What is an impromptu conversation?
A. Correspondence
B. Memorized Conversations
C. Impromptu conversation
D. Discussion with notice
3.What is the most important aspect of audience analysis?
A. Age of audience
B. Audience background
C. Audience expectations
D. All of these
4.What percentage of communication is non-verbal?
A. 20-30%
B. 40-50%
C. 70-90%
D. 100%
5.What is the most important element in body language?
A. Clothing
B. Eye contact
C. Tone of voice
D. Distance Use
6.What does warmth in tone of voice indicate?
A. Aversion
B. Interest
C. Anger
D. Exhaustion
7.How do cultural influences affect nonverbal cues?
A. No effect
B. There is a positive effect
C. There is a negative effect
D. Interpretation may vary
8.What type of presentation is conversation with notes suitable for?
A. Ceremonial gathering
B. Business offering
C. Legality of statements
D. Prize Ceremony
9.What is the biggest benefit of a memorised conversation?
A. The probability of error is reduced
B. Trust and attention are maintained
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C. The connection with the audience is strengthened
D. Savestime
10.What method can be used for audience analysis?
A. Questionnaires
B. Observation
C. BothAand B
D. None of these

Short Answer Question

1.Explain the methods of communication.

2.Explain the importance of audience analysis.

3.What are the basic elements of non-verbal communication?
4.Explain the difference between positive and negative non-verbal cues.
5.How do cultural influences affect nonverbal cues?

Long Answer Question

1.How to choose the appropriate communication style for an effective presentation?
Explain.

2.Explain in detail various aspects of audience analysis.

3.Explain the importance of non-verbal communication and its various elements.

5.8 Suggested Readings
1. The Quick And Easy Way To Effective Speaking, Dale Carnegie, Fingerprint!
Publishing.
2. Talk Like TED, Carmine Gallo.
3. Speak with confidence, Mike Acker, John Wiley and Sons Inc.
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UNIT 6
SPEAKING II

Unit Structure

6.0 Introduction

6.1 Obijectives

6.2 Importance of Advanced Oral Communication
6.3 Speeches for Commemorative Occasions

6.4 Effective Presentation Strategies

6.5 Persuasive Speaking in Business

6.6 Elevator Pitch and Brief Professional Speeches

6.7 Analyzing and Critiquing Professional Speeches

6.8 Summary

6.9 Keywords

6.10 Terminal Questions

6.11 Suggested Readings

6.0 Introduction

For MBA candidates who are interested in pursuing positions of leadership and management,
the ability to communicate effectively orally is an essential asset. In today's highly
competitive corporate climate, one's capacity to articulate ideas in a clear and concise
manner, to motivate teams, to influence stakeholders, and to communicate vision in a
convincing manner is a crucial factor in determining one's level of success. Communication
skills that are strong contribute not only to an increase in personal credibility but also directly
to the effectiveness of an organisation and the impact that leadership has.

There are many different types of public speaking situations that managers participate in on a
regular basis. These include presentations, pitches, speeches for commemorative occasions,

persuasive negotiations, and informal encounters. Master of Business Administration students
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who develop excellent oral communication skills are better prepared to excel in various
professional settings, which contributes to their ability to achieve strategic goals and promote
significant change. We will study all these types of speaking situations and the type of speech
each situation demands.

6.1 Objectives

On completing the lesson, learners will be able to:

e Explain company concepts and tactics in diverse speaking situations.

e Present professionally with clarity, conciseness, coherence, and confidence.

e Improve credibility and audience engagement with effective verbal and nonverbal
communication.

e Analyse audience needs and adjust communication techniques to cultural variety and
circumstance.

e Review and critique their own and others' speaking performances.

6.2 Importance of Advanced Oral Communication

For someone in management and leadership roles, having strong communication abilities is
essential to achieving success. Leaders that are able to communicate iclearly and effectively
have the ability to inspire and motivate their teams, achieve organisational goals in a
comprehensive manner, and successfully manage change. Good oral communication not only
makes a leader more trustworthy, but it also helps team members trust each other. A big
effect is also felt in the decision-making process. Leaders who are good at speaking are better
at persuading stakeholders, negotiating, and handling tough or problematic business problems
with confidence. Business professionals have to talk to people in a variety of settings that

require different communication skills. Important settings include:

e Formal presentations: Delivering structured presentations during meetings,
conferences, or boardroom sessions.

e Persuasive pitches: presenting business ideas to investors, clients, or stakeholders in
an effort to get their support or buy-in.

e Commemorative speeches: Speaking at important events like retirements,

organisational goals, or accomplishments to mark them.
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e Negotiations: Effectively articulating and strategically shaping results during
negotiations or conflict resolution.
e Informal interactions: Organising successful team briefings, meetings, and unofficial

conversations to keep continuous and clear communication.

Self-assessment exercise: Now, take a moment to critically assess your own speaking
abilities. As a potential manager, you should know your strengths and weaknesses so that you

can work on them.

Statement Score (1-5)

1. | feel confident when speaking in front of groups.

2. | clearly articulate my ideas, even without extensive preparation.

3. | effectively use eye contact, gestures, and posture while speaking.

4. | speak at an appropriate pace (not too fast or slow) and volume.

5. I handle audience questions calmly and confidently.

6. | structure my presentations logically with clear introductions and
conclusions.

7. 1 use stories, examples, or data effectively to enhance my messages.

8. My persuasive messages often achieve their intended outcomes.

9. I manage nervousness effectively during presentations or speeches.

10. I comfortably handle unexpected disruptions or challenges while speaking.

Interpreting your score:

e 41-50: Excellent! You are confident in many speaking situations and possess great
communication abilities. Emphasise on improving your style and including
sophisticated methods.

e 31-40: Good. Your foundation is strong, but there is need in some areas. Sort your
lowest scores and work from there.

e 21-30: Fair. Your speaking ability calls for targeted effort and training. To boost

confidence, think about extra practice, peer comments, or expert instruction.

38



e Below 20: Needs Improvement. You may experience anxiety or have significant skill

gaps. Commit to structured practice, training, and seek feedback regularly.

Now, write down three speaking strengths and three areas you aim to develop during this

unit. Reflecting on these points will provide clarity on where to focus your improvement

efforts. Keep revisiting this section to assess your progress.

6.3 Speeches for commemorative occasions

It is common practice for organisations to offer commemorative speeches in order to honour,

celebrate, or recognise major milestones, achievements, or changes within the organisation.

They aim to inspire and evoke emotions, connecting the speaker and the audience through

shared values and memories. Since MBA students are future managers and leaders, they will

frequently find themselves in positions that require them to deliver these presentations in

professional settings. Let us see the most common commemorative speaking scenarios in

business.

1.

2.

Company anniversaries: Company or corporate anniversaries are occasions
celebrating a business milestone since the founding of the company. They celebrate
the organisation’s growth, achievements, and legacy over time. The speeches
delivered on such occasions by leaders typically highlight organizational
accomplishments, emphasize core values, and inspire continued growth and loyalty.
Leaders talk about what they've done well, thank workers for their work, and lay out
plans for the future. Example: At a company's 10th anniversary party, the CEO will
give a speech in which he or she will talk about the company's biggest wins, thank
long-term employees, and stress the company's dedication to new ideas and the
environment.

Award ceremonies: Award ceremonies are an opportunity to recognise workers or
teams for their exceptional contributions, like long-term service or great work. These
events honour people, groups, or departments that have reached big goals or finished
big projects. They do this by boosting inspiration and teamwork. During these events,
people give speeches that are meant to honour, thank, and inspire. They highlight
specific achievements of awardees, support the values of the company, and motivate

others to do their best. Example: A manager of a department making a speech at an
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annual awards ceremony to praise the hard work of a team and encourage others to do
the same.

3. Farewell and retirement events: Farewell and retirement parties are held to
recognise the hard work of employees and thank them for their service. People who
are leaving their jobs are praised for their work and accomplishments at these events,
which also wish them the best in the future. At these events, speeches are mostly
about the individual's personal accomplishments, job highlights, and how they have
helped coworkers and the organisation. Such speeches use a business tone while also
being friendly and grateful, and they often share interesting stories and words of
thanks. Example: A team leader delivering a heartwarming speech for a retiring
colleague, recounting major career accomplishments and personal contributions.

4. Grand opening or product launches: Grand openings or product launches mark the
introduction of significant new business initiatives, such as launching new products,
branches, or business ventures. In these instances, commemorative speeches are given
to honour the work that led up to the launch, to describe the strategic importance of
the launch, and to promote excitement and optimism among employees, customers,
and stakeholders. Some of the speakers highlight the importance of collaboration,
creativity, and the future prospects that the project will offer. Example: A marketing
director speaking at at he launch of a new product, acknowledging team effort and
otuling the market potential.

5. Special tributes: Special tribute speeches honour influential individuals or key
stakeholders who have had a profound impact on anorganisation, industry, or
community. Tributes may occur after major personal achievements, retirements, or
even memorial services. These speeches highlight the individual's significant
achievements, personal qualities, and legacy. They aim to evoke a sense of gratitude,
respect, and continued inspiration among listeners. Tribute speeches blend
professionalism with sincere emotion, conveying genuine appreciation. Example: A
senior executive paying tribute to a former CEO who transformed the company's

direction and values, shaped its enduring success and culture.

6.4 Effective Presentation Strategies

Having the ability to effectively present information enables managers and leaders to convey

their vision, convince stakeholders, and develop confidence within their communities. Highly

40



effective presenters are able to express difficult concepts in a way that is easilyunderstood.

This fosters trust and enhances their professional credibility. Successful business

communication demands clarity, conciseness, coherence, and confidence (as studied in Unit

4)

e Clarity: Clearly define your objectives and message to prevent misunderstandings.

e Conciseness: Be brief yet informative - respect your audience’s time and attention.

e Coherence: Organise your message logically to help the audience follow your ideas.

e Confidence: Speak with authority and conviction to enhance your credibility and

influence.

The following are effective presentation strategies.

1. Audience Analysis and Message Adaptation: As we have studied in unit 5,

understanding your audience and analysing it is critical to effective communication.

We will brush up the points from the last unit here. Knowing your audience means

knowing who they are, what their needs, expectations, and choices are. This

understanding helps you customise your message for maximum relevancy and effect.

Here is how you can have audience aware and tailor your message:

a.

Identify audience needs and expectations: Start by defining important groups,
including age, occupation, cultural background, and hobbies, to reach
audience awareness. This knowledge guides your creation of material fit for
their expectations and experience. Just as vital is realising why you are
communicating—are you motivating, amusing, informative, or persuasive?
Clearly defined objectives guarantee that your message fits the demands of the
audience. Changing your language, tone, material, and delivery approach will
help you to fit the particular audience. In a commercial environment, for
instance, use professional language and concentrate on data-driven arguments.
in a casual environment, a conversational tone and relevant examples could be
more successful.

Cultural awareness: Cultural sensitivity is also important. Knowing about
cultural variations in language, gestures, and values helps to prevent
misinterpretation and fosters trust.

Engage your audience: Interactive methods such as posing questions or
distributing relevant stories help the viewers stay involved. Including them
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helps you to make the message more unforgettable and powerful. In the end,
audience knowledge together with careful message adaptation improves
communication efficacy, thereby assuring that your thoughts are not only

heard but also really appreciated.

2. Structuring Your Presentation: A well-structured presentation ensures your

audience stays engaged and your message resonates. Follow these enhanced steps for

a compelling delivery:

a.

3. Verbal

Introduction: The introduction is your chance to make a strong first
impression. Use it to clearly set the tone and establish your authority. Clearly
define what your presentation aims to achieve.

Main body: This is the heart of your presentation, where you elaborate on your
main points with clarity and precision. Organise your slides logically. Divide
your content into 2—4 clear sections or key points to avoid overwhelming your
audience with visual clutter.

Conclusion: Restate the main takeaway or the central theme of your
presentation succinctly. Summarise key points. End with a powerful quote, a
story that resonates, or a striking visual.

and Non-verbal Communication: Both verbal and non-verbal cues

significantly influence audience perception and message effectiveness.

a. Verbal Communication: Verbal communication refers to the use of spoken

or written words to convey a message. It involves language, tone, pace, and
clarity to express thoughts, ideas, or information effectively. Examples include
conversations, speeches, presentations, emails, and written reports.
I. Language choice: Use clear, professional, audience-appropriate
vocabulary.
ili. Tone and Pace: Modulate your voice to maintain interest and
emphasise key points.
Non-verbal Communication: Nonverbal communication includes everything
that isn't said but helps communicate meaning. This includes facial emotions,
gestures, eye contact, posture, and the space between people. Most of the time,
nonverbal cues improve spoken conversation by giving it more depth and
emotion.
i.  Body language: Maintain open gestures and strong posture to project

confidence.
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ii.  Eye contact: Regular eye contact builds trust and engagement.
iii.  Facial expressions: Align expressions with your message to reinforce
meaning.

4. Overcoming Anxiety and Enhancing Confidence: Professionals often have trouble
speaking in public. Feelings of worry, nervousness, or unease are all signs of anxiety.
These feelings are usually about something that is uncertain or whose result is
unknown. It is a normal reaction to worry, and it is common for physical symptoms
like sweating, tensing up, or a faster heart rate to go along with it. Practical strategies
to manage and overcome anxiety are:

a. Preparation and practice: Not only does learning your material inside and out
reduce doubt, it also boosts your confidence. Do a lot of practice, either alone,
in front of a mirror, with a small group of people, or even by recording
yourself.

b. Visualisation techniques: Imagine yourself delivering a successful
presentation, receiving positive reactions, and achieving your goals. This
mental rehearsal helps create a sense of familiarity and control.

c. Breathing and relaxation exercises: Breathing and relaxation exercises are
practical tools to calm your nerves. Deep breathing before and during your

presentation reduces stress, stabilises your voice, and centres your focus.

All the above techniques cannot be mastered in a day. They take time. With patience and
practice, one can overcome anxiety and exude confidence. Start with smaller, low-pressure
speaking opportunities and gradually move to more significant ones. Celebrate small victories
along the way to reinforce your self-belief. Remember, the audience are not your adversary;
they are there to listen and engage. Shifting your perspective to focus on the value you bring
to them can help redirect nervous energy into a positive, engaging presence. Also, you may
also face some presentation challenges which you can manage by employing the techniques

discussed in unit 4

6.5 Persuasive Speaking in Business

Persuasion is an essential element of business communication. It is crucial for leaders,
managers, entrepreneurs, and consultants. Effective persuasive speaking enables
professionals to influence opinions, guide decisions, secure support, and inspire action among

diverse stakeholders. In business, persuasion involves presenting ideas and arguments clearly
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so that they inspire listeners to adopt certain beliefs, behaviours or decisions aligned with

organisational goals. Here are some scenarios where managers use persuasive speaking:

To convince executives or boards to support strategic decisions.
To obtain funding or resources for projects.

To persuade clients or customers to buy products and services.
To inspire employees to embrace change or adopt new policies.

To effectively negotiate agreements and contracts.

The art of persuasion is called rhetoric. Aristotle identified three persuasive appeals which

leverage classical principles which are still highly relevant in business contexts today.

1.

Ethos (Credibility): Ethos refers to the credibility, trustworthiness, and authority of
the speaker. It emphasizes the speaker's character, expertise, experience, or position
within the organization or industry. When listeners perceive a speaker as credible,
knowledgeable, and trustworthy, they are more likely to accept the speaker’s message.
Establishing ethos involves clearly demonstrating your qualifications, background,
and reliability in relation to your argument.

Strategies to build Ethos:

e Clearly mention relevant professional experience or qualifications.
e Reference respected industry sources or your successful track record.
e Demonstrate integrity, honesty, and consistency throughout your speech.

Example 1: "With over a decade of successful project management experience, |
have seen firsthand how our investment in employee wellness directly improves
productivity."

Example 2: “Having managed successful marketing campaigns for Fortune 500
companies over the past 12 years, | can assure you that our proposed strategy will

significantly boost our market visibility and profitability."

Pathos (Emotional appeal): Pathos involves appealing to the audience's emotions,
values, and motivations. It is the emotional connection between the speaker’s message
and the audience’s feelings or personal values. Emotional engagement creates

connections, motivating audiences to respond positively. Pathos is effective when
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dealing with human-centric issues, ethical considerations, or organisational changes

impacting people directly.
Strategies to create pathos

e Share relatable stories, vivid examples, or anecdotes.
e Appeal to common values such as fairness, compassion, teamwork, pride, or
ambition.

e Use language that evokes specific emotions (hope, urgency, pride, empathy).

Example 1: "Imagine the pride we will feel knowing our company was instrumental in
creating positive social change, transforming thousands of lives."
Example 2: "Imagine what it would feel like to walk into a room knowing that your

hard work has helped hundreds of families find homes.”

Logos (Logical appeal): Logos refers to persuasion through logical reasoning, factual
evidence, and clear, structured arguments. It emphasizes rational thought, clarity, and
objective analysis. In professional business settings, logic and evidence are often
essential to persuade stakeholders who prioritize analytical rigor. Logos is most
effective when supported by accurate data, factual evidence, and clear, logical

reasoning.
Strategies to employ Logos:

e Clearly state your arguments and support them with credible data and evidence.
e Use structured reasoning—clearly organized points that logically lead the
audience to your conclusion.

e Provide relevant examples, case studies, or statistics to validate your claims.

Example 1: "Our data clearly indicates that implementing this new marketing strategy
can increase market share by 15% within the first year."

Example 2: "Our market analysis clearly indicates that investing in digital
transformation can improve operational efficiency by approximately 30%, directly

translating to substantial annual savings."

45



6.6 Elevator Pitch and Brief Professional Speeches

An elevator pitch is an informal term used for a brief, persuasive speech (typically 30—60
seconds long) designed to spark interest in your idea, product, or yourself as a professional.
The term derives from the scenario of encountering someone important—such as a senior
executive or investor—in an elevator, providing you only seconds to make a strong
impression. The purpose of an elevator pitch is to generate immediate interest by highlighting
the value and relevance of your concept, leaving a lasting impression. A well-crafted elevator
pitch not only informs but also intrigues, paving the way for further discussions or

opportunities to expand on your idea.

Components of an Effective Elevator Pitch: A compelling elevator pitch should be concise,

focused, and engaging. It generally includes the following elements:

1. Introduction and Hook (Attention-grabber): Start with a warm, confident opening.
Follow immediately with a compelling fact, question, or statement designed to grab
attention. Example: “Hi, I am Ismat. | specialize in helping businesses enhance their
investor funds. Did you know that over 80% of small businesses fail due to cash flow
problems?”

2. Clear Value Proposition (Core message): Clearly explain the benefit, solution, or
unique value of your idea or product. Answer the question, Why should they care?
Example: “Our mobile app helps small businesses predict and manage cash flows,
significantly reducing financial uncertainty and boosting survival rates.”

3. Credibility (Briefly establish ethos): Quickly mention expertise or experience to build
credibility. Example: “Developed by finance professionals with over 15 years of
experience in corporate financial management...”

4. Call to Action (Next steps): End with a clear and concise request, suggesting the next
step or inviting further discussion. Example: “I would love to meet soon and share
how this solution can specifically help your business thrive. Are you available for a

quick follow-up meeting this week?”

Beyond elevator pitches, brief professional speeches commonly occur when managers or
leaders present ideas, make announcements, or respond concisely during meetings or
conferences. These are short but impactful speeches. The goal is to share information clearly

and leave a positive impression.
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The basic elements of a professional speech are:

1.

Clear Purpose: Clearly define the speech's intent: informing, persuading, motivating,
or requesting specific actions.

Focused Content: Highlight only key points, presented clearly and concisely. Stay on
track with your main point and don't give too many details that would overburden
your audience.

Engaging Delivery: Maintain confident posture, eye contact, and appropriate pacing,
emphasising clarity and professionalism.

Powerful Close: End memorably, clearly indicating your central message or desired

outcome.

Common Scenarios for Brief Speeches:

Introducing yourself: Use this when you are networking or in a team meeting. Say
something like, “Good afternoon, everyone. My name is Ismat, and I really enjoy
helping people learn how to talk to each other well. | have been working on public
speech and audience engagement for the past year. | am happy to support this group
with my skills.”

Presenting a new idea: Highlight the value and feasibility of your idea. Example: “I
have an idea to improve our onboarding process by incorporating interactive training
modules. Studies show these methods increase employee retention by 25%, and |
believe it aligns perfectly with our goals.”

Congratulating or recognising others: Keep it thoughtful and genuine. Example: “I
want to take a moment to recognise the team for their exceptional work on the recent
project. Your dedication has set a new standard for excellence, and I’'m proud to be
part of such an inspiring team.”

Closing a meeting: Summarise discussions and highlight key takeaways. Example:
“Thank you for your time today. To recap, we’ve agreed on the next steps for the

project, and I’ll follow up with detailed action items by tomorrow.”

Common Mistakes to Avoid in Elevator Pitches and Brief Speeches

Being too generic or unclear: Standing out and avoiding vagueness is essential.
Clearly differentiate yourself or your proposal to avoid blending in with others. Avoid

general statements like "I am hardworking"” or "This idea will be successful.” Instead,
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provide evidence, data, or examples like "I implemented a productivity system that
increased efficiency by 20%."

e Overloading information: Keep your pitch concise and straightforward. Identify the
one key takeaway you want your audience to remember. Start with that and build
around it. Instead of cramming in every detail, leave room for curiosity. This not only
shortens your pitch but invites engagement and dialogue.

e Failing to include a call to action: Clearly indicate the next steps or invite further
conversation to maximise effectiveness. For example, instead of saying, "Let me
know your thoughts," try, "Please share your feedback by Thursday."

e Lack of rehearsal: Practice regularly to speak confidently and fluidly under pressure.

6.7 Analyzing and Critiquing Professional Speeches

The ability to analyse and critique speeches is vital for aspiring leaders and managers.
Developing critical analysis skills helps you identify strengths and weaknesses in
professional presentations, allowing you to enhance your communication strategies and
mentor others effectively. It also helps in recognising common mistakes and pitfalls, enabling
you to learn from them and refine your own communication skills. By analysing speeches
with an objective viewpoint, you cultivate a mindset of continuous personal and professional
improvement, empowering you to evolve as a speaker. Moreover, providing constructive
feedback not only strengthens your ability to assess presentations but also enhances

communication and collaboration within teams. This fosters better overall performance.

There are some key aspects by which one can analyse and critique professional speeches

delivered by oneself as well as others.

1. Purpose and Clarity: Evaluate whether the speaker clearly identifies the speech’s
purpose and effectively communicates the intended message. The following are the
questions to consider:

o Was the purpose clearly stated from the start?
o Were key messages or arguments well-defined and understandable?
2. Content and Structure: Analysewhether the speech has a logical and effective

structure (introduction, body, conclusion).
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o Was the speech well-organised with a clear introduction, main body, and

conclusion?

o Did the speaker stay focused on the central message or purpose of the speech?
Credibility (Ethos): Assess how well the speaker establishes authority and
trustworthiness. Questions to consider:

o Did the speaker clearly demonstrate relevant expertise or experience?

o Was the speaker perceived as trustworthy, confident, and authentic?

Emotional Appeal (Pathos): Evaluate how effectively the speech engages listeners
emotionally. Questions to consider:

o Did the speaker use stories, examples, or anecdotes to emotionally connect

with the audience?

o Did emotions align appropriately with the purpose of the speech and audience

expectations?
Logical Appeal (Logos): Analyse the clarity and logical coherence of the arguments
presented. Questions to consider:

o Were arguments supported with credible evidence or data?

o Did the speaker logically anticipate and address potential objections or

questions?

. Delivery Style and Technique: Critique the speaker’s delivery, including voice

modulation, pace, gestures, and body language. Questions to consider:
o Did the speaker maintain confident and engaging body language?
o Was the speaker’s voice clear, varied, and effective in emphasising important
points?
o Did the speaker maintain eye contact and effectively manage audience
engagement?
Use of Visual Aids: Evaluate the effectiveness of any slides, charts, or visual aids
used. Questions to consider:
o Were visual aids clear, relevant, and supportive of the message?
o Did visuals enhance the presentation without distracting the audience?
. Time Management: Analyse the effectiveness of the speech by checking if it was
completed within the given timeframe. Questions to consider:
o Did the speaker stay within the allotted time?

o Was the speech well-paced, neither rushed nor dragging?
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Now that you have the toolbox to critique a professional speech, you will find it easy and
convenient to analyse speeches in business environments. However, it is important to bear in

mind that there are a few steps for conducting a critique to have an unprejudiced result:

1. Observe objectively: Listen to or watch the speech without preconceived notions. Pay
attention to both what is said and how it is delivered.

2. Identify strengths: Highlight what the speaker did well. Was it their storytelling,
confidence, use of visuals, or command over the subject?

3. Note weaknesses: Pinpoint areas where the speaker fell short. For instance, was there
too much jargon, or did their body language appear stiff?

4. Provide constructive feedback: Offer suggestions for improvement in a way that is
actionable and encouraging. For example, “You could improve audience engagement

by using more eye contact and open gestures.”
6.8 Summary

People who want to be leaders or managers need to be able to communicate clearly when
they talk to others. This lesson stresses how important it is to have good speaking skills in
order to explain your thoughts clearly, inspire your team, persuade others, and handle
business communication situations well. In this class, students learn how to give speeches
that honour important events and accomplishments in the company, how to make
presentations more clear and interesting, and how to use persuasive speaking to get different
people to agree with them. Students also learn how to make short, powerful elevator pitches
and professional talks that they can use for networking and in professional settings. Lastly,
the lesson gives students the analytical tools they need to give speeches honest feedback,
which helps them keep improving their speaking skills.

6.9 Keywords

1. Commemorative speech a type of speech delivered to celebrate, honor, or remember
a person, event, or idea, with an emphasis on values and
emotional connection to the audience

2. Elevator pitch a brief speech that outlines an idea for a product, service, or
project
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3. Ethos persuasion based on the credibility or authority of the
speaker

4. Pathos persuasion based on emotion

5. Logos Persuasion based on logic or reason

6. Audience analysis

identifying the audience and adapting a speech to their
interests, level of understanding, attitudes, and beliefs

7. Conciseness

The quality of being brief, clear, and to the point

8. Credibility

The quality of being trusted and believed in

9. Verbal communication

Any exchange that uses spoken wods to convey infromation

10. Non-verbal
communication

Conveying messages and information without using words,
relying instead on behaviors like body language, facial
expressions, and gestures.

6.10 Sample Questions

1. Effective oral communication is essential for and roles in the
business world.
(Answer: leadership, management)

2. A speech is delivered to honor milestones, achievements, or changes within
an organization.

(Answer:

commemorative)

3. The four key principles of effective presentations are clarity, , coherence,
and confidence.
(Answer: conciseness)

4. In Aristotle’s rhetorical framework, appeals to credibility,
emotion, and to logic.
(Answer: ethos, pathos, logos)

5. An is a short, persuasive speech designed to generate interest quickly in a
product, idea, or individual.
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10.

11.

12.

13.

14.

15.

16.
17.

(Answer: elevator pitch)

A farewell or retirement speech often combines a professional tone with and
appreciation.

(Answer: warmth)

Verbal communication includes language, tone, pace, and

(Answer: clarity)

Effective presenters analyze their to tailor their message for maximum
impact.

(Answer: audience)
One way to manage speaking anxiety is through techniques, which involve
imagining successful outcomes.
(Answer: visualization)

In speech critique, it is important to observe objectively, highlight strengths, and offer
feedback.

(Answer: constructive)

Short-answer questions
Why are oral communication skills important for individuals aiming for leadership

roles?

What are the key elements to include in a commemorative speech at a company
anniversary?

Describe two verbal and two non-verbal communication strategies that improve
presentation effectiveness.

How can a speaker analyze the audience to adapt the message effectively during a
business presentation?

List the components of an effective elevator pitch. Give a brief example of one.

What is the role of ‘pathos’ in persuasive business speaking?

Explain how farewell speeches differ from award ceremony speeches in tone and

content.
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18.
19.
20.

21.

22.

23.

24,
25.

Mention three common mistakes to avoid in brief professional speeches.
Describe two ways to manage anxiety before delivering a speech or presentation.

Mention the steps in critiquing a professional speech.

Long-answer questions

Explain in detail the different types of commemorative speeches used in business
settings, providing examples for each.

Discuss the components of an effective elevator pitch. Why is it important in
professional settings, and how can it lead to further opportunities?

Compare and contrast the three rhetorical appeals—ethos, pathos, and logos. Explain
how each can be used effectively in persuasive business speaking.

Explain all the essential elements of critiquing a professional speech.

With examples, explain how verbal and non-verbal communication complement each

other in delivering successful business presentations.
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UNIT 7
NEGOTIATION
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Unit Structure

7.0 Introduction

7.1 Obijectives

7.2 The Process of Negotiation

7.3 Approaches to Negotiation

7.4 Analytical Tools for Effective Negotiation

7.5 Power, Ethics, and Emotion in Negotiation
7.6 Common Negotiation Mistakes and How to Avoid Them
7.7 Real-World Business Negotiation Scenarios

7.8 Summary

7.9 Keywords

7.10 | Sample Question

7.11 Suggested Readings

7.0 Introduction
“Negotiation is a communication process in which two or more parties with differing views

attempt to reach an agreement.” — Roger Fisher (1981)

Let us face it - negotiation is not just something that CEOs do in high-rise boardrooms. You
are doing it all the time. From discussing project roles in a group assignment to landing that
dream job, negotiation is a skill you already use, whether you realise it or not. But when you
are in business, negotiations get trickier, more strategic, and have a lot more at stake. In
today’s interconnected business world, your success often relies on more than just what you
know. It also depends on how well you can change outcomes, settle disagreements, and make

deals. Indeed, that is what it means to negotiate.

Negotiation is a dialogue between two or more parties with the intention of reaching a mutual
agreement. These people may have different goals, interests, or just different points of view.
They try to find common ground, settle disagreements, divide up resources, and create value
through bargaining. Interdependence, conflicts of interest, conversation, and making
decisions are some of the key features of negotiation. Conflict is not a natural part of

negotiation. The best negotiators are not the ones who try to “win” at all costs. Instead, they
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are the ones who understand everyone's needs, look for creative solutions, and make
connections that last beyond the deal. Regardless of your MBA specialization, negotiation
will become a daily function in your professional life. Since you are preparing for leadership
roles across industries, your ability to negotiate effectively will influence the outcome, the

relationship, and our long-term credibility as a professional.
Negotiation = Influence + Strategy + Communication

Negotiation is a necessary skill in business to get beneficial deals, contracts, and partnerships.
If a business knows how to negotiate, it can get better deals and make more money.
Businesses can make and maintain good business partnerships by making sure that deals are
fair and good for everyone. It is easier to make choices when you can bargain well. People
can make smart and fair decisions when they work together and see things from different
angles. More people will be willing to work together and feel welcome. You can make
relationships better through negotiation. It helps people be more open and trusting, which are
both important for keeping friends over time. Negotiation gives people the strength to fight
for what they want and need right now. This skill makes you more confident and bold,
whether you are trying to get a raise, better working conditions, or to avoid losing your job. It
helps people get their personal goals done and effectively express what they value. It also
helps people from different cultures understand each other and work together from different
parts of the world. To better understand these complexities, we illustrate concepts with
negotiations drawn from contemporary Indian and global business practice in this unit.

7.1 Objectives
On completing the lesson, learners will be able to
e Understand the process and stages of negotiation
e Design a six-stage negotiation plan for any case at hand
e Select and justify the optimal negotiation approach
e Apply tools and techniques to real-world business contexts
e Avoid common pitfalls and handle ethical dilemmas in negotiation

7.2 The process of negotiation
Negotiation is a structured process that involves different stages which are followed to reach
a mutually agreeable conclusion. The following are the steps or stages in the process of

negotiation.
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Preparation: The first step in any conversation is to get ready. That means figuring out
what each side wants, what they care about most, and their goals. In this step,
negotiators get important facts, find out what the other side wants, and state their own
goals. To get ahead, they set clear goals and talk about possible agreements.

Opening the presentation: In this stage, both sides present their initial position. It
means making their wants, needs, or plans clear. At this point, it is important to
communicate clearly and listen carefully. The opening sets the tone for the meeting
and gives people a place for further discussion.

Bargaining and discussion: This is the most important part of the negotiation process.
Both sides discuss and make offers and counteroffers. They talk about possible
solutions and try to find areas where they can agree. Effective negotiators use
thinking, persuasion, and problem-solving to get what they want while still being fair.

Concessions and Compromises: Each side may have to give something up as the
discussion goes on. The process involves changing demands or conditions to get
closer to a deal that works for both sides. Making concessions should be planned and
thought out so that no one gives up too much and the negotiations still move forward.

. Agreement or settlement: When both sides agree on something, they make the deal
official. At this stage, they write up a contract or write down the agreement’s rules. It
IS important to be clear and precise so that there is no confusion later on. Before
committing, both sides should carefully read over the terms.

Implementation and follow-up: After reaching a consensus, the next step involves
implementing the agreed-upon measures. This means doing what was agreed upon

and making sure everyone follows through.
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Fig 1: The stages or steps in the negotiation process

Now that you have a fairly clear understanding of the negotiation process, you must be
thinking that you can straight away dive into any negotiation that may come across your way.
But pause here. Why? Read on.

Before any dialogue, ask: “What will I do if this talk collapses?” Just like any other task
where you have a plan B in case the original plan fails, a business negotiation also requires a
fallback plan. A Best Alternative to a Negotiated Agreement (BATNA) is the course of
action you will pursue if the current negotiation fails to produce a deal that meets your
minimum requirements. It is not your ideal outcome but it is your realistic fallback.
Converting that fallback plan into a rupee (or time / quality) value sets your reservation price.
The reservation price is the lowest price a seller is willing to accept or the highest price a
buyer is willing to pay before walking away from the negotiation. Because it represents what
you can achieve without the other side’s cooperation, the strength of your BATNA
determines how much leverage you carry at the table. It is the negotiator’s safety net,
compass, and most reliable source of power—all in one. Research the other party’s likely

BATNA as well; the gap between the two reservation prices defines the Zone of Possible
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Agreement (ZOPA), which we will discuss in the coming sections. Meanwhile, let us
understand BATNA better with an illustration.

Example: A small business (buyer) is bargaining the price of steel in bulk. Its best option is a
guaranteed quote from Seller No. 2 for Rs. 58 per kg, which includes freight and can be
delivered in three weeks. Following this, the buyer starts talking with its chosen seller, Seller
No 1. The buyer will go with Seller No. 2 if Seller No 1 can't match or beat the effective
value of I58. Knowing this, the buyer boldly counters the first offer of 262 with 356 and
better credit terms. Seller No. 1, aware of the competition, agrees to X57.50 and 30 days to

pay, which is better for the buyer than the alternative and still makes money for the seller.

7.3 Approaches to negotiation

Approaches to bargaining are the different plans and strategies that two or more people use to
come to an agreement. It means choosing the best way to talk, negotiate, and settle
disagreements based on the goals and the situation. When negotiators use the right strategy,
they can get fair results, build trust, and keep professional relationships strong. It also makes
sure that everyone is satisfied with the deal, which lowers the chance of future disagreements.
Using effective communication skills can help you solve problems and make better decisions.
It also helps in having long-term business success. They help you deal with tough scenarios,
understand other cultures, and act in an honest way. Here are the most common approaches to

negotiation:

1. Competitive approach (I Win — You Lose): In the competitive style of negotiation,
people put their own needs ahead of those of others because they have more power.
This type of negotiation is based on the idea that the negotiating party wants to win.
In this case, the person sees the discussion as a zero-sum game, where one side wins
and the other side loses. Those who use this style are often direct, sure of themselves,
and even hostile. To get what they want, they are ready to use methods like
persuasion, pressure, or even threats. Competitive negotiators care more about short-
term wins than long-term relationships. Their main goal is to get the most out of the
deal for themselves, even if it means hurting the other person. This style can work
well when you need to make a decision quickly, like in a court case, when bidding
on a contract, or when negotiating a sale. But if you do it over and over, it can hurt
relationships and make people less likely to trust you.

2. Accommodative approach (I Lose — You Win): A person who is ready to put the

other person's needs and interests ahead of their own is said to be accommodating
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towards negotiation. People who use this style are willing to work with others,
caring, and focused on keeping relationships harmonious. These people are willing to
give up things to meet the needs of the other side. You can use this style when
keeping the relationship strong is more important than winning the deal. But you
should be very careful when you use this style. The problem with using this method
too much is that it can make you feel bad in the long run. It may also lead to unmt
needs or unbalanced agreements.

. Avoidance approach (I Lose — You Lose): The Avoidance approach, which is also
known as the "I Lose—You Lose" strategy, is a way to handle a problem where both
sides decide not to work together to solve it. Instead of dealing with the problem,
they pull away and dealy taking action. Such behaviour makes things worse for
everyone. In the workplace, this way of doing things can cause various problems,
including less work getting done and relationships getting weaker over time.
Avoidance may seem like a safe short-term solution, especially when things are not
critical or are not very sensitive. But for issues requiring immediate attention, this
approach becomes disastrous. As people who want to be managers and leaders in the
future, you should know when avoiding something is counterproductive and learn
how to use more helpful methods, such as working together or compromising, to find
solutions that work for everyone.

Compromise approach (I lose / win some — You lose / win some): The
compromise approach is a way to solve a problem where both sides give in to find a
solution that works for everyone. That is why it is also called "I lose/win some — You
lose/win some," Instead of trying to get everything they want, both sides give up
some of what they want in order to find a middle ground. People often use this
method when they don't have much time or when both people are equal and want to
keep the friendship going. Compromise can help break a deadlock and keep the
peace, but it may also produce less-than-ideal results because no one gets everything
they want. It is important to know that balance is useful in many situations, but it
shouldn’t be used instead of more integrated solutions like working together to create
long-term value.

Collaborative approach (I win — You win): The Collaborative approach, which is
also called "I win-You win,"” is a way to solve conflicts that focuses on finding
solutions that meet everyone’s wants and interests. Collaboration doesn’t mean

giving in or avoiding problems. Collaboration actually means encouraging open
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conversation, mutual respect, and creative problem-solving so that everyone benefits.
This method needs time, trust, and a readiness to see things from different points of
view. It works best in tricky or important situations where keeping relationships
healthy and increasing long-term value are very important.

Here is a list of some negotiation video clips, not from real scenarios, but from TV
shows and movies so that you understand how negotiation works. Type in the
prompt given below on YouTube and find relevant videos. You can turn on subtitles

too.

e Search for “I would have done it for the experience” from the movie Just go
with it. Here the characters discuss compensation for an acting job. The
phrase highlights the idea of accepting an opportunity for personal growth
rather than financial gain.

e Secarch for “The Michael Scott method of negotiation” from the show The
Office. This scene showcases the character’s unconventional approach to
negotiation when they negotiate with the other side's executives to sell their
struggling paper company. His tactics of rejecting the first offer outright,
raising the stakes dramatically, and demanding more than just money are
hilariously bold yet surprisingly effective.

e Secarch for “The negotiation process” from the movie Up in the Air. Thisis a
brilliant negotiation scene where the boss reframes a difficult conversation to
persuade fired employees to see new opportunities. It is a very good example

of emotional intelligence in negotiation.

What is your default negotiation style?

Now that you are familiar with the approaches to negotiation, you should be able to
know your negotaition style. Here is a self-assessment mini-quiz of 10 forced-choice
items. For each numbered pair, cirlce the option that you would probably choose in

that situation. Try working quickly. Please note that there are no right answers.

S.No. Situation Option A Option B
1 A teammate arrives late Push them to stay up Offer to pick up their
with missing data the night | and finish, even if it portion so the work gets
before a client pitch. strains the relationship. | done on time.
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S.No. Situation Option A Option B

2 Two departments want the | Suggest sharing the Lobby hard; your project
same slot on next week’s slot: each gets 15 is more urgent.
leadership agenda. minutes.

3 You and a colleague Let them choose; you Defer the decision until
disagree on design colours, | can revisit aesthetics both of you have cooled
but the launch is tomorrow. | next release. off.

4 | Asupplier quotes above Negotiate a mid-price if | Accept the higher price to
your budget but promises they agree to 48-hour secure delivery speed.
24-hour delivery. delivery.

5 Your boss assigns you and | Openly ask to present Propose splitting the
a peer equal speaking time | the whole demo; you demo by modules to
at a client demo. know the material best. | showcase both strengths.

6 | Afriend keeps interrupting | Pause the meeting until [ Ignore it; finishing the
you in a study group. they agree to ground assignment is more

rules. important.

7 Two teammates both want | Volunteer to step aside | Facilitate a vote and
the same leadership role on | if they resolve it accept whichever
a new project. quickly. outcome emerges.

8 | An inter-state partner Push for a tighter Suggest parallel work-
insists on a lengthy timeline backed by streams so approvals can
approval chain. contractual penalties. run in the background.

9 A vendor sends defective Halt all payments until | Offer to split the
parts but denies fault. replacements arrive. replacement cost to keep

production moving.

10 | Your senior asks you to Politely decline and Accept now; you can
join a project that overloads | explain your current renegotiate deadlines
your schedule. commitments. later.

Scoring Key

Once you have your list of options circled, mark each A/B choice with the

corresponding style letter given below.
e C = Competitive (I win/You lose) - Items 1A, 2B, 5A, 8A, 9A
e Ac = Accommodative (I lose/You win) - Items 1B, 4B, 6B, 10B
e Av = Avoiding (I lose/You lose) - Items 3B, 6B, 8B

e Cp = Compromising (I win-lose/You win-lose) - Items 2A, 4A, 5B, 7B, 9B
e Co = Collaborative (I win/You win) - Items 3A, 7A, 10A

Step 1: Count how many times each letter appears in your answers.
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Step 2: Your highest score reveals your default negotiation approach as defined in the above
section

Step 3: If the score is a tie, it means that you flex styles according to context. Note the two
approaches and when you switch.

7.4 Analytical Tools for Effective Negotiation

The price is an important part of any negotiation, but modern negotiations do not hinge on
price alone. There are more things that are just as important. Skilled negotiators use a small
set of analytical ideas to find hidden gains, avoid cognitive traps, and come to deals that are
both efficient (there is no more joint value to claim) and fair (everyone feels like they were

treated fairly). There are five tools that are very helpful.

1. Zone of Possible Agreement (ZOPA): An unseen bandwidth is present in every
negotiation, and it is bounded by the reservation value of each party. Any amount that
falls within the band has the potential to satisfy both parties, hence a ZOPA is created
whenever those two reservation prices overlap. In order to begin, you should first
translate your own BATNA into a walk-away number, then estimate the equivalent of
the opposing side, and lastly plot the overlap. In the event that the two ranges do not
coincide, you should search for ways to broaden or shift the ZOPA (for example, by
including warranty terms, extending the length of the contract, or offering
performance bonuses) until an overlap is achieved. Let us understand it using an
example.

Example: Imagine that you want to sell your old video game system, and a friend is
interested. You and your friend both know what your limit is when you talk things
over. The least amount of money you are ready to take for it is ¥1000, since you want
to sell it rather than leave it lying around your house. It is usually based on your
BATNA, which is the best thing you can do if you can't make a deal. If you don't get
what you want, you could keep the console or sell it to someone else for 1000. In the
same way, your friend has a limit on how much he will pay. He might not want to
spend more than 1500 on your console. If he has to spend more than this, he would
rather not buy your console or buy from someone else who agrees to this price.
Because this is his BATNA, this 1500 is the amount of his reservation. You can
make a deal at a number of different prices. Your friend is willing to buy for 1500

rupees or less, and you are willing to sell for 1000 rupees or more. It is a win-win
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situation when the price is between 1000 and 1500 rupees. The area where your
acceptable selling price and his accepted buying price meet is known as the ZOPA.
What if your lowest price to sell is higher than your friend's highest price to buy? Let
us say you won't take less than ¥1600 and your friend won't pay more than ¥1500.
There is no ZOPA. Sometimes, a smart mediator will try to find ways to close this
gap. Instead of just focusing on the price, you could offer to give a game with the
machine. This would make the deal more appealing to your friend and might even
allow you to charge a little more. Your friend could also offer to pick it up, which
would save you the trip and might make you more willing to lower your price. Adding
these things to the discussion, like a warranty or a longer contract in a business deal,
can effectively move or expand the ZOPA until an area of agreement appears, which
lets both sides reach a result that is good for everyone.

. Anchoring and Adjustment: In business deals, the way information is presented can
significantly influence the final outcome. The concept that explains this phenomenon
is "anchoring and adjustment”. This principle describes our tendency to rely heavily
on the first piece of information we receive and then make adjustments from that
starting point. This first piece of information is called the ‘anchor’. This number could
be a salary, price or valuation which creates an anchor influencing the final
agreement. Understanding this cognitive bias is crucial for anyone looking to improve
their negotiation skills and decision-making abilities. Here are two examples of
anchoring and adjustment to see how the first person who talks has an edge over the
other party.

Example 1: A big company wants to buy a small startup that specialises in customer
service solutions driven by Al. The startup is worth %50 crore, but the company that
wants to buy it only offers ¥30 crore at first, which sets a low bar. Now that the
anchor is at 330 crore, the startup makes a counter with 340 crore instead of saying
%50 crore. Both sides negotiate and agree on X37 crore after several rounds of talks.
This price is closer to the buyer’s initial offer than to the seller’s desired price. Even
though changes were made, the first number brought up in the negotiation still has a
big impact on the final deal. This shows how anchoring can set a psychological point
of reference, which can change how people think and feel and help guide talks.
Example 2: During a salary negotiation for a new job, Shamsuddin was asked about
his expected salary. Instead of waiting for the employer to make the first offer,

Shamsuddin confidently stated 12 lakh per annum, which was slightly above the
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industry average for the role. This high anchor set the tone for the negotiation. The
employer countered with Z11 lakh, which was still within Shamsuddin’s acceptable
range. After a brief discussion, they agreed on X11.5 lakh, which was higher than
what Shamsuddin might have received if he had let the employer anchor the
negotiation. By taking the initiative and setting the first anchor, Shamsuddin was able
to steer the negotiation in his favour and secure a good deal.

Multi-issue packaging and logrolling: Multi-issue packaging and logrolling are
ways to negotiate that help people come to an agreement by trading concessions or
combining several problems into one. Multi-issue packaging means negotiating about
more than one problem at the same time instead of one at a time. This gives you more
freedom to make creative trade-offs. By letting one issue move in exchange for
concessions on another, this method lets negotiators connect issues in a way that
increases the number of ways that both sides can come to an agreement. On the other
hand, logrolling is a type of multi-issue negotiation in which people trade support or
concessions based on their goals, making sure that each side gives up something less
important in order to get something more important.

Example: When a supplier and a retailer negotiate, the retailer may want lower prices
and the supplier may want to sign a long-term deal. By logrolling, the supplier lowers
prices and the store agrees to a longer deal. This makes everyone happy.
Understanding each party’s interests and willingness to make trade-offs is important
for this approach to work. This encourages cooperation and improves collaboration.
Logrolling and multi-issue packaging are both very helpful in business, political, and
diplomatic talks because they help people come up with creative solutions, lower
tensions, and make agreements that are stronger.

. Pareto-optimal (efficient) trades: When no one can get ahead without hurting
someone else, the trade is called Pareto-optimal or Pareto-efficient. In negotiation, a
Pareto-optimal result makes sure that resources are used in a way that maximises
overall efficiency. This means that once a trade reaches this point, it can’t get any
better without hurting one of the parties. When negotiating over more than one
problem, this idea is very important because both sides want to make trade-offs that
are best for both of them instead of settling for less-than-ideal solutions.

Example: Two businesses want to work together, but one wants help with marketing
and the other wants lower costs. For this, a Pareto-optimal agreement would make

sure that both get the most out of the deal without giving up any value. To reach
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Pareto optimality, people need to work together, make sure everyone knows what the
priorities are, and be ready to try new trade-offs. In business negotiations, it is
important to help both sides find answers that work well for everyone.

5. Negotiation analytics and scorecards: Scorecards and analytics for negotiations are
powerful tools that are used to review, track, and improve the results of negotiations.
Negotiation analytics is the process of gathering and analysing data to make better
negotiation strategies. Patterns, performance metrics, and predictive modelling help
both sides make better choices. Negotiators can improve their strategies, figure out
their strengths and flaws, and make themselves more effective by using information
like past negotiation patterns, patterns of concessions, and benchmarks set by other
negotiators. Scorecards, on the other hand, give you a structured way to evaluate
negotiations by giving numbers to things like deal value, relationship effect,
concessions made, and overall satisfaction. These scorecards help negotiators measure
performance accurately, compare outcomes across negotiations, and make sure that
they are in line with strategic goals. For example, companies can use scorecards to
rate providers based on things like how flexible their prices are, how reliable their
deliveries are, and how well they communicate. When negotiators use negotiation
analytics and scorecards together, they can make choices based on data, get better
results, and keep improving how they negotiate in the future.

7.5 Power, Ethics, and Emotion in Negotiation

Power, ethics, and emotion are the three most important things that affect negotiation. Power
affects a negotiator’s ability to change choices, which shifts the balance of power in a
negotiation. Ethics are the moral compass of bargaining. They make sure that decisions are
made in a fair, clear, and honest way. Emotions are crucial in relationships and have a big
impact on trust, persuasion, and resolving conflicts. Figuring out how these things affect each
other can help negotiators deal with problems in a way that balances strategic advantage with
moral responsibility and emotional intelligence to get the best results.
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1. Power in Negotiation: Negotiators have a lot of control based on how much power
they have. Positional power comes from authority or rank. This is why people higher
up in the system have more negotiating power. Specialised knowledge gives someone
expert power, and a negotiator’s deep understanding of a subject can change the
course of a negotiation. Relationship power comes from trust and partnerships. This
lets negotiators maintain long-term relationships that make deals go more smoothly.
Having resource power means having valuable things or chances that other people
want, which gives negotiators a big edge. The strength of a negotiator’s BATNA also
has a big effect on their ability to negotiate. The stronger their alternatives, the better

their situation.

Example: A seller talks with a big store chain about prices. The store has positional
power because it has access to a huge group of customers. The supplier on the other
hand, has material power because they offer a unique product that can't be found
anywhere else. These forces need to be balanced during the discussion. If the retailer
pushes too hard, the supplier may look for other partnerships, which would take away
from the retailer's competitive edge.

2. Ethics in Negotiation: Ethics play a big role in negotiations because they affect trust,
trustworthiness, and building relationships that last. Honest negotiators earn

confidence by sharing important details openly. On the other hand, dishonest tactics
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may help in the short term but hurt reputations in the long term. Another important
moral concept is fairness, which makes sure that agreements are fair and not unfairly
take advantage of others. A lot of the time, negotiations involve moral dilemmas
where choices have an impact on workers, customers, or society as a whole, and
require careful ethical judgement. Cultural sensitivity is also very important because
moral standards change from place to place, which affects how people talk to each
other and how they negotiate. When companies put corporate social responsibility
(CSR) first, they negotiate with ethical promises like fair labour practices and

sustainability. This makes sure that business goals are in line with larger social values.

Example: During a business merger, a manager knows that the company’s finances
are worse than what the public knows. They are faced with an ethical dilemma:
should they tell the acquiring company this information? If thye lie, they might get a
better deal, but it could hurt the company’s image and get them in trouble with the
law. Ethical bargaining builds trust and openness, which prioritises long-term success

over short-term gain.

Emotion in Negotiation: Emotions change how people interact with each other and
how choices are made. This has a big impact on how well negotiations shape. People
can work together and solve problems more easily when they trust each other. These
same people can act defensively when they are angry or frustrated making it harder to
reach deals that work for everyone. Emotional intelligence (EQ) helps good
negotiators keep their emotions in control and understand how other people are
feeling. Thus, they can act in a smart way. It is also common for negotiators to show
sadness or a sense of urgency on purpose in order to get the other party to give in.
How people show their feelings during talks is also affected by their culture. Some
cultures stress being open and honest about how they feel, while others teach on

staying calm and in control.

Example: In a real estate discussion, both the buyer and the seller have strong feelings
about the property. The seller has lived there for decades and is not readily agreeing to
sell, even when fair offers are made. The buyer is aware of this emotional connection
and uses empathy and reassurance to help the deal go smoothly. This makes the seller
feel at ease with the change. Keeping your feelings in check makes it easier to come

to an agreement.
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7.6 Common Negotiation Mistakes and How to Avoid Them

Negotiation is a skill that needs careful planning, strategy, and the ability to understand how
other people feel. But a lot of mediators make the same mistakes that can stop them from
succeeding. Understanding these mistakes and how to avoid them can make the results of a

negotaition much better.

1. Poor preparation: One big mistake is not being ready. Some negotiators start talks
without fully understanding the wants, interests, or options of the other side. This
leads to weak arguments and chances that are lost. Always find out important facts,
know what the other side wants, and come up with a BATNA.

2. Arguing position instead of interests: A common mistake is focussing only on
winning instead of finding an answer that works for everyone. Being competitive can
hurt relationships and cause deals to fall through. Instead of competing, negotiators
should work together to find solutions that meet the needs of all sides while still being
fair.

3. Talking more than listening: Not listening is a BIG MISTAKE. Some negotiators
focus on their own points of view instead of trying to understand what the other party
is saying. When one side is not listening to the other, and repeatedly talking only
about themselves, it makes negotiators irritated. By actively listening, asking
clarifying questions, and showing empathy, you can find out about hidden interests
and build trust.

4. Letting emotions take control: Another major error that is most often overlooked is
allowing your emotions control over your life. While emotions are natural in
negotiations, too much anxiety, irritation, or anger can make it difficult to make
decisions and create forward plans. Negotiations benefit from emotional intelligence
abilities that include calmness, neutral tone speaking, and awareness of the concerns
of the other person.

5. Ignoring ethical considerations: Disregarding moral concerns is never a good idea as
it can harm your reputation and trust. Using tricks, hiding important information, or
making empty promises seems very tempting and rewarding in the short-run, but they
can tarnish your image in the long run. Negotiating in an ethical way builds long-
lasting relationships and guarantees long-term success.

6. Rushing to accept the first offer: People generally make the mistake of accepting the
first offer too quickly. This can lead to missed opportunities and unfavourable terms.
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A lot of the time, the first offer from the other party is just an anchoring strategy that
helps the other side more. If you accept too fast, it means you are eager, and might
miss better offer that might have come out of the negotiation. It also lowers your
power, since hesitating or making counteroffers can often lead to better terms. Also,
acting too eager can make the other person wonder if they could have gotten a better
deal, which can lead to new talks or questions about what is fair. To prevent this
mistake, negotiators should carefully consider the proposal, weigh it against their
BATNA, and plan how to respond in a way that gets better results without coming off
as unwilling or hostile.

Failing to learn from past mistakes: Neglecting to learn from mistakes can cause
many losses and missed chances in negotiations. Good negotiators look back at past
discussions to see what they could have done better, like being better prepared,
communicating better, or not noticing important points of leverage. When you don't
think about past mistakes, you tend to make the same ones again, which can lead to
bad deals and broken relationships. Skilled negotiators learn from their mistakes and
use that information to change their strategies, improve their approaches, and come up
with better tactics. Over time, better results, more trust, and better decisions are all

guaranteed by constantly improving negotiation skills.

Let us see the negotiation mistakes and their preventic tactics at a glance in the table below.

S.No. Mistake Practical preventive tactic
Use a one-page preparation canvas where you define goals,
1 Poor preparation | interests, BATNA, reservation value, and three probing
questions for the other side.
Arguing position | Reframe every stated demand with "because it allows us to
2 instead of ...". Then search for alternative ways to satisfy that underlying
interests interest.
. Adopt a 2-to-1 rule: for every minute you speak, listen for two.
Talking more .
3 2 Take verbatim notes of at least one unmet need before
than listening :
responding.
. : Build a pause phrase (For instance, "Let me reflect on that for
Letting emotions . -~ . .
4 a moment") into your script; step out or request a five-minute
take control : :
break when stress signals rise.
5 Igoring ethical Apply a newspaper test: would you defend this tactic if it

sonsiderations appeared on tomorrow’s front page? If not, redesign or
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disclose.

Rushing to Always benchmark the first proposal against your quantified
accept the first BATNA and at least two objective standards (market rates,
offer precedents, expert appraisals).

Failing to learn Keep a Negotiation Journal: record outcomes, concessions, and
from past feelings within 24 hours. Also, review patterns monthly to
mistakes adjust future strategy.

7.7 Real-World Business Negotiation Scenarios

Real-world business negotiation scenarios are actual situations where companies,

governments, or individuals sit down to discuss terms and make important deals. These

negotiations happen every day, which shape industries, economies, and even job

opportunities. They are important because they involve real decisions that have impact on

businesses and people. They can be about salaries, mergers, trade deals, or product pricing.

Success depends on strategy, persuasion, and understanding the other party’s needs.

Below are few real-world business negotiation scenarios.

1. Contract negotiation (supplier and buyer)

Contract negotiations between a supplier and a buyer occupy a unique space in the
broader world of business bargaining because the agreement that emerges must
simultaneously secure commercial value, allocate risk, and lay the groundwork for an
ongoing operational relationship. Unlike one-off transactions, these negotiations
translate directly into day-to-day coordination on pricing, delivery schedules, quality
standards, payment timing, after-sales support, and, increasingly, data-sharing

commitments or sustainability targets.

Example: A manufacturing company negotiates with a provider of raw materials. At
first, the supplier gives a high price, but the manufacturer stresses that it can buy in
bulk and offers a long-term relationship in exchange for lower prices. They finally
come to an agreement on a contract that includes discounts for buying in bulk and
flexible shipping times that are beneficial for both of them.

Case Study 1: Amazon vs Future Retail & Reliance (2020-24)
Future Retail decided to sell its most important assets to Reliance Retail for 324,700

crore as it was losing a lot of money because of the pandemic. But Amazon, which
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had invested in Future Retail through a partner agreement, stopped the sale by citing a
clause in the agreement that said the deal couldnt happen without Amazon's
permission. Amazon quickly went to the Singapore International Arbitration Centre
(SIAC) to get help. They got an emergency court ruling that stopped the deal. Future
Retail fought back in Indian courts, saying that Amazon didn’t have direct control
over its business decisions. Meanwhile, Reliance started taking over Future Retail's
shops saying that they owed rent. In the end, the legal fight went on for too long,
Future Retail went bankrupt, and its assets were sold at auction, ending its ability to
run on its own. This case shows how important it is for buyers and sellers to negotiate
contracts, since disagreements over stock agreements, asset transfers, and strategic
investments can have a big effect on how a business runs and how the market is
controlled.

Case Study 2: Starbucks and Kraft Coffee Conflict (2010)

A well-known real-life example of contract negotiation between a supplier and a
buyer is the Starbucks-Kraft dispute. In 1998, Starbucks partnered with Kraft to
distribute its packaged coffee in grocery stores. As the coffee business changed over
time, Starbucks wanted to adapt to this This was especially important as single-serve
coffee pods became more popular. To go for this change meant to violate the contract.
So, in 2010, Starbucks tried to get out of the deal by giving Kraft $750 million. Kraft
was unhappy, which led to a court battle. After Kraft approached the court, Starbucks
was told to pay Kraft $2.75 billion for breaking the deal. This case shows how
important it is for suppliers and buyers to have open contracts and clear ways to get
out of the deal. Starbucks and Kraft might not have had to go to court as much if they
had included renegotiation or termination clauses in their original deal.

Mergers and Acquisitions (Corporate Deals)

Mergers and acquisitions (M&A) are high-stakes business negotiations where
companies either combine (merger) or one company takes over another (acquisition).
As discussed in the previous sections, price is only one part of these deals. The other
considerations are valuation methods, payment mechanisms, legal permissions,
cultural integration, and long-term strategy. Price fairness in M&A discussions is
determined by financial models like discounted cash flow (DCF), market
comparisons, and predicted future synergies. Another consideration is payment
structure, which can be cash, stock, or a mix of both, often with performance-based
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incentives. The deal may require government permission, especially in antitrust-
sensitive businesses. Beyond financial agreements, successful mergers require post-
deal integration to blend business cultures, retain key workers, and align leadership.
Integration planning errors can cause internal disagreements, productivity losses, and
deal failures. Smart acquirers negotiate these issues rather than later. Alternative
purchasers, acquisition targets, and timing control (regulatory clearances, financial
contingencies, shareholder agreements) affect M&A negotiation leverage. Companies
with strong alternatives or deadline control have more leverage to influence deal

terms.

Example: Two medium-sized automobile manufacturers decide to merge to get a
stronger market position and fight with bigger players in the same field. One
company is an expert at making cheap cars that give more mileage, and the other is
great at making high-end cars and electric cars. By joining forces, their strengths are
brought together. This lets more types of cars to be manufactured by sharing
technology and lowering the cost of production through economies of scale. Both
sides negotiate about leadership structure, company identity, and supply chain
integration while they are negotiating. They decide to keep both brands instead of
eliminating any one. This way customers can choose between cheaper and more
expensive cars. They also make things run more smoothly by sharing research and
manufacturing sites, which makes them more efficient and profitable in the long run.
Together, these two companies are better than they were separately because they can

reach more customers, come up with new ideas, and save money.

Case Study 1: HDFC Ltd-HDFC Bank Mega-Merger (2023)

HDFC Ltd, India's biggest home finance company, and HDFC Bank, its sister bank,
announced a huge all-stock merger in 2023. This would make them a 14-trillion-rupee
financial powerhouse. Key regulators such as the Reserve Bank of India (RBI), the
Securities and Exchange Board of India (SEBI), the Competition Commission of
India (CCl), and foreign shareholders had to give their approval for this deal. This
was done to make sure that the deal followed all legal and financial rules. One of the
hardest things was combining two very different business cultures :HDFC Ltd's focus
on lending to individuals and HDFC Bank's work as a general bank. This had to be
done all the while keeping the two groups' efficiency and ability to work together.
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Also, the negotiators had to come up with a fair share-swap ratio to protect the
interests of both groups of investors. This was done to make sure that owners from
both companies kept their value as they joined the new company. This merger made
HDFC Bank even stronger as a leading Indian bank by streamlining its operations,

increasing its lending options, and making it more visible in the banking industry.

Case study 2: Facebook’s acquisition of Instagram (2012)

In 2012, Facebook purchased Instagram for $1 billion. At first, this deal was seen by
people as expensive for a company with no revenue at the time. But Facebook
recognised Instagram’s potential to dominate mobile photo-sharing and wanted to
eliminate competition while integrating its features into its ecosystem. During the
negotiation, Instagram’s founders wanted to maintain independence and ensure their
platform’s vision remained intact. Facebook agreed to let Instagram operate as a
separate brand while providing resources for growth. This approach helped smooth
the transition and ensured Instagram’s continued success under Facebook’s
ownership. This case highlights key negotiation elements: valuation, strategic
alignment, and post-merger integration. Facebook’s willingness to offer autonomy
reassured Instagram’s leadership, making the deal more attractive. Over time,
Instagram became one of Facebook’s most valuable assets, proving that well-

structured negotiations can lead to long-term success.

. Salary and job-offer negotiations

These are discussions between a job candidate and an employer about pay, benefits,
and working conditions. The goal is to reach a fair agreement that works for both
sides. A candidate should research industry pay standards, understand their value, and
decide on the salary they want before negotiating. The employer considers their
budget and how the candidate’s skills fit the job. Besides salary, negotiations may
include bonuses, health benefits, retirement plans, and flexible work arrangements.
Good communication is key—candidates should confidently explain their skills and
achievements, while employers outline expectations and company benefits. Emotional
intelligence matters too—being polite and professional helps maintain a positive
conversation. Thus, salary and job-offer negotiations help both sides find a balance,

ensuring a fair deal while building a positive working relationship.
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Example: An experienced marketing professional negotiating a job offer with a
company. The employer offers a salary slightly below industry standards, but the
candidate knows their skills and past achievements justify higher pay. Instead of
accepting immediately, the candidate highlights their expertise in digital marketing,
their successful campaigns, and their ability to increase brand engagement. They
request a higher salary along with additional benefits like flexible working hours and
professional development opportunities. After discussion, the employer agrees to a
salary increase and adds extra paid leave days, creating a win-win agreement.

Case study 1: IIM-Ahmedabad vs. Flipkart (2016)

Flipkart hired 18 final-year MBAs from IIM-Ahmedabad with starting dates in early
June 2016. The salary was said to be more than 220 lakh p.a. But in May, the
company abruptly delayed the joining by six months, claiming “corporate
restructuring”. Reports claimed that Flipkart was going through a difficult time. The
company offered a one-time 1.5 lakh “bonus” to each recruit for the loss of six
months. The placement officer at IIM-Ahmedabad wrote a strong letter to the
management of Flipkart, rejecting the lump sum as “utterly unacceptable” and
demanding full pay from June or a monthly stipend until they start working for the
company. The institute said that if trust was lost, Flipkart could lose its first day of
hiring at top business schools. (In the context of campus placements, the “first day of
hiring” refers to the initial day when companies begin their recruitment process at an
educational institution during the placement season. Companies visiting on the first
day are often considered top-tier or highly desirable employers. Many students aim to
secure a job on this day. This way, employers get to select the top talent of the
institution.) Flipkart stuck to their December start date and the 1.5 lakh offer.
Students now have to weigh the pros and cons and look for other choices in the

meantime. This event is a classic example of BATNA leverage on both sides.

Case Study 2: Robert Iger’s return to Disney (2022)

Robert Iger’s tenure as CEO of Disney ended in 2021, and the company appointed his
replacement. But the board of directors at Disney asked Iger to come back as CEO in
2022 because the company was having trouble with its strategy under the new CEO.
Iger knew how valuable he was and how important it was to act quickly. So he asked
for a two-year deal worth $27 million a year that included salary, bonuses, and stock
options. He negotiated in a smart way, using his past success at Disney and the need
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for stability in the company to get favourable terms. In high-stakes job negotiations,

this case shows how important experience, timing, and leverage are.
. Cross-cultural business negotiations

These involve discussions between parties from different cultural backgrounds, where
differences in communication styles, business practices, and expectations can impact
the negotiation process. These negotiations require an understanding of cultural
norms, values, and decision-making approaches to ensure successful outcomes. For
example, in Western cultures, negotiations often focus on direct communication,
efficiency, and immediate decision-making. In contrast, Asian cultures, such as Japan
or China, may emphasise relationship-building, hierarchy, and patience before
finalising agreements. Similarly, Middle Eastern negotiations may involve extended
discussions and hospitality as a sign of respect, while Latin American negotiations
often prioritise personal connections and trust. Key challenges in cross-cultural
negotiations include language barriers, differing expectations of formality, contrasting
views on contracts, and variations in decision-making speed. Successful negotiators
adapt by researching cultural backgrounds, showing respect for traditions, and using
strategies like active listening, flexible communication, and relationship-building.

Example: An American technology company wants to form a partnership with a
Japanese electronics manufacturer to co-develop a new product. The American team,
accustomed to direct and fast-paced negotiations, presents their proposal with clear
financial terms and deadlines, expecting a quick decision. However, the Japanese
executives prioritise relationship-building before discussing business details. They
prefer several meetings with informal conversations to establish trust before
addressing formal agreements. Recognising the cultural difference, the American
team adjust their approach, spending more time on small talk and demonstrating long-
term commitment. Eventually, both sides reach an agreement that respects Japanese

business customs while ensuring the American team's goals are met.

Case study 1: Tata Motors’ Acquisition of Jaguar Land Rover (UK) (2008)
Tata Motors wanted to buy Jaguar Land Rover (JLR) from Ford for $2.3 billion, but
the two companies had very different ideas about how to place the brand, how to pay

workers, and how to conduct business in general. British unions were afraid of job
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cuts, and the media was full of talk about “colonial reversal”. Tata was then known in
India for planning to launch the cheap Nano. They did not have the requisite
knowledge about luxury cars. Ratan Tata, the chairman of Tata Sons, met with UK
union leaders in person and promised that no plants would close for at least five years.
This made people more accepting of change. Tata got access to global dealer
networks and top-notch engineering skills as part of the final deal, which let JLR keep

its independent British management and design teams.

Case study 2: Renault-Nissan Alliance (1999)

The Renault-Nissan Alliance, which took place in 1999, was a historic business deal
that kept Nissan from going bankrupt and helped Renault grow globally. At the time,
Nissan had $20 billion in debt and was losing market share. On the other hand,
Renault wanted to grow its business outside of Europe. Instead of merging
completely, the two companies worked out a strategic partnership. Renault bought
36.8% of Nissan’s shares and took on some of its debt in exchange for running the
business. The negotiations were mostly about how to work together rather than who
would own what. This way, both companies could keep their identities while sharing
technology, production sites, and management know-how. Renault's leaders,
especially Carlos Ghosn, were influential in reorganising Nissan and making the
company more efficient. Careful culture adaptation and Ghosn's effort to learn
Japanese were key to the alliance’s success. By showing respect for Nissan's company
culture, Ghosn earned trust and cooperation, which made the integration go smoothly
and led to long-term work together. The relationship worked out very well. Within a
few years, Nissan became a profitable business, and the two companies formed one of
the biggest auto partnerships in the world. This case shows some important ways to
negotiate, such as using money to your advantage, finding a balance between power

and independence, and focusing on long-term collaboration over short-term gains.
. Crisis Negotiations (Conflict Resolution)

Crisis negotiations, also known as conflict resolution negotiations, involve high-
pressure discussions to resolve urgent disputes, prevent harm, or manage difficult
situations. These negotiations often take place in business, legal disputes, diplomatic

relations, or emergency situations, requiring clear communication, strategic problem-
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solving, and emotional intelligence. In business, crisis negotiations can arise from
stakeholder disputes, financial struggles, regulatory challenges, or damaged
reputations. Companies facing a public relations crisis, for example, must negotiate
with media, customers, and investors to restore trust. In labor conflicts, management
and employees negotiate solutions to prevent strikes or workforce disruptions. Legal
disputes, such as contract disagreements, require negotiations to avoid lengthy court
battles and reach settlements. Successful crisis negotiators prioritise de-escalation,
active listening, and mutual understanding. They focus on finding common ground,
offering compromises, and maintaining calm despite pressure. Skilled negotiators also
anticipate worst-case scenarios and prepare alternative solutions to navigate intense
situations effectively.

Example: Imagine a smartphone manufacturer discovering that one of its latest
models has a battery defect that could cause overheating. Customers begin
complaining online, and regulatory agencies demand action. Instead of denying the
issue, the company’s leadership negotiates with suppliers to quickly replace faulty
batteries, works with government regulators to ensure compliance, and communicates
transparently with consumers through public statements and compensation offers. By
acting swiftly and negotiating with multiple stakeholders—including suppliers,
government officials, and customers—the company minimises damage, regains trust,
and prevents long-term reputational harm.

Case study 1: Maruti Suzuki Manesar labour unrest (2012)

The Maruti Suzuki Manesar labour unrest was one of the most violent labour disputes
in India’s automotive industry. It ended with the tragic death of a top HR executive,
and a lot of property damage. Long-standing disagreements between management and
workers led to the unrest. These disagreements were mostly about working
conditions, pay, and how contract workers were treated. An employee was suspended,
and the contract workers union was demanding that he be reinstated. A problem with
an employee’s punishment turned into a full-on riot very soon. Workers attacked
executives and set fire to plant buildings, injuring nearly 100 officials. Because of
what happened, the Manesar plant was shut down, many employees were arrested,
and hundreds of workers were fired. The violence brought to light long-standing
problems in labour relations, such as the growing dependence on contract workers and
the lack of communication between bosses and workers. During the court

proceedings, 31 workers were found guilty, including 13 of murder. The case made it
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clear that India's manufacturing sector needs better communication, fair labour

standards, and proactive ways to settle disagreements.

Case study 2: Boeing’s 737 MAX Cerisis

In 2018 and 2019, two deadly crashes involving Boeing's 737 MAX planes caused the
fleet to be grounded around the world. Some automatic systems (MCAS) were not
working right, and pilots were not properly trained to deal with them. This was the
major cause of the crashes. Boeing faced backlash from regulators, airlines, and the
public, leading to financial losses and reputational damage. To manage the crisis,
Boeing had to negotiate with government regulators, airline customers, and victims’
families. The company worked with the Federal Aviation Administration and
international aviation authorities to develop software fixes and improve pilot training
so that the aircraft met updated safety standards. Boeing also negotiated compensation
packages with airlines that had purchased the 737 MAX but were unable to use due to
the grounding. These measures helped in reducing financial losses for affected
companies. In addition to this, Boeing engaged in crisis communication efforts,
issuing public apologies and pledging transparency in its safety improvements to
rebuild consumer confidence. Through technical fixes, regulatory cooperation, and
financial settlements, Boeing gradually restored trust in the 737 MAX, which was
cleared to fly again in 2020. This case highlights the importance of swift crisis
response, transparent communication, and effective negotiation with multiple

stakeholders to manage conflicts and protect brand integrity.

You will see more about crisis resolution in Unit 9.

7.8 Summary

Negotiation is a purposeful communication process in which interdependent parties work

through differing interests to secure value, resolve conflict, and build durable relationships.

As today’s business environment grows more interconnected and high-stakes, mastery of

negotiation equips managers to shape outcomes ethically and strategically. The unit discussed

the six-stage negotiation process of preparation, opening presentations, bargaining, making

concessions, agreement, and follow-up. It showed how each stage demands clear objectives,

active listening, and disciplined planning to protect one’s Best Alternative to a Negotiated
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Agreement (BATNA). It then compared five common approaches—competitive,
accommodative, avoidance, compromise, and collaborative—highlighting when each style
helps or harms long-term value creation.

Power, ethics, and emotion overlay every deal. Understanding sources of power (position,
expertise, resources, relationships), adhering to transparent and fair practices, and managing
emotions through emotional intelligence allow negotiators to pursue advantage without
sacrificing credibility. The lesson also flagged seven frequent pitfalls—from poor preparation
and positional arguing to ethical missteps and rushing the first offer—and offered practical
antidotes. Finally, ten real-world scenarios (supplier—buyer contracts, mergers and
acquisitions, salary negotiations, cross-cultural deals, and crisis resolution) demonstrated how
sound strategy and cultural awareness translate theory into business success. By internalising
these concepts and reflecting on personal style, learners leave the unit ready to negotiate
outcomes that are not only economically sound but also ethically robust and

relationship-positive.

7.9 Keywords

Negotiation | A purposeful communication process in which two or more parties work

towards a mutually acceptable agreement

Concession | A deliberate move to modify one’s demands or terms to move closer to

agreement

Ethics Moral standards like honesty, fairness, transparency, that guide behaviour
during negotiations

Emotional The capacity to recognise, regulate, and use emotions—both yours and the
Intelligence | other side’s—to maintain rapport and make thoughtful, non-reactive

decisions

7.10 Sample Questions

1. Which element best defines a "strong BATNA™?

A. High emotional commitment
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10.

B. Superior fallback value
C. Shared interests
D. First offer made
Anchoring bias is most effectively countered by
A. Mirroring body language
B. Generous concessions
C. Objective external standards
D. Silence
When a negotiator uses transparent disclosure and benefits the other side’s high-
priority issue, the tactic is called
A. Bluffing
B. Logrolling
C. Forcing
D. Avoidance
In the collaborative style of negotiation, the primary goal is to
A. Maximise individual gain
B. Split the difference
C. Strain relationships
D. Expand joint value
Rushing to accept the first offer is risky mainly because
A. It shows desperation
B. It violates ethics
C. It delays agreement
D

. It increases preparation time

Short-answer questions

Explain the Zone of Possible Agreement (ZOPA).

Describe the main characteristics of the collaborative (win-win) approach.

What can emotional intelligence (EQ) do to help break a deadlock in negotaiations
caused by anger or frustration?

What is a negotiation scorecard? Discuss its benefits.

Define BATNA. Explain why quantifying it is essential before entering negotiations.

Long-answer questions
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11. Describe the six stages in the negotaition process.

12. Compare and contrast the five approaches to negotiation (competitive,
accommodative, avoidance, compromise, and collaborative).

13. Critically analyse the role of power, ethics, and emotion in the 2016 Flipkart—IIM-
Ahmedabad deferred-joining controversy.

14. Analyse the interplay of power, ethics, and emotion in negotiation.

15. Identify the seven common negotiation mistakes and propose one preventive tactic for

each.
7.11 Suggested Readings
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UNIT 8
INTERVIEWS

Unit Structure

8.0 Introduction

8.1 Objectives

8.2 Concept of Interview

8.3 Requisites and Techniques

8.4 Typology of Interviews

8.5 Types of Interviews
8.6 Effective Interview
8.7 Learning Outcomes

8.8 Keywords

8.9 Sample Exam Questions

8.10 Suggested Readings

8.0 Introduction

Interviews are structured conversations designed to achieve a specific outcome
through direct interaction. In business and management, interviews are an important tool that
can be used for many things. One main use for them is in hiring and picking people, where
they help figure out if a candidate is a good fit beyond what is clear from their resume or
application. Interviews allow employers to assess both professional competencies and soft
skills, including cultural fit and problem-solving abilities. Performance review interviews are
also important for employee growth because they give you a structured way to discuss
problems, review accomplishments, and set goals for the future. These interactions make sure
that workers get constructive feedback and are motivated, which increases their work output

and helps them grow professionally.
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Interviews are an important part of market research because they help companies figure out
what customers want, need, and are having trouble with. Companies can learn a lot about
their customers through structured or semi-structured talks that quantitative methods like
surveys might miss. Businesses can use this qualitative data to improve their goods, customer
service, and marketing strategies. In the same way, interviews with stakeholders, experts, and
industry leaders are very helpful for strategy planning because they help get detailed
information from them. These talks give businesses a bigger picture of market trends, how
they compare to additional information about answers, and dig deeper into thoughts and
opinions in real time. For example, Selection interviews assess both technical expertise and
interpersonal skills, including adaptability and alignment with company values. Exit
interviews, on the other hand, give employers important information about why employees
are leaving, problems with the workplace culture, and the reasons behind turnover. This helps
them come up with good strategies to keep employees. Additionally, customer interviews can
reveal unmet needs or emerging trends, enabling businesses to gain a competitive edge.
Overall, interviews are still a great way for businesses to make choices based on facts and

data while still putting people first.

8.1 Objectives

On completing the unit, you will be able to:
e Define “interviews” and explain their importance in business and management.
e Identify and differentiate between various types and formats of interviews.
e Understand key requisites and techniques for conducting effective interviews.
e Apply best practices as both an interviewer and an interviewee.
e Use interview insights to support business and management strategies.

8.2 Concept of Interview

As discussed above, interviews are an important part of business and management for many
reasons, such as hiring, evaluating performance, and researching the market. Of these, the
most popular use is hiring. Interviews help employers figure out not only a candidate's
technical skills but also how well they can communicate, solve problems, and fit in with the
organisation's culture. Interviews are more dynamic than resumes or application forms, and

they give companies a chance to see how confident, flexible, and talented a candidate really
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is. Interviews are also necessary for evaluating employees because they allow people to
discuss their past work, figure out their strengths and weaknesses, and set job goals for the

future.

Interviews are an important part of business because they provide companies useful
information that helps them deal with problems, make their business plans better, and run
their operations more smoothly. When businesses do interviews right, they don't just look at

numbers; they also look at qualitative information that can affect their long-term success.

There are certain things about interviews that make them very useful in business settings.
Every interview is purpose-driven, which means it has a clear reason, like finding the best
candidate, learning about employee concerns, or finding out what customers want. It is also
interactive, so you can ask questions, get additional information, and have a better
conversation right away. It is important to be well-prepared, which means learning about the
person you are interviewing, making sure your questions are relevant, and keeping a
professional but friendly tone. Interviews are important because they can show things that
raw data can't, like how motivated employees are, how likely they are to be good leaders, or
how customers feel, which helps businesses make well-rounded and strategic decisions.

8.3 Requisites and Techniques

To conduct a good interview, you need to make sure you meet some important requirements
for a smooth and productive exchange. One of the most important things to do is make clear
goals. There should be a reason for every interview, like checking out a candidate's skills,
getting customer feedback, or judging a worker’s work. It is also very important to prepare
well. To do this, you should research the person you are interviewing, look at important
papers like old performance reviews or resumes, and think of good questions to ask them.
Preparing for an interview helps the person doing it stay on task and think of good questions
to ask. The interview setting is also very important to how well the talk goes. It is best for
everyone if the space is comfortable, quiet, and free of other things that could get in the way

of their work or talks.

To do better in interviews, you should also be able to actively listen. To fully understand
what someone is saying, you need to pay close attention to their tone of voice, facial

emotions, and body language, as well as what they say. They should also learn how to take
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notes, which will help them remember important things and make sure that choices and
assessments are correct. When more than one reviewer looks at the same candidate at
different times during the hiring process, it can be very helpful to keep your notes in order.
Being professional while making everyone feel at ease is also important for honest and open
conversation. The person being interviewed should feel at ease. If they do, they are more

likely to give honest answers instead of ones they have planned or are hiding.

There are many good ways to make the interview process better. One way to do this is to plan
ahead and ask different kinds of questions. When asked, "Can you describe a difficult project
you led?" people are more likely to give a detailed answer than when asked, "Did you meet
the project deadline?" or something similar. We can learn more about important things by
asking questions like "Can you explain that further?" Making friends is another important
skill. Being friendly and professional at the start of a talk can help people feel more open and
trusting. A good way to keep the talk on track is to set clear times for introductions, major
questions, and closing comments. Finally, It is important to be flexible. They should be able
to change how they do things based on what the person says and ask more questions if they
need to. These standards and methods can help you do interviews well and reach your goal,

whether you are hiring someone, judging their work, or doing research for your business.

8.4 Typology of Interviews

Interviews can be put into groups based on how they are structured, which affects how
controlled and consistent the questions are. Structured interviews use a set of predetermined
questions to make sure that all of the answers are the same. This makes it easy to compare
results. These are often used to keep things fair and get rid of bias during the hiring and
choosing process. Structured interviews are highly effective for high-stakes hiring, ensuring
fairness and compliance by presenting identical questions to all candidates. When it comes to
interviews, semi-structured ones are a good mix of order and flexibility. They have a general
structure, but the answers let the reporter dig deeper into certain areas based on what the
person says. This kind is often used in performance reviews, where a mix of standard and
open-ended questions helps figure out what an employee does well, what they could do
better, and what they need to learn. Unstructured interviews are the most adaptable because
they are more like a chat and don't have a set of questions that must be asked. These are

especially helpful for exploratory study, where the goal is to get some initial ideas without
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getting in the way of the conversation. They are often used to find new ideas or understand

new trends in business meetings, journalistic reporting, and qualitative research.

Another way to group interviews is by how many people are involved, since the number of
people affects how the interviews flow and how in-depth the conversations are. Individual
interviews are great for cases that need detailed, individualised evaluations because they only
involve one interviewer and one interviewee. These are often used for hiring, professional
coaching, and private conversations because they offer a quiet, focused space for in-depth
analysis. Individual interviews are the best way to find out about a job candidate's attitude,
skills, and cultural fit with the company. In group interviews, on the other hand, one or more
interviewers evaluate more than one person at the same time. These are often used in market
research focus groups, where companies want to find out what customers think, test out new
goods, or get different points of view on branding and marketing strategies. Group interviews
are also used when there are a lot of people to hire, like when someone needs to be hired for a

customer service or sales job where they need to work together and communicate well.

Understanding the different types of interviews can help you choose the best approach for
your goal. For instance, structured interviews are better for hiring because they follow the law
and give a fair evaluation, while semi-structured interviews are better for judging employee
success because they allow for some flexibility. In the same way, group interviews are good
for quickly getting a lot of different points of view, while one-on-one questions give you
more personal information. The type of interview has a big affect on the quality of the data
gathered, how quickly the process goes, and how well business or research goals are met
overall. Companies can make sure that interviews are useful and lead to good decisions by

carefully choosing the right interview type.

8.5 Types of Interviews

Specific types of interviews are being discussed in the following:

Selection interviews: As part of the hiring process, selection interviews are used to find out
about a candidate's skills, experience, and general fit for the job. There are different kinds of
these interviews, such as initial screenings, in-depth competency-based interviews, or
discussions about making the final choice. For instance, a candidate's basic skills and interest

in the job might be checked out over the phone as a first step before they are invited to a face-
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to-face or video interview. To find out how well a candidate can solve problems and get
along with others, in-depth interviews often include behavioural and situational questions,
like "Can you describe a time when you handled a difficult project?" For leadership positions,
it is normal for the same candidate to be interviewed by more than one person. This makes
sure that the evaluation is fair and well-rounded. Companies can find the best employees and

make sure hiring choices are fair and consistent by setting up the selection process well.

Appraisal interviews: Periodically, usually once or twice a year, an employee's performance
is reviewed, goals are set for the future, and professional issues like recognising successes,
dealing with problems, and setting standards are talked over. A well-run performance review
interview encourages employees to talk about company goals and open communication
between workers. Structured parts, like going over key performance indicators (KPIs), make
sure that everything is the same. However, the interview is usually only partly structured, so
there is time to talk about career goals, skill development, and job happiness. Managers can
use these talks to find out what training employees need, who might be promoted, or how
they can improve their performance. This way, they can make sure that employees get the
help they need to move up in the company. When appraisal interviews are done right, they

help keep employees and make the workplace more productive generally.

Exit interviews: These interviews help companies figure out why employees leave, what
problems are happening at work, and where policies, culture, or leadership could be better.
Structured exit interviews make sure that all important topics are covered in a planned way,
including job satisfaction, work environment, management effectiveness, and ideas for
improvement. For instance, workers who are leaving could be asked "What could have been
done differently to keep you?" or "Did you feel supported enough in your role?" Honest
feedback from exit interviews can help companies improve their ways of keeping employees,
make the workplace a better place to work, and stop more people from leaving. Companies
can make the workplace better for current and future workers by acting on the information

they get from exit interviews.

Research interviews: People are interviewed for research purposes in order to get qualitative
data for things like market research, customer feedback studies, and business research.
Businesses use these talks to learn about what customers want, how the market is changing,
how happy their employees are, and how their competitors are doing. Research interviews are

usually not structured or only partially structured, unlike structured interviews used for jobs.
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This lets interviewers go into more detail about topics without being limited in any way. For
instance, a company releasing a new product might talk to focus groups to find out how
people feel about it, what they like about it, and what they think could be done better. In a
business setting, study interviews can be used to find out how happy employees are or what
the culture of the workplace is like. Research interviews are important for making data-driven
business decisions and improving goods, services, or policies based on real user experiences

because they get rich, detailed answers.

Telephone Interviews: A lot of people use phone talks to get to know potential employees
before they meet them in person, to do surveys from afar, or to get quick feedback when they
can't meet in person. They are especially helpful when hiring people and there are a lot of
applicants that need to be quickly evaluated. For example, recruiters might do short,
structured phone interviews with candidates to make sure they are qualified, know what pay
they want, and are available before asking them to a formal interview in person or online.
Businesses can quickly reach a large group of people through telephone interviews, which is
useful for market research like polls or finding out how happy customers are with a service.
Because there are no visible cues, clear speech, active listening, and strong verbal
engagement skills are needed to make sure that everyone understands and is interested in the

conversation.

Video Interviews: As more people work from home and hire people from around the world,
video chats are being used more and more for job interviews, teamwork, and business talks.
When done through platforms like Zoom, Microsoft Teams, or Google Meet, online
interviews help people from different places talk to each other without having to travel, but
they still have all the benefits of talking to someone in person. Video interviews are used by
employers to test candidates live or even with pre-recorded answers, so they can answer set
questions whenever they want. To make a good impression, you need a stable internet link,
good lighting, clear audio, and to dress professionally for video interviews. Both the
interviewer and the person being interviewed should pay attention to body language, eye
contact, and interest, just like they would in person. Companies can find and hire more
talented people around the world and speed up business and hiring processes by using video

interviews well.

Each type of interview is used for a different reason and meets a different business need, such

as hiring people and judging their performance or doing study and making it easier for people
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to talk to each other from far away. Making the right choice about the type of interview helps

companies reach their goals quickly and correctly.

Comparison of Interview Types

Type Purpose
Selection Assess
Interview suitability
Appraisal

Interview set goals

Exit Interview

candidate

Review performance,

Understand departure

qualitative

reasons
Research Gather
Interview data
Telephone Initial screening
Interview

Video Interview

8.6 Effective Interview

Remote assessment

Structure

Structured/Semi-

structured

Semi-structured

Structured

Unstructured

Structured

Structured/Semi-

structured

Example Use Case

Hiring for a managerial

role

Annual employee review

Employee  leaving the

organization

Market

customer preferences

research on

First contact with remote

candidates

Final interview for global

teams

Both the interviewer and the person being interviewed need to follow best practices to make

sure the conversation is useful and professional. For interviewers, it's important to be well-

prepared. This means knowing why the interview is happening, learning about the person

being interviewed, and coming up with good questions to ask them. For instance, if someone

is being interviewed for the job of business manager, they should come up with questions that

test their ability to lead, solve problems, and think strategically. Additionally, making the

interviewees feel at ease is important for letting them freely express themselves. This means

that interviews should be held in a place that is quiet and free of distractions, and they should

start with a friendly welcome to help the candidate feel at ease. Active attention is an

important part of a good interview because it helps the interviewer fully understand what the
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candidate is saying. Engaging body language, like keeping eye contact and nodding, along
with follow-up questions like "Can you give an example?”, get interviewees to talk more

about their experiences, which gives you a better idea of what they can do.

For interviewees, doing the right study and getting ready have a big effect on how well they
do. To show that they are interested during the interview, candidates should learn about the
company's purpose, products, industry trends, and new developments. You can learn a lot
from sites like Indeed.com, Glassdoor, and the main page for the company. Answering
common job questions like "Why do you want to work here?" over and over again can help
you feel more confident and make sure your answers fit with the company's goals. It's also
important to participate in the conversation. A candidate should not only answer questions,
but also ask insightful ones, like "What are the biggest problems the team is facing right
now?" to show enthusiasm and initiative. The STAR method (Situation, Task, Action, Result)
provides a structured approach for articulating past experiences effectively. Someone can say
something like, “I led a marketing campaign that increased customer engagement by 30%,
which led to a 20% increase in sales,” instead of, "I successfully led a project.” This method

makes reactions stronger and easier to measure.

People being interviewed and people being interviewed should both be aware of typical
mistakes that can make the interview less useful. Interviewers shouldn't ask biassed questions
like "Are you married?" or "How old are you?" because these questions can lead to legal
problems and claims of discrimination. To be polite, they should also make sure to follow up
with candidates about the next steps. Interviewees should avoid bad body language, like
crossing their arms or not making eye contact, which can make them look like they are not
interested. If they ask unrelated questions, don't do research on the company, or don't send a
follow-up email within 24 hours, it can hurt their chances of getting hired. A well-written
thank-you email makes the person interested in the job even more and makes a good impact.
Both the interviewee and the interviewer can get the most out of the process by following

these best practices. This will lead to better hiring decisions and career options.
Do’s: Best practices for a successful interview

1. Research the Company — Learn about the company’s mission, products, services,

culture, and industry trends to demonstrate genuine interest.
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2. Understand the Job Role — Carefully read the job description and align your answers
with the required skills and responsibilities.

3. Prepare Common Interview Answers — Practice responses to questions like "Tell me
about yourself”, "Why do you want this job?", and "What are your strengths and
weaknesses?"

4. Use the STAR Method — Structure responses using Situation, Task, Action, and Result
to give clear, detailed answers.

5. Dress Professionally — Wear appropriate business attire that matches the company’s
work culture.

6. Be Punctual — Arrive at least 10-15 minutes early for in-person interviews or log in on
time for virtual interviews.

7. Bring Necessary Documents — Carry extra copies of your resume, reference letters,
certifications, and a notepad for taking notes.

8. Maintain Good Body Language — Sit upright, maintain eye contact, use hand gestures
appropriately, and nod to show engagement.

9. Listen Actively — Pay attention to the interviewer’s questions and respond
thoughtfully. Avoid interrupting.

10. Show Enthusiasm and Confidence — Speak clearly and with energy. Express your
passion for the role and the company.

11. Ask Insightful Questions — Inquire about team dynamics, growth opportunities, and
company goals, such as "What are the biggest challenges your team is currently
facing?"

12. Be Honest — Provide truthful responses, even when discussing weaknesses or
challenges. Employers appreciate authenticity.

13. Follow Up After the Interview — Send a thank-you email within 24 hours, expressing
gratitude and reiterating your interest in the role.

14. Practice for Virtual Interviews — Check your internet connection, lighting, audio, and
background before a video interview.

15. Stay Calm Under Pressure — If you receive a challenging or unexpected question, take

a moment to think before answering.

Don'ts: Common Mistakes to Avoid
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1. Lack of Preparation — Going to an interview without researching the company or
practicing common questions can result in poor performance.

2. Arriving Late — Being late shows poor time management. Always plan ahead and
leave early to accommodate unexpected delays.

3. Dressing Inappropriately — Avoid casual or overly flashy attire unless the company
culture is informal.

4. Speaking Negatively About Past Employers — Criticizing previous jobs or bosses can
make you appear unprofessional and untrustworthy.

5. Giving Vague or One-Word Answers — Provide detailed, structured responses instead
of simple "yes" or "no" answers.

6. Failing to Make Eye Contact — Lack of eye contact can make you seem disinterested
or lacking confidence.

7. Over-Talking or Interrupting — Give concise answers and allow the interviewer to
guide the conversation.

8. Poor Body Language — Avoid crossing arms, slouching, or fidgeting, as these can
convey nervousness or disinterest.

9. Using Filler Words Excessively — Avoid saying “like,” or “you know" or “um”,
“uh” too frequently. Practice speaking clearly.

10. Not Asking Questions — Failing to ask the interviewer anything can make it seem like
you are not truly interested in the position.

11. Lying About Skills or Experience — Employers can verify information, and dishonesty
may lead to disqualification.

12. Forgetting to Follow Up — Neglecting to send a thank-you email can make you seem
indifferent about the opportunity.

13. Not Managing Virtual Interview Settings — A poor internet connection, background
noise, or bad lighting can create a negative impression.

14. Bringing Up Salary Too Soon — Wait until the interviewer discusses compensation,
unless asked directly about salary expectations.

15. Appearing Desperate — While enthusiasm is good, sounding too desperate for the job

may weaken your bargaining position.

By following these do’s and avoiding these don'ts, candidates can present themselves as well-

prepared, confident, and professional, maximizing their chances of success in interviews.
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8.7 Learning Outcomes

Interviews serve as vital tools in business and management, playing key roles in hiring,
performance assessment, market research, and strategic decision-making. They provide
insights beyond resumes or data, allowing employers to evaluate both technical skills and soft
skills, including adaptability and cultural fit.

Different types of interviews cater to specific business needs—selection interviews assess job
candidates, appraisal interviews review employee performance, exit interviews uncover
reasons behind turnover, and research interviews gather qualitative insights for market and
operational strategies. The typology of interviews includes structured, semi-structured, and
unstructured formats, each varying in flexibility and consistency. Additionally, interviews
differ based on the number of participants, such as individual interviews for focused
evaluations and group interviews for diverse perspectives.

Effective interviewing hinges on clear objectives, thorough preparation, active listening, and
professional engagement. Both interviewers and interviewees must apply best practices to
ensure meaningful interactions. The STAR method (Situation, Task, Action, Result) aids
candidates in structuring responses, while rapport-building, strategic questioning, and post-
interview follow-ups enhance overall effectiveness.

With technological advancements, telephone and video interviews have become essential for
remote hiring and global collaboration. Structured approaches and interactive elements
ensure successful outcomes, making interviews fundamental in shaping informed business
decisions and fostering workplace efficiency.

8.8 Keywords
Key Word Explanation

Interview A conversation where one person asks questions to another to gather
information or assess their suitability for something, like a job or a
research study.

Business The process of planning, organizing, and directing resources to achieve

management the goals of a business.

Typology A way of classifying or categorizing things based on their
characteristics. In interviews, it refers to different types or categories of
interviews.

Effective Conducting an interview in a way that it achieves its intended purpose

interviewing efficiently, through preparation, clear questioning, active listening, and
building rapport.
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Structured interview

An interview with a predefined set of questions that are asked in a
specific order to all interviewees, ensuring consistency.

Unstructured
interview

An interview where there is no fixed set of questions, and the
conversation flows based on the interviewer's judgment and the
interviewee's responses, allowing for more flexibility.

Selection interview

An interview conducted to assess and select candidates for a job
position.

Appraisal interview

An interview to review and discuss an employee's performance,
strengths, and areas for improvement.

Exit interview

An interview with an employee who is leaving the organization to
understand their reasons for departure and gather feedback.

Research interview

An interview used in research to collect data or information from
participants on a specific topic.

Active listening

A technique where the listener fully concentrates on the speaker's
words, understands their message, and responds thoughtfully, often by
summarizing or asking clarifying questions.

Rapport building

The process of creating a relationship of trust and understanding with
the interviewee to make them feel comfortable and open during the
interview.

Question types

Different kinds of questions used in interviews, such as open-ended,
closed-ended, probing, and leading questions, each serving different
purposes in gathering information.

8.9 Terminal Questions

Multiple Choice Questions (MCQs)

1. What is the primary purpose of an interview in business and management?

A. To have a casual conversation

B. To gather information and assess suitability

C. To entertain employees

D. To avoid formal hiring processes

2. Which type of interview follows a predefined set of questions for consistency?

94




Unstructured Interview

Semi-structured Interview

o w >

Structured Interview
D. Group Interview
. What is an exit interview primarily used for?
A. Understanding the reasons for an employee’s departure
B. Evaluating an employee's performance
C. Selecting a candidate for a job role
D. Conducting market research
. Which of the following is NOT a characteristic of an effective interview?
A. Purpose-driven
B. Interactive
C. Well-planned
D. Unprepared
. What is a panel interview?
A. An interview conducted by multiple candidates together
B. An interview conducted by multiple candidates together
C. A phone-based interview
D. A casual conversation between employees
. Which interview technique involves structuring responses into Situation, Task,
Action, and Result?
A. STAR Method
B. SWOT Analysis
C. SPIN Selling
D. Pareto Principle

. What should an interviewer avoid to ensure fairness in selection interviews?

A. Inquiring about marital status or age

B. Asking about leadership skills

C. Conducting behavioral assessments

D. Using structured questions

. A semi-structured interview allows for

A. No pre-planned questions at all

B. A combination of set questions and flexibility

C. Only close-ended questions
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D. Completely scripted answers
9. What is the main advantage of a video interview?
A. It eliminates the need for job interviews altogether
B. It allows employers to assess body language while saving travel costs
C. It only works for entry-level roles
D. Itensures all candidates receive job offers
10. Why is active listening important in an interview?
A. To reduce the time of the interview
B. To avoid unnecessary conversation
C. To fully understand responses and ask relevant follow-up questions

D. To limit the candidate’s speaking time
Short Answer Questions

11. Define an interview and explain its importance in business and management.
12. Differentiate between structured and unstructured interviews.

13. List three best practices for interviewers to conduct an effective interview.
14. What are the key elements of preparing for an interview as a candidate?

15. Why is an exit interview conducted, and how does it benefit an organization?
Long Answer Questions

16. Discuss the different types of interviews based on purpose, such as selection,
appraisal, exit, and research interviews, with examples.

17. Explain the essential requisites and techniques for conducting an effective interview.

18. Describe common mistakes made by interviewees and interviewers during the

interview process. Suggest ways to avoid them.

8.10 Further Reading
For deeper exploration, consider:

e "The Art of Asking Questions" by Stanley L. Payne
e "Interviewing: A Practical Guide for Journalists and Other Professionals” by William
B. Blakely
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e "How to Conduct Interviews: A Guide for Students and Practitioners™ by John Perry

e Online resources from Harvard Business Review https://hbr.org/1964/01/strateqies-

of-effective-interviewing

UNIT 9
GROUP DISCUSSION

Unit Structure

9.0 Introduction

9.1 Obijectives

9.2 Definition and Concept of Group Discussion

9.3 Need and Importance of roup Discussion

94 Types of Group Discussion

9.5 Components of a Group Discussion

9.6 Crisis Communication

9.7 Real-life Examples of Crisis Communication
9.8 Do’s and Don’ts in the wake of a Crisis

9.9 Summary

9.10 Keywords

9.11 Terminal Questions

9.12 Suggested Readings

9.0 Introduction

A Group Discussion (GD) is a structured way to communicate in which people share their
thoughts, feelings, and arguments about a certain subject in a group setting. A group
discussion is a planned conversation among people about a certain topic. The point is to test
their leadership, communication, teamwork, and ability to solve problems. Group
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discussions, on the other hand, are more like real-life situations where people have to explain
their thoughts, consider other points of view, and work together to reach a shared goal.

Group discussions are important for more than just placements. They are often used in
business to come up with ideas, make decisions, and develop strategies. For MBA students,
group discussions aren't just practice for classrooms; they are like real-life business situations
where teams come up with ideas, settle disagreements, handle crises, or agree on important
issues. Whether they are in a recruitment GD, a boardroom debate, or a strategic planning
session, MBA students as future managers need to be able to confidently say what they think,
actively listen, handle disagreements in a diplomatic way, and lead group outcomes to
meaningful conclusions. Let us learn how to confidently prepare for, take part in, and lead

group discussions in this chapter.

9.1 Objectives
On completing the lesson, learners will be able to:
e Engage effectively in group settings, fostering productive dialogues and respecting
diverse perspectives.
e Assess different viewpoints critically.
e | earn strategies to manage crises with clarity and composure.
e Take initiative in shaping discussions.
e Strike a balance without dominating, interrupting, or being unprepared.

9.2 Definition and Concept of GD
A Group Discussion (GD) is an organised communication method in which several people
converse with one another to share thoughts, viewpoints, and arguments on a certain subject.
It is an interactive procedure designed to evaluate participants' critical thinking and
communication abilities as well as analyse problems, solve them, and make decisions.GDs
are frequently employed in corporate meetings, brainstorming sessions, team collaborations,
and recruitment procedures.
Important features of a group discussion:

e It involves several participants, usually between five and twelve.

e Focuses on a certain subject or problem (abstract, corporate, social, or economic

topics).
e Promotes the free flow of ideas within a set period of time.
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e Assesses the ability to communicate, solve problems, and make decisions.

Purpose of group discussion

e Used as an evaluation tool — Used in interviews and admissions to assess candidates'
communication skills, confidence, and ability to think critically.

e Used in knowledge sharing — Helps participants learn from each other’s viewpoints
and broaden their understanding.

e Used in problem-solving — Encourages collaborative solutions to issues through
collective reasoning.

e For teamwork and leadership — Highlights participants' abilities to work in a team,
take initiative, and lead discussions effectively

The key skills required for effective participation in a group discussion are as follows:

1. Communication: In a group discussion, it is important to be clear and articulate. It is
best for people to be clear and to the point when they talk, without using vagueness or
slang that other people might not understand. It is also important to listen actively. To
do this, you must pay close attention to and value other people's points of view. This
helps you reply with care and add to what other people have said. It is also very
important to communicate without words. A good stance, eye contact, and positive
body language can all make you feel more interested and confident. When you want
to get your point across without going on and on, practise summarising things clearly.
This way, the main point stays the same.

2. Collaboration: A key part of a good group discussion is getting people to take part.
Making the space welcoming by asking quieter people to share their thoughts shows
that you can encourage teamwork and value different points of view. Building unity is
just as important. Instead of forcing your opinion on the group, try to lead them to
agree with each other. It is important to be able to resolve differences well when they
happen. This means being polite to people who have different ideas, recognising and
respecting those differences, and leading the conversation towards positive and

unified results.
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3. Critical thinking: For group discussions to work, people need to be able to think
critically and creatively at the same time. Problem-solving means looking at a
problem logically and coming up with useful, well-thought-out answers that fix the
problem. To make your points stronger, use fact-based research and back them up
with relevant data, examples, or case studies as much as you can. Questioning and
reasoning are also very important. By questioning ideas in a constructive way and
sharing different points of view, you encourage the group to think more deeply and
critically. Lastly, being creative adds value to the discussion by giving it new ideas or
different points of view that make your addition stand out and get other people
thinking in new ways.

4. Leadership: Leadership skills are important in a group discussion because they help
keep things upbeat and moving along. One important thing is to be tough. You are
sure of yourself and want to do something when you offer to start the talk or round up
the main points. Another important trait is being able to steer the conversation and
keep it on track. Leaders who are good at delegating might also try giving out less
formal jobs, like keeping time or taking notes, to keep the conversation on track.
Finally, it is important to keep the group going. Focussing on the good things in life,
even when people are fighting, helps them work together and keeps them interested.

5. Persuasion and influence: These are powerful tools that can help you influence
people's thoughts and take the conversation forward. For the best results, combine the
three basic methods of persuasion—ethos, pathos, and logos. Credibility is crucial for
ethos. When you discuss meaningful experiences or expertise, you establish authority
and trust. Pathos relates with emotions; thus you can capture people's attention by
discussing shared concerns, beliefs, or experiences. Logos is founded on logical
thinking, which involves presenting arguments that are clear, well-organised, and
supported by facts or evidence. Along with these strategies, trust is crucial. Speak
with conviction yet maintain a courteous and cooperative tone to positively impact the
group without coming across as rude or condescending.

6. Time management: People in a group need to be able to keep track of time and stay
on topic for the talk to go well. To make good use of time, you should do the most
important things first and avoid unnecessary distractions or repetition. Being brief and
getting right to the point helps the discussion stay on track with its goal. It is also
important to make sure that everyone has an equal chance to take part. Everyone
should know how much time they have and make sure everyone gets to talk. This not
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only makes everyone want to join, but it also shows that you know how to lead and

understand the group.

9.3 Need and importance of Group Discussion

Group Discussions (GDs) are crucial for managers and leaders as they cultivate important
abilities necessary for the ever-evolving landscape of business and management. People who
work in businesses need to be able to think critically, communicate clearly, work as a team,
and make quick, beneficial decisions. GDs help people develop these skills. The role played

by GD and the need for it are as follows:

1. Enhances communication skills : People can express their thoughts more confidently
and clearly when they participate in group conversations. GDs enhance people’s
capacity for verbal communication, understanding what they hear, and persuasion.
Additionally, it promotes the use of proper language and tone in professional contexts.

2. Develops critical thinking and analytical ability: People learn how to analyse things
logically in GD. It helps you figure out things and decide what to do. Also, it tells
people to think about things from different angles before making decisions.

3. Builds teamwork and collaboration: At GD, you can work with people from different
walks of life. People learn how groups work and how important it is to work together.
It also helps experts understand things better by seeing them from various angles.

4. Prepares for corporate recruitment and job roles: A lot of businesses use group
discussions to rate job applicants while they are hiring. With the help of GD, students
can do better in job interviews and test sites. It also gives them the tools they need to
talk and meet for real business purposes.

5. Develops leadership and initiative: Group discussions help people take the lead in
talks and use their own initiative. teaches how to handle conflicts and helps groups
think together. Improves the ability to persuade others, which is important for leading
roles.

6. Trains for real-world business scenarios: Group discussions replicate professional
settings in which choices are reached collaboratively. They also facilitate crisis
communication and the management of high-pressure scenarios. Also, GDs enhance

adaptability and rapid understanding.
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9.4 Types of Group Discussions

Group Discussions (GDs) manifest in diverse formats, each aimed at evaluating particular
competencies like communication, analytical reasoning, creativity, and decision-making.
Each form of GD enhances particular business competencies, including analytical thinking,
leadership, strategic decision-making, and interpersonal communication, equipping students
for corporate difficulties. Let us take a closer look at the different types.

1. Topic-based group discussions

a. Factual topics: This is the most popular type of group discussion where
people talk about current events, the economy, new technologies, or just about
anything else. This GD tests your understanding, your ability to think clearly,
and your ability to make points that make sense. For instance, "The Effects of
Digital Payments on the Indian Economy" shows what | mean.

b. Controversial topics: Talking about things that make people feel strongly
requires a mature attitude when managing them. Checks measures of
emotional control, conflict resolution, and tolerance. For example, "Should the
death penalty be ended?"

c. Abstract topics: Interpretation, judging originality, and intellectual thinking
are all possible. There are no right or wrong answers; each participant is
judged on how special they are. "A world without borders™ is an example.

d. Business and management topics: When it comes to business trends, rules,
and market changes. Checks for knowledge of the business, ability to make
decisions, and strategic thinking. Example: "Does artificial intelligence pose a
job threat?"

2. Case-based group discussions (Case Studies) : Case-based group discussions focus
on thinking about and analysing a case study, which can be based on real events or
made up ones. Participants are expected to look at the case, figure out what the main
problems are, and come up with solutions or plans as a group. These talks test your
ability to think critically, solve problems, and make decisions. They also encourage
you to take a realistic, results-driven approach to problems you face.

3. Role-playing group discussion: People take on specific jobs in a simulated business

setting, such as CEO, HR Manager, or Customer. Tests communication, negotiation,
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and understanding in real-life situations. For example: "Boardroom meeting to see if
merging with a competitor is possible.”

4. Organised group discussions: Organised group discussions are planned
conversations where people think about a certain problem or topic within a set of
rules. They are often used in professional or academic settings to test people's ability
to communicate, think critically, work as a team, and solve problems. A moderator
guides the tests. These conversations have a goal, are timed, and encourage people to
work together while still respecting different points of view. Their structured nature
makes sure that everyone works hard and makes useful efforts.

5. Unorganised group discussions: When group discussions aren't planned ahead of
time, they are called unorganised group discussions. There is no leader or structure to
the conversation. People share their thoughts or ideas without planning, which can
make conversations free-flowing but sometimes disorganised. Even though they
promote innovation and open communication, the lack of focus could lead to missed
goals or some voices being overshadowed by others.

6. Crisis or situation-focused group discussions: Problem- or situation-based group
discussions have people look at and figure out how to handle a problem or situation
that is given to them. There are times when people need to be able to think deeply,
make choices, and work together well. Participants must come up with workable
answers, defend their points of view, and work together to make a choice. This is to

show how well they can handle problems in the real world.

9.5 Components of a Group Discussion

A successful group discussion is akin to a skilfully performed symphony, as each participant
contributes unique elements to enhance the overall sound. Let us see the major components
of a GD.

1. The topic: Any group discussion starts with the topic, which tells everyone what to
talk about and how to talk about it. There are a variety of topics on which group
discussions can take place in business environments. For example, the question "lIs
honesty the best policy?" can be very general and encourage people to think about it
from moral, psychological, or personal points of view. The topic could also be current
events-related, like "The effect of Al on business strategies.” In this case, participants

would have to use recent events, industry trends, and real-world effects to support
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their arguments. Case-based discussions are sometimes used. In these types of
discussions, people are given a made-up business problem or situation that they must
work together to figure out. You can also group topics by how they are structured.
Open-ended questions allow for many interpretations and points of view, which
boosts creativity and conversation. Focused topics, on the other hand, are more
detailed and analytical. Participants are often asked to look at data, draw conclusions,
or make choices based on the information they are given. The type of topic has a big
impact on where the conversation goes and what skills people bring to the table.
Participants: People who are part of a group discussion are very important to moving
the talk forward. Six to twelve people usually attend a GD. Each brings their own
background, information, and point of view to the table. This variety makes the
conversation more interesting and more like a real business setting, where working
together as a team with people who have different backgrounds is important. During a
discussion, people often take on different parts. Some people may start the
conversation and set the tone with confidence. Others may take part as contributors,
openly sharing their thoughts and ideas during the session. There are also fans who
add to or back up what other people have said, which helps build a sense of teamwork
and agreement. Finally, summarisers are helpful at the end of a discussion because
they show the main points or conclusions that were reached during the conversation.
Professionals who are evaluating potential leaders pay close attention to a number of
traits, such as their communication skills, ability to work with others, ability to solve
problems, and potential to be a leader. How each person adds to the conversation—
whether it is through clear communication, logical reasoning, or respectful
teamwork—shows how ready they are for managerial and leadership roles in a
business setting.

Moderator: There needs to be a moderator or evaluator in formal group discussions,
especially when they are used for job interviews. They are supposed to keep an open
mind and help guide the talk while remaining impartial. In most situations, the
moderator's job is to set the rules, introduce the topic to the participants, and make
sure the talk goes in a respectful and organised way. Even though they don't take part
in the talk, they can step in if it gets off track, gets out of hand, or if time needs to be
managed. As for the evaluator, their job is to watch the players and rate them based on
a set of predetermined criteria. These can include how well you speak, what you say,

how engaged you are with the group, how well you listen, and how you act as a team.

104



Some of the skills that are looked for are leadership, creativity, confidence, and the
ability to work with others. These are all skills that are highly valued in business and
management positions. The evaluator carefully watches each participant to see how
well they show the skills that are needed for a future boss or leader.

4. Evaluation parameters: When people take part in formal GDs, they are graded on a set
of clear criteria that show important management and people skills. These criteria
help judge not only what people say, but also how they add to the quality and
usefulness of the conversation as a whole.

a. Content: The relevance, originality, and depth of the ideas a person shares
demonstrate their understanding and readiness. Well-researched and insightful
comments show that the author can think critically and knows a lot about the
subject.

b. Clarity: It is very important to be able to communicate well in a GD. The
participants are graded on how well they explain their ideas and how correctly
they make their case. Clear and clear communication helps people make their
points more powerful.

c. Work as a team: A good member not only talks well, but also listens carefully
and treats others with respect. Strong relationship and teamwork skills include
being able to work together, support other members, and help reach a decision.

d. Leadership: People who step up, keep the conversation on track, or help settle
disagreements show that they have the ability to be leaders. Leading doesn't
mean controlling; it means leading the group in a good way.

e. Etiquette: It is important to act professionally during a GD. This means
listening to what others have to say, not talking over them, waiting for the
right time to speak, and following the group's rules. Following proper manners
shows that you are emotionally intelligent and mature.

5. Outcomes: The outcome or conclusion of a group talk is contingent upon its goal and
setting. In some GDs, especially those that are about making decisions or solving
problems, the group may reach a consensus, which means that everyone agrees on a
final answer or point of view. This shows that you can work together well and think
logically. Sometimes, like during brainstorming meetings, the goal is not to come to a
single decision but to come up with a lot of different ideas. There is less focus on
agreement and more on creativity in these talks. Each input is valued for what it
brings to the table and how it could be used. When GDs are used in official evaluation
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settings, like job interviews or school tests, the result is usually a personal evaluation.
In these situations, what matters most is not what the group decides, but how each
person adds. Communicating, working with others, being a leader, and other
important traits are evaluated. No matter what format is used, a well-run GD should
end with a short summary or reflection on the key points that were talked about. This

helps people remember the session's purpose and learning outcomes.

9.6 Crisis Communication

A crisis refers to an unexpected and often disruptive event or situation that poses a significant
threat to individuals, organizations, communities, or even entire systems. It usually demands
urgent action, as it can harm reputation, operations, finances, or safety. A crisis in a business
environment refers to an unpredictable event or situation that disrupts normal operations,
poses significant risks to the organization, and may harm its reputation, finances, employees,
or stakeholders. These crises can arise from both internal and external factors and require
immediate and strategic responses to mitigate their impact.

Since you are well going to be in the corporate scenario soon, you will need to know more
about crisis and its management. All stakeholders will have to rise to the occasion and play
their role. A lower rung employee cannot just shrug his responsibilities during crises saying
‘not my circus, not my monkeys’. MBA students as leaders of tomorrow will have to step up
and take part actively to try and mitigate the crisis, if and when it arises.

There are several main things about a business crisis that make it very hard to handle.
Unpredictability is one of the most important characteristics; it often happens without notice,
leaving businesses unprepared and off guard. This fast start makes you feel like you need to
make quick decisions and take action right away to limit the damage that could happen. Crisis
situations usually have a lot at stake because they can lead to bad things like losing money,
having the company's image hurt, or even having to shut down. A crisis generally has more
than one effect; it can change not only operations but also employee morale, customer trust,
and the stability of the organisation as a whole.

Crisis communication is a strategic approach used by organisations and individuals to
effectively communicate during and after a crisis. Its main goal is to keep workers,
customers, the public, and the media informed, reassured, and guided while minimising harm

and preserving trust. In business situations, crisis communication includes making a plan,
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picking spokespeople, putting out press releases, using social media, and keeping the trust of

all stakeholders. The core principles of crisis communication are as follows:

1.

Timeliness: Timeliness is essential, as responding promptly prevents the spread of
misinformation or panic.

Transparency: Transparency plays a critical role, as being open and honest about the
situation builds trust while avoiding speculation.

Consistency: Consistency ensures that all messages align across different platforms
and spokespeople.

Empathy: Showing empathy is equally crucial, as it demonstrates care and
understanding for those affected.

Clarity: Clear and direct communication is also necessary, especially during high-

stress situations, to ensure messages are understood without confusion.

The significance of crisis communication is immense. Let us look in detail its significance:

Managing unforeseen situations: Crisis communication equips individuals with the
skills to address unforeseen issues or sensitive topics that surface during group
discussions. It makes sure that conversations stay on track and useful even when
things are stressful.

Maintaining composure and clarity: Effective communication helps people say
what they're thinking in a calm and clear way during times of stress. This keeps
mistakes and emotional responses from getting in the way of the conversation and
encourages a calm, problem-solving approach.

Collaborative problem-solving: Communication during a crisis motivates people to
work together to solve problems. It encourages people to listen, understand, and share
their thoughts, which helps the group think critically about the problem and come up
with workable answers.

Building trust and leadership: Crisis communication that works well shows
leadership skills and builds trust within the group. By dealing with crises well,
participants show that they can lead discussions to positive results and build trust.
Adapting to pressure and different points of view: Crisis communication stresses
being flexible and open to different points of view. This makes sure that different
points of view are taken into account while dealing with tough scenarios. It creates a

good atmosphere that values working together and making progress as a group.
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9.7 Real-life Examples of Crisis Communication
There have been many instances where both startups and well-established companies have
faced crises. While some handled these situations well and immediately mitigated the effects

of the crisis, others could not do so well and faced severe damage. Let us take a look at these.

Successful Crisis Communication Examples

1. The Kurkure Plastic Allegations (2017): Kurkure is PepsiCo India’s snack made of
potatoes coated with masala to suit the Indian palette. In mid 2017, rumours started
circulating on social media that the snack was made of plastic. Though the origins of
the rumours could not be traced to a single source, facebook and youtube was awash
with videos of people conducting their own little experiments of burning the snack

and displaying the black residue it left - leading the general population to believe that

kurkure really was plastic.

Fig 9.1 PepsiCo’s advertisement in response to the Kurkure crisis

PepsiCo immediately took notice and launched several campaigns to clear the
misconception. It explained that the burning effect was due to the high oil and

carbohydrate content in Kurkure, which is common in fried snacks. The company
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invited bloggers and influencers to visit their manufacturing facilities to witness the
production process firsthand. PepsiCo also filed a defamation suit against social
media platforms to remove misleading posts and videos. While the controversy
initially damaged Kurkure's reputation, PepsiCo's proactive measures helped restore
consumer trust. The incident highlighted the importance of swift and transparent crisis
communication in addressing misinformation. Fig 9.1 is the picture of an
advertisement PepsiCo published in leading dailies and social media as a crisis

communication strategy.

. Johnson & Johnson - Tylenol Poisoning (1982): Tylenol, manufactured by Johnson
& Johnson is a popular paracetamol in the USA. In late 1982, some malicious
person(s) replaced the Tylenol capsules with cyanide-laced capsules, resealed the
packages, and distributed them to about half a dozen pharmacies across Chicago
(USA). People as usual purchased the capsules and seven persons died due to the
poisoning. Suddenly, Johnson and Johnson was under media and public scrutiny for
something they were not involved in. They formed a seven-member strategy team and
focused on two questions: “How do we protect the people?”, “How do we save this
product?” Johnson & Johnson launched an investigation and found the poisoned
packages in and around Chicago. Though the possibility of finding contaminated
bottles elsewhere in America was slim, they pulled every single bottle of Tylenol
from store shelves across the nation, issued public warnings, and cooperated fully
with media and law enforcement. Within six months of the crisis, they introduced
tamper-proof packaging. This crisis communication succeeded because of prompt
action, transparency, prioritising customer safety over profits, and rebuilding trust

through innovation.

You can find more case studies on crisis communication using the resource as given on The
University of Oklahoma's URL.:

https://www.ou.edu/deptcomm/dodjcc/groups/02C2/statement%200f%20problem.htm

Failed Crisis Communication Examples

1. Maggi Noodles - Lead Controversy (2015): Maggi a well-known noodles brand in

India, was accused of contiang excess lead and Monosodium Glutamate (MSG)

leading to a nationwide ban. Nestle, Maggi’s parent company, initially denied the
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allegations and delayed public engagement. This delay allowed misinformation and
panic to spread widely among consumers. Loyal customers shifted to other instant
noodle brands like Sunfeast and Ramen. This created mistrust regarding not just
Maggi, but also about other products by Nestle. The company faced legal battles, and
significant backlash, which highlighted gaps in their preparedness for such a crisis.
Though it recalled products worth crores of rupees, public trust had already eroded.
The crisis and its not-so-proactive response caused significant financial and
reputational damage to Maggi. It took a long while for the company to regain its
footing by launching a marketing campaign and reintroducing Maggi to its Indian

customer base.

BP - Deepwater Horizon Oil Spill (2010): British Petrochemical Corporation leased
the Deepwater Horizon rig in the Gulf of Mexico (southeastern coast of North
America). In April 2010, the rig exploded that led to a massive environmental
disaster. Fishing, tourism, corals, and plant and animal life were severely affected. In
total, 1770 km of shoreline were polluted. BP's CEO made defensive and tone-deaf
comments like “I’d like my life back,” and the company was slow in acknowledging
the scope of the disaster. This crisis communication failed because of lack of

empathy, poor leadership visibility and delayed messaging.

9.8 Dos and Don’ts in the wake of a crisis

In the fast-paced world of business, crises are inevitable. Effective crisis management is not

just about damage control; it is an opportunity to demonstrate resilience, transparency, and

leadership. By understanding the essential dos and don’ts of crisis response, businesses can

navigate turbulent times with integrity and emerge stronger.

Dos

1. Acknowledge the crisis promptly: In a crisis, speed is very important. Not recognising

or reacting to a situation right away can cause confusion, false information, and a loss
of trust among stakeholders. Taking action quickly shows that the company is aware,
in charge, and determined to fix the problem. Even if you don't have all the facts yet,
a reaction that shows you are aware and concerned is better than nothing.
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2. Communicate clearly and honestly: Being open and honest builds trust. It is very
important to communicate in a clear, direct, and honest way during a disaster.
Stakeholders want to know the truth about what happened, how the company is
handling it, and what will happen next. Don't use jargon or make vague comments.
Instead, give people useful information that helps them understand what's going on.

3. Show that you care: Crisis communication is not just about facts; it is also about
feelings. Empathy helps humanize the organization and connect with affected
individuals. Acknowledging the emotional and personal impact of the crisis—whether
it involves customers, employees, or the general public—shows that the organization
cares about more than just its reputation or profits.

4. Designate a spokesperson: It is important to have a skilled spokesperson or crisis
communication team in place to make sure that communication is consistent and
professional. Having different voices send mixed messages can confuse people and
hurt the organization's trustworthiness. A main spokesperson helps keep the story
under control and makes sure that all interactions are in line with the facts and values
of the organisation.

5. Focus on solutions: Businesses should prioritise damage control following a crisis to
contain and mitigate damage. Fixing operational issues, responding to stakeholders,
and managing public opinion are pressing priorities. A forward-thinking perspective
is also crucial. Organisations must investigate the crisis's causes and develop long-
term solutions to avoid future crises. This may involve upgrading processes,
personnel training, communication, or contingency preparations.

6. Monitor reactions: How the public responds, especially on social media, can change
how well the situation is seen to be being handled. Organisations should keep a close
eye on how the public feels, how the media covers them, and what their stakeholders
have to say. This helps find misunderstandings, false information, or new worries so
that methods for communicating can be changed as needed.

7. Learn and improve: It is very important to carefully look over what went right and
wrong after the situation is over. This review helps businesses make their crisis
communication plans better, train their teams better, and get ready for future
problems. When you learn from a disaster, you can turn a bad situation into a chance

to grow and become stronger.

Don’ts
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Don’t delay your response: It is very bad to wait to respond in the hopes that the
problem will go away on its own or not be noticed at all. The longer an organisation
doesn't say anything, the more likely it is that rumours and bad stories will fill the
gap. Quick contact, even if it's not a lot, shows that you are responsible and a leader.
Do not lie or hide facts: During a crisis, telling lies or leaving out important facts can
really hurt the organization's image. Information leaks and spies are common in this
digital age, so any dishonesty is likely to be found out. It is much harder for an
organisation to gain back the public's trust once it has lost it.

Don’t ignore internal communication: Even though talking to the public is important,
companies should not forget about their own stakeholders, like their workers.
Employees should be among the first to know about the problem and how the
company is handling it. Keeping them in the dark can cause stress, loss of interest,
and even leaks that do damage.

Don’t make rash decisions: In a crisis, rash moves might worsen the situation. Firms
should use an organised decision-making process that involves analysis, stakeholder
interaction, and outcome review. This method entails obtaining all crises facts,
researching various solutions, and weighing their pros and disadvantages.

Don't assume that one statement Is enough: Crises are often changing and
complicated, so people need to keep talking to each other. Most of the time, one news
release or social media post is not enough. People need to be kept aware and involved
by regular updates as the situation changes.

Don’t forget about social media: Social media has a big impact on how people think
and feel. Ignoring it during a crisis can let false stories grow without being stopped.
Organisations should keep an eye on and interact with people on social media to
quickly clear up facts, fix false information, and address public concerns.

Don’t neglect preparation for future crises: Every crisis offers lessons that might help
an organisation guard against future crises. Businesses can find system, process, and
communication vulnerabilities by undertaking a thorough post-crisis investigation.
These insights should be used to improve contingency planning to better prepare the
organisation for unexpected situations. Regular risk assessments, employee training,

and explicit crisis communication protocols can mitigate future catastrophes.
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9.9 Summary

This unit goes into detail about the idea of Group Discussions (GD) and shows how
important they are in both work and academic settings, especially for MBA students who
want to become managers and leaders. It starts with an explanation of GDs as organised ways
for people to talk to each other, share their ideas, work together to solve problems, and show
important skills like teamwork, leadership, and critical thinking. GDs are like real-life
business situations that are acted out in real life. They prepare people to deal with problems

like crises and help make smart decisions in the workplace.

The unit focuses on the important parts of a successful GD, such as choosing a topic,
participant jobs, moderator participation, evaluation criteria, and expected outcomes. It talks
about how GDs help people learn skills like collaboration, critical thought, leadership, time
management, and good verbal and nonverbal communication. These skills not only help
people get ready for job interviews and other company hiring processes, but they also teach
them how to deal with problems in real life, which makes them more confident and able to

adapt.

Another important part is about how to communicate in a disaster, which is an important part
of running a business. It says that a crisis is an unplanned event that stops a business from
running and calls for quick and smart answers. The crisis communication principles of
timeliness, transparency, consistency, empathy, and clarity are looked at in detail. This shows
how good communication during disasters can help people trust each other, stay calm, and
work together to solve problems. Real-life examples of how to handle a crisis well, such as
how PepsiCo responded to the claims about Kurkure plastic and how Johnson & Johnson
handled the Tylenol poisoning crisis, show how taking action can limit damage and rebuild
trust. On the other hand, examples of bad crisis communication, like how Nestlé handled the
Maggi scandal and how BP responded to the Deepwater Horizon oil spill, show what happens

when you wait too long to respond or send the wrong message.

Lastly, the unit gives a complete list of what to do and what not to do in crisis management.
This gives businesses useful advice on how to handle problems well. Some important things
to do are to acknowledge things right away, communicate clearly, show empathy, choose a
spokesperson, and focus on finding answers. The don'ts stress the importance of avoiding

delays, lying, making snap choices, and ignoring social media or getting ready for future
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crises. At the end of the unit, it is emphasised how important it is to learn from disasters

order to improve backup plans and make organisations more resilient.

9.10 Keywords

n

Group Discussion (GD)

A structured conversation where individuals exchange ideas on
a given topic

Conflict Management

Handling disagreements in a constructive and respectful way

Decision-Making

Choosing the best solution from available options during
discussions

Corporate Recruitment

The process of hiring candidates, often using GDs as part of
evaluation

Group Dynamics

The interactions and behaviors between members of a group

Crisis Communication

Managing and delivering clear messages during high-pressure
situations

Problem Solving

Identifying issues and finding effective solutions
collaboratively

Crisis Management

Handling emergencies and unexpected challenges effectively

Empathy

The ability to understand and share the feelings of others

Preparedness

The proactive steps taken to anticipate and effectively respond
to potential crises

9.11 Sample Questions

Fill in the blanks

1. A structured form of communication in which individuals communicate ideas on a

specific topic is known as a

.(Answer: Group Discussion)

2. In a GD, participants are able to articulate their thoughts with clarity and confidence

when they possess strong

skills. (Answer: Communication)

3. Participants are able to construct logical arguments and analyse a variety of

viewpoints through

thinking.(Answer: Critical)

4. In a case-based discussion, students are provided with a real or hypothetical

scenario to analyse and resolve. (Answer: Business)
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5. During a crisis communication GD, it is important to remain and avoid
spreading misinformation.(Answer: Calm)

6. Good skills are equally critical to speaking, as they facilitate
comprehension of others' viewpoints. (Answer: Listening)

7. A crisis is an unexpected event that disrupts normal operations and demands

action. (Answer: urgent)

8. During a crisis, the designated ensures that all communication is clear
and unified. (Answer: spokesperson)

9. Maggi faced severe backlash due to its initial denial and in public
communication. (Answer: delay)

10. One major consequence of poor crisis communication is loss of and

customer trust. (Answer: reputation)

Short-answer questions

11. What is the significance of group discussions for aspiring managers?

12. Identify two distinct categories of group discussions and provide a brief explanation.
13. What is the significance of communication in the context of an effective GD?

14. What is the significance of listening skills in a group discussion?

15. In what ways can body language influence your participation in a group discussion?
16. What are the main characteristics of a business crisis?

17. Why is empathy important in crisis communication?

18. Explain the significance of crisis communication.

19. What is the role of social media in crisis management?

20. Describe the core principles of effective crisis communication.

Long Answer Questions

21. Explain the concept of Group Discussion and its importance in management
education. Explain the different types of group discussions.

22. Explain the essential elements of a successful group discussion?

23. Define crisis communication and explain its significance in business environments.

24. Explain the primary dos and don'ts in the wake of a crisis.
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25. Compare and contrast successful and failed crisis communication using real-life

Indian and global examples.
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Unit 10- Written Communication

Structure

10.0 Introduction

10.1 Objectives

10.2  Written Communication

10.3  Definitions of Report Writing

10.4  Types of Reports

10.5 Structure of Reports in Business Communication
10.6  Essentials of Good Report Writing

10.7 Key words

10.8 Model Examination Questions

10.9  Suggested Books for Further Readings

10.0 Introduction

Communication is the foundation of every successful business organization. Business
communication refers to the exchange of information, ideas, and messages within and outside
an organization to achieve business objectives. It plays a crucial role in decision-making,
coordination, and maintaining professional relationships.

This unit explores the key aspects of business communication, including written
communication, report writing, types of reports, and their structure.

Written communication is an essential part of professional interactions, ensuring
clarity, accuracy, and a permanent record of business activities. Reports, as a major
component of written communication, serve to convey important data, findings, and
recommendations in a structured manner. Understanding different types of reports, their
purpose, and essential elements of report writing enables professionals to communicate
effectively in business settings.

By the end of this unit, learners will be able to comprehend the significance of written
communication, differentiate between various types of reports, and apply report-writing skills

in business scenarios.
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10.1 Objectives

After studying this unit, learners will be able to:
1. Understand the concept and importance of business communication.
2. Explain the role and characteristics of written communication in business.
3. Identify different types of reports and their significance in decision-making.
4. Analyze the structure of business reports and their essential components.
5. Differentiate between individual and committee reports based on their purpose and

authorship.

10.2 Woritten Communication:

Written communication refers to the exchange of information through written symbols, such
as letters, emails, reports, memos, and documents. It is a formal and structured way of
conveying messages that ensures clarity, accuracy, and documentation.

Features of Written Communication:

1. Permanent Record: Offers a permanent record for future use.

2. Clarity and Precision: Messages are framed and well-written to prevent confusion.

3. Formal and Professional: Commonly employed in business, academic, and legal
environments.

4. Time-Consuming: Preparing, editing, and proofreading consumes time as opposed to oral
communication.

5. Non-Immediate Feedback: As opposed to oral communication, feedback is not immediate
and can be delayed.

Examples of Written Communication:

* Business reports

* Emails and letters

* Contracts and agreements

* Manuals and instructions

* Articles and academic papers

10.3 Definitions of Report Writing

Following are some definitions of Report Writing by various authors:
1.According to Ober (2001):
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"A report is a written, factual report that is intended to inform, analyze, and recommend. It is
an organized document prepared for an indicated audience and purpose.”

2. Murphy and Hildebrandt (1991):

"Report writing is a formal way of reporting information that is factual, objective, and
organized to facilitate decision-making."

3.Lesikar and Pettit (1998):

"A report is a systematic and objective presentation of facts used to provide findings,
conclusions, and recommendations.”

4. Anderson (1987):

"Report writing is the process of gathering and presenting data in an organized form to

promote understanding and decision making."

10.4 Types of Reports

Reports are categorized according to their purpose, structure, and audience. Following are the
fundamental types of reports with elaboration:

1. Informational Reports

These reports present factual information without analysis or recommendations. They are
objective and report information systematically.

Examples:

«Annual Reports: Summarize an organization's activities for a year.

*Financial Reports: Present financial performance, including income statements and balance
sheets.

*Progress Reports: Report on the status of current projects.

«Incident Reports: Document specific incidents, e.g., accidents or security violations.

2. Analytical Reports

Such reports do not just present facts; they report on facts, analyzing and drawing

conclusions or making recommendations. They facilitate decision-making.

Examples:

. Feasibility Reports: Decide if a project or investment is feasible.

. Market Research Reports: Examine client tastes, competitors, and trends.

. Risk Assessment Reports: Determine and quantify risks in business ventures.
. Problem-Solving Reports: Examine a problem and recommend solutions.

3. Proposal Reports
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Proposal reports propose a solution, usually seeking approval or financial support. They are
intended to convince stakeholders.

Examples:

. Business Proposals: Detail a new business concept, such as costs, forecasted income,
and market studies.

. Project Proposals: Propose new projects or projects to management or investors.

. Research Proposals: Outline research aims, methods, and anticipated results.

4. Progress Reports

These reports monitor progress on projects, specifying completed work, current issues, and

future actions.

Examples:

. Construction Progress Reports: Report work done on a construction site.

. Academic Research Progress Reports: Report the progress of a research project.

. Employee Performance Reports: Evaluate the progress of an employee's work over
time.

5. Technical Reports

Technical reports hold technical and specialized data concerning scientific or technical

disciplines.
Examples:
. Engineering Reports: Offer technical information on infrastructure, designs, or
machinery.
. IT Reports: Report system performance, software development status, or

cybersecurity attacks.

+Scientific Research Reports: Report experimental steps, results, and conclusions

6. Business Reports

Used widely in a corporate environment for conveying information, performance, and
strategies.

Examples:

«Sales Reports: Report sales data and trends during a defined time frame.

«Customer Feedback Reports: Report customer reviews and grievances.

*Operational Reports: Analyze the efficiency of company procedures.

7. Formal and Informal Reports

» Formal Reports: Have a defined structure with fields such as title, summary, introduction,

body, and conclusion. Employed in business and academic environments.
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* Informal Reports: More informal and generally sent by e-mail or given as a memo.

8. Individual and Committee Reports

* Individual Reports: Written by an individual and mirror personal analysis.

» Committee Reports: Written by a team and may need to be discussed and agreed upon.

9. Statutory and Non-Statutory Reports

» Statutory Reports: Mandated by legislation, e.g., audit reports and financial reports.
 Non-Statutory Reports: Not legally mandated but intended for decision-making within an
organization.

10. Investigative Reports

Such reports investigate occurrences like fraud, accidents, or violation of policy and
recommend redressing measures.

Examples:

* Fraud Investigation Reports: Investigate cases of financial wrongdoing or theft.

* Accident Investigation Reports: Describe causes and steps to avoid repetition.

10.5 Structure of Reports in Business Communication

A properly formatted business report guarantees clarity, professionalism, and effective
communication. Business reports tend to be formal documents drawn up for decision-making,
analysis, or record-keeping purposes. The following is a detailed outline of the composition
of a business report:

1. Title Page

The title page contains critical information regarding the report. It consists of:

*Title of the Report — Evidently shows the topic matter.

«Author's Name — The individual or entity drawing up the report.

*Recipient's Name — The person or department receiving the report.

*Date of Submission — The submission date of the report.

*Organization Name (if applicable) — The institution or company involved.

2. Table of Contents

The table of contents is a list of the sections and page numbers for quick reference.

3. Executive Summary

Executive Summary:

The executive summary is a brief summary of the whole report. It summarizes key points,
findings, and recommendations in 1-2 paragraphs.

4. Introduction
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The introduction gives background information and states the purpose of the report.

Key Elements:

. Purpose of the Report — Why it is being written.

. Scope of the Report — What aspects are covered.

. Audience — Who will read the report.

. Methodology Overview — How data was collected (briefly).

5. Methodology
The methodology section describes the ways in which data was gathered and analyzed.
Key Elements:

. Methods of Data Collection: Surveys, interviews, financial records, etc.
. Sampling Methods: Target group, geographic locations, etc.
. Analysis Techniques: Statistical techniques, comparative analysis, etc.

6. Findings and Analysis
This is the report's main body, showing the most important information collected.

Key Elements:

. Presentation of Data: Charts, graphs, and tables.
. Comparison and Trends: Comparing past and present performance.
. Problems and Challenges: Recognizing key problems.

7. Conclusions and Recommendations
This section encapsulates major findings and offers implementable recommendations.

Key Elements:

. Summary of Key Findings — A concise summary.
. Recommendations — Implementable solutions based on findings.
. Future Outlook — Projected effect of recommendations.

8. References

If there is external data included in the report, reference sources here.

9. Appendices (Optional)

Appendices include additional information validating the report but that is too detailed for the
main sections.

Individual and Committee Reports

Reports in business communication can be categorized on the basis of authorship. Two major
categories on the basis of authorship are Individual Reports and Committee Reports.

1. Individual Reports
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An Individual Report is done by an individual person. It contains personal findings, analysis,
and conclusions drawn on the research or investigation done by the individual. Managers,
executives, consultants, or employees prepare such reports generally as they are held
accountable to analyze a given problem or job.

Key Features of Individual Reports:

. Prepared by an individual person.

. It includes personal research, analysis, and opinions.
. It is normally faster to prepare.

. It is more direct and to the point.

. There is one person to be held accountable.

Examples of Individual Reports:

1.Performance Report: A manager assessing an employee's performance.

2.Survey Report: A researcher summarizing customer opinions.

3.Business Proposal Report: An entrepreneur drafting a funding proposal.

4.Audit Report: A financial auditor reviewing a company's accounts.

2. Committee Reports

A Committee Report is drafted by a panel of people (committee) who work together to study,
analyze, and submit results on a given topic. Reports are frequently applied in large-scale
organizations, governmental institutions, and organizations where differing opinions are
necessitated.

Characteristics of Committee Reports:

*Submitted by a group of people (committee members).

Consists of collective recommendations, discussions, and findings.

*Tends to be more elaborate and extensive.

*Need coordination and concurrence among the members.

Consists of several perspectives and expertise.

Types of Committee Reports:

1. Standing Committee Reports: Drafted by permanent committees that deal with
recurring work (e.g., reports by finance committee).

2. Ad Hoc Committee Reports: For a precise purpose or temporary work (e.g., reports by
investigation committee).

3. Investigation Reports: Drafted by a special committee to investigate a problem (e.g.,
report on fraud investigation).
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4. Policy Recommendation Reports: Recommendations presented by committees for

organizational enhancement (e.g., recommendations by HR).

10.6 Essentials of Good Report Writing

A good report has to be structured, clear, and professional in writing. Listed below are the
most important characteristics of effective report writing for conveying effectiveness and
clearness in business communication.

1. Clarity and Conciseness

+Clear and concise reports should avoid detailed information if it is unnecessary.

*Use unadorned simple language that transmits information without ambiguity.

*Unless unavoidable, steer clear of using jargon terms and provide meanings when terms
have technical significance.

2. Proper Structure and Organization

A properly structured report enhances readability and comprehension. A common structure
consists of:

1.Title Page

2.Table of Contents

3.Executive Summary

4.Introduction

5.Methodology

6.Findings and Analysis

7.Conclusions and Recommendations

8.References and Appendices

3. Accuracy and Reliability

+Data, facts, and figures should be accurate and well-researched.

+Utilize credible sources and authenticate information prior to its inclusion in the report.
*Misrepresentation or false data can result in incorrect decision-making.

4. Objectivity and Impartiality

*Reports must be objective and fact-based and not written from a personal perspective.
Provide data and analysis in a non-hyperbolic manner and free of personal bias.

5. Logical Flow and Coherence

Put information in order of logic so that it follows easily.

*Apply headings, subheadings, and bullet points to make the text readable.

Be consistent with formatting, font, and style of writing.
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6. Effective Formatting and Presentation

*Apply a professional font (e.g., Times New Roman or Arial, size 12).
*Apply bold headings and subheadings to facilitate navigation.

eInsert tables, charts, and graphs wherever required to display data.
*Use proper spacing and alignment.

7. Clear and Effective Summary

. The executive summary should give a concise but comprehensive overview of the
report.
. It should emphasize major points, findings, and recommendations.

It should be done after the report is completed but at the beginning.

8. Proper Grammar, Spelling, and Punctuation

. Avoid grammatical mistakes, spelling errors, and punctuation mistakes.
. Proofread and edit before submission.

. Use formal language and refrain from using slang or colloquial words.
9. Visual Aids

* Charts, graphs, and tables facilitate a better understanding and present a neat appearance to
the report.

* Label and refer to visuals correctly in the text.

10.7 Key words

e Business Communication
Business communication refers to the exchange of information within and outside an
organization to achieve business goals. It includes verbal, non-verbal, written, and digital
communication, ensuring smooth operations and decision-making.

e Written Communication
Written communication involves transmitting messages through written formats such as
emails, reports, letters, and memos. It is formal, structured, and provides a permanent record
for future reference.

e Report Writing
Report writing is the process of preparing structured documents that present facts, findings,
analysis, and recommendations. It helps organizations in decision-making, performance
evaluation, and compliance with legal requirements.

e Committee Report
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A committee report is a document prepared by a group of individuals (committee) analyzing
a particular issue, making recommendations, or presenting findings. These reports are used in

business, academia, and government for collaborative decision-making.

10.8 Model Examination Questions

A) Multiple choice questions (MCQs)

1. What is the primary purpose of business communication?

a) Entertainment

b) Exchange of information for business objectives

c) Personal interactions

d) Social networking

Answer: b) Exchange of information for business objectives

2. Which of the following is NOT an example of written communication?
a) Emails

b) Reports

c) Face-to-face meetings

d) Memos

Answer: c¢) Face-to-face meetings

3. What is a key feature of written communication?

a) Immediate feedback

b) Permanent record

c) Informal in nature

d) Always verbal

Answer: b) Permanent record

4. Which type of report provides recommendations based on analysis?
a) Informational report

b) Analytical report

c) Progress report

d) Incident report

Answer: b) Analytical report

5. What is the main purpose of an executive summary in a business report?
a) Provide detailed financial data

b) Summarize key findings and recommendations
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c) Present personal opinions

d) Include technical specifications

Answer: b) Summarize key findings and recommendations
6. A committee report is usually prepared by:

a) A single individual

b) A group of people

¢) The CEO alone

d) A customer service representative

Answer: b) A group of people

7. Which of the following is an essential element of a good report?
a) Personal opinions

b) Clarity and conciseness

c) Lengthy and complex sentences

d) Exaggerated statements

Answer: b) Clarity and conciseness

8. A feasibility report is an example of which type of report?
a) Informational report

b) Analytical report

c) Progress report

d) Committee report

Answer: b) Analytical report

9. Which section of a business report contains data collection methods?
a) Introduction

b) Methodology

¢) Executive summary

d) Conclusion

Answer: b) Methodology

10. What should be avoided in a formal business report?
a) Use of headings and subheadings

b) Proper formatting and structure

¢) Slang and informal language

d) Charts and tables for data representation

Answer: c¢) Slang and informal language

B) Short Questions:
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What is business communication, and why is it important?

What are the key differences between oral and written communication in a business
setting?

What are the essential components of an effective business report?

Long Questions:

Explain the different types of business reports and their significance in decision-
making.

Discuss the characteristics of effective business communication and the barriers that
may hinder it.

Describe the structure of a formal business report and the role of each section

Suggested Books for Further Readings

Aruna "Business Communication"TNH-2001

Penrose, Rasberry and Myers, "Business Communication for Managers"”, Cengage
Learning.

Ken Robert W .A short guide to successful writing in management HBS, 1986.
Matthukutty MM, Business "Communication Strategies TMH "2001.

Kathleen Fearn-Banks, "Crisis Communications, A Casebook Approach”, Routledge
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11.0 Introduction

Effective communication is the foundation of professional success in the business
world. Business correspondence refers to the formal exchange of information through
written communication, ensuring clarity, professionalism, and efficiency in business
interactions. Whether through business letters, emails, resumes, or presentations, the ability to
convey messages effectively is essential for maintaining strong professional relationships and
achieving organizational goals.

This unit explores various forms of business correspondence, including the structure and
purpose of business letters, effective business communication techniques, email writing
strategies, resume drafting, and professional styling in presentations. It provides a
comprehensive understanding of how to craft clear, concise, and impactful messages tailored

to different business contexts.
11.1 Objectives

By the end of this unit, learners will be able to:

« Understand the importance and components of business correspondence.

o Draft professional business letters for different purposes.

o Apply effective business communication strategies in written and verbal interactions.
o Write well-structured and professional emails.

o Create an impressive and organized resume for job applications.

11.2 Business Correspondence

Business Correspondence refers to the exchange of information in a written format
for business purposes. It includes communication between businesses, organizations, and
individuals in a professional setting. Business correspondence can take various forms, such as
letters, emails, reports, and memos.

Types of Business Correspondence
1. Business Letters — Formal letters exchanged between companies or between a
company and its stakeholders.
Emails — A quick and widely used form of business communication.
Memorandums (Memos) — Internal communication within an organization.
Reports — Detailed documents for analysis and decision-making.

Circulars — Notices issued to inform a large audience.

o g ~ wDn

Notices — Formal announcements for employees or customers.
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7. Invoices and Quotations — Financial documents exchanged between buyers and

sellers.

11.3 Importance of Business Correspondence

Business correspondence plays a vital role in professional communication, ensuring smooth
interactions between businesses, employees, clients, and stakeholders. It serves as a formal
means of exchanging information, maintaining records, and enhancing professional
relationships. The significance of business correspondence can be understood through the

following key points:

1. Ensures Clarity and Precision

Written communication allows businesses to convey messages with clarity and accuracy.
Unlike verbal communication, business correspondence eliminates the risk of
misinterpretation by providing a clear record of discussions, agreements, and instructions.
This ensures that all parties involved have a precise understanding of the information shared.

2. Provides a Formal Record

Business correspondence serves as official documentation of transactions, agreements,
policies, and communications. These written records can be referred to in the future for
verification, legal purposes, or conflict resolution. Maintaining proper records enhances
transparency and accountability in business dealings.

3. Enhances Professionalism

Well-structured business correspondence reflects the professionalism of an organization.
Properly drafted letters, emails, and reports create a positive impression and build credibility.
Professional communication fosters trust and strengthens relationships with clients, partners,
and employees.

4. Facilitates Effective Communication

Business correspondence ensures the efficient exchange of information between different
departments, organizations, and stakeholders. It allows businesses to convey essential
messages, such as company policies, updates, proposals, and feedback, in a structured and
organized manner. Effective communication helps in decision-making and smooth business

operations.
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5. Strengthens Business Relationships

Maintaining consistent and professional correspondence helps businesses build and sustain
relationships with clients, suppliers, investors, and employees. Whether it is responding to
inquiries, addressing concerns, or sending appreciation letters, effective correspondence
nurtures trust and long-term associations.

6. Aids in Marketing and Sales

Business correspondence is widely used for promotional activities, product inquiries, and
customer engagement. Sales letters, marketing emails, and business proposals help
companies attract new customers and retain existing ones. Well-crafted correspondence plays
a key role in persuading potential clients and increasing sales.

7. Saves Time and Cost

Compared to face-to-face meetings, written business correspondence is a time-efficient and
cost-effective communication method. Emails, memos, and digital reports allow instant
communication, reducing the need for physical meetings and travel expenses. This leads to
increased productivity and streamlined operations.

8. Helps in Conflict Resolution

Disputes and misunderstandings are common in business dealings. Business correspondence,
such as complaint letters, adjustment letters, and legal notices, provides a formal platform for
resolving conflicts. Written communication ensures that concerns are addressed
professionally and systematically, minimizing potential disputes.

9. Ensures Legal Protection

In many cases, business correspondence serves as legal proof of agreements, policies, and
transactions. Contracts, invoices, and official letters can be used in legal proceedings to
resolve disputes or enforce compliance with business terms. Proper documentation
safeguards businesses from potential liabilities.

10. Enhances Organizational Efficiency

A well-maintained system of business correspondence improves coordination within an
organization. Internal communication through memaos, reports, and circulars ensures that
employees stay informed about company updates, goals, and expectations. This leads to

better teamwork, productivity, and operational efficiency.
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11.4

Business Letters

A business letter is a formal written communication used in professional settings for various

purposes, such as making requests, providing information, or maintaining business

relationships. These letters follow a structured format and professional tone.

Types of Business Letters

1.
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Inquiry Letter — Seeks information about products, services, or terms of business.
Order Letter — Used for placing an order for goods or services.

Quotation Letter — Sent in response to an inquiry, providing price details.
Complaint Letter — Expresses dissatisfaction with a product or service.
Adjustment Letter — A response to a complaint, offering solutions.

Sales Letter — Promotes products or services to potential customers.
Acknowledgment Letter — Confirms receipt of an order, inquiry, or complaint.
Appointment Letter — Offers a job position to a candidate.

Resignation Letter — Official notice of an employee leaving a job.

10. Recommendation Letter — Endorses an individual for a job or academic opportunity.

Format of a Business Letter

A standard business letter includes the following parts:

1.
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7.
8.

Sender’s Address — The writer’s or company’s address at the top.
Date — The date when the letter is written.
Recipient’s Address — The address of the person or company receiving the letter.
Salutation — A formal greeting (e.g., Dear Mr. Smith,).
Subject Line — A brief line summarizing the letter’s purpose.
Body of the Letter — The main content, usually divided into:
o Introduction — States the purpose.
o Main Content — Provides details.
o Conclusion — Ends politely with a call to action.
Closing — A polite ending phrase (e.g., Sincerely, Best regards,).

Signature — The sender’s name, designation, and contact details.

11.5

Effective Business Communication

Business communication refers to the exchange of information within and outside an

organization to achieve business goals. It plays a crucial role in decision-making,

relationship-building, and operational efficiency.

Here are a few definitions of Effective Business Communication by different authors:
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1. Murphy, Hildebrandt, and Thomas — “Effective business communication is the
process of transmitting information and understanding between individuals and
organizations in a manner that achieves business objectives.”

2. Peter Drucker — “The most important thing in communication is hearing what isn’t
said. Effective business communication ensures that the intended message is
understood and acted upon correctly.”

3. Courtland L. Bovee & John V. Thill — “Effective business communication is the
exchange of messages that convey information in a clear, concise, and purposeful

manner, ensuring successful business interactions.”

11.6 Importance of Effective Business Communication

Effective business communication is the foundation of a successful organization. It
ensures the smooth flow of information, enhances teamwork, and builds strong relationships
with internal and external stakeholders. Clear and professional communication improves
productivity, minimizes misunderstandings, and fosters a positive work environment. The
following points highlight the significance of effective business communication:

1. Enhances Clarity and Understanding

Proper communication ensures that messages are conveyed clearly, reducing the chances of
misinterpretation. Whether it is written, verbal, or non-verbal, effective communication
eliminates confusion and promotes better understanding among employees, management,
clients, and business partners.

2. Improves Employee Productivity and Collaboration

When employees receive clear instructions and expectations, they can perform their tasks
efficiently. Effective communication fosters teamwork, encourages collaboration, and
ensures that everyone is aligned with organizational goals. Open communication channels
also allow employees to share ideas, feedback, and concerns, leading to a more engaged
workforce.

3. Strengthens Business Relationships

Good communication builds trust and credibility with clients, suppliers, investors, and other
stakeholders. Whether through meetings, emails, or business letters, maintaining professional
communication helps establish long-term relationships, enhances customer satisfaction, and

promotes brand loyalty.

134



4. Aids in Decision-Making

Timely and accurate information is crucial for effective decision-making. Clear
communication between departments and leadership ensures that decisions are based on
reliable data and insights. Properly communicated business reports, presentations, and
discussions help managers and executives make informed strategic choices.

5. Reduces Conflicts and Misunderstandings

Poor communication often leads to workplace conflicts and misunderstandings. Effective
communication practices, such as active listening and transparent discussions, help resolve
issues quickly. Open dialogue between employees and management fosters a harmonious
work environment and promotes conflict resolution.

6. Boosts Organizational Efficiency

Well-structured communication channels enhance coordination within an organization.
Regular updates, meetings, and internal reports ensure that employees are well-informed
about company policies, procedures, and performance expectations. This leads to streamlined
operations and better efficiency in achieving business objectives.

7. Facilitates Effective Leadership

Strong leaders rely on effective communication to guide, motivate, and inspire their teams.
Whether addressing employees, presenting new strategies, or negotiating business deals,
good communication skills are essential for leadership success. Clear messaging helps leaders
set expectations, provide feedback, and foster a positive workplace culture.

8. Supports Marketing and Customer Engagement

Marketing efforts heavily depend on effective communication. Businesses use various
communication channels, such as advertising, social media, and email marketing, to reach
their target audience. Persuasive and engaging communication attracts customers, conveys
brand messages, and enhances customer satisfaction.

9. Enhances Crisis Management

In times of crisis, effective communication is vital for maintaining stability and reputation.
Companies that communicate promptly and transparently during emergencies, such as
financial downturns or public relations challenges, can minimize damage and retain
stakeholder trust. Clear crisis communication ensures that employees and customers are

informed and reassured.
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10. Ensures Legal and Ethical Compliance

Clear and documented communication helps businesses adhere to legal and ethical standards.
Written policies, contracts, and compliance guidelines prevent legal disputes and protect
organizations from potential liabilities. Ethical communication also fosters a culture of
honesty, accountability, and corporate responsibility.
Types of Business Communication
Internal Communication — Exchange of information within the organization.
o Upward Communication — Employees to management (e.g., reports,
feedback).
o Downward Communication — Management to employees (e.g., instructions,
policies).
o Horizontal Communication — Among employees at the same level (e.g.,
team discussions).
2. External Communication — Communication with clients, suppliers, investors, and
the public.
Methods of Business Communication
1. Verbal Communication — Face-to-face meetings, phone calls, video conferences.
2. Written Communication — Emails, business letters, reports, memos.
3. Non-Verbal Communication — Body language, gestures, facial expressions.
4. Digital Communication — Social media, instant messaging, virtual platforms.
Principles of Effective Business Communication
1. Clarity and Conciseness — Keep the message simple and to the point.
2. Correctness — Use accurate language, grammar, and facts.
3. Completeness — Provide all necessary details.
4. Courtesy — Maintain a polite and respectful tone.
5. Consideration — Understand the needs and perspectives of the audience.
6. Concreteness — Use specific facts and figures instead of vague statements.

7. Coherence — Ensure logical flow and organization of ideas.

11.7 Writing Effective Emails

Emails are a crucial form of business communication that require clarity, professionalism,

and structure to ensure effectiveness.
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Key Elements of an Effective Email

1.

7.

Subject Line — A concise and relevant subject line that summarizes the purpose of the
email.

Greeting — A professional salutation addressing the recipient appropriately.

Opening Statement — A clear and direct introduction stating the purpose of the email.
Body Content — Well-structured information, divided into short paragraphs for
readability.

Call to Action — A specific request or next steps to guide the recipient.

Closing Statement — A polite conclusion that expresses appreciation or provides
additional details.

Signature — The sender’s name, designation, and contact information.

Best Practices for Writing Effective Emails

Be Clear and Concise — Use simple and direct language to convey the message.
Maintain Professionalism — Keep the tone courteous and formal.

Use Proper Formatting — Organize content with spacing and bullet points if
necessary.

Proofread Before Sending — Check for grammar, spelling, and punctuation errors.
Use a Relevant Subject Line — Ensure it reflects the content of the email accurately.
Avoid Jargon and Ambiguity — Keep the message easy to understand.

Respond Promptly — Reply to emails in a timely manner to maintain efficiency.

11.8

Drafting a Resume

A resume is a professional document that summarizes an individual's qualifications, skills,

and experiences for job applications. It should be well-structured, concise, and tailored to the

specific job role.

Key Sections of a Resume

1.

2.

3.

Header
o Full Name
o Contact Information (Phone Number, Email, LinkedIn Profile)
o Location (City and Country)
Professional Summary / Objective
o A brief statement highlighting career goals and key skills.
o Should be tailored to the job being applied for.

Work Experience

137



o Job Title, Company Name, Location

o Employment Dates (Month/Year — Month/Year)

o Key Responsibilities and Achievements (Use bullet points for clarity)
Education

o Degree, Major

o Institution Name, Location

o Year of Graduation

o Relevant technical and soft skills related to the job.
o Keep it precise and categorized if necessary (e.g., Software Skills, Leadership
Skills).
Certifications & Training (If applicable)
o Industry-recognized certifications or specialized training courses.
Projects & Achievements (Optional)
o Notable projects, awards, or recognitions.
Extracurricular Activities / Volunteer Work (Optional)

o Leadership roles, community service, or relevant non-work activities.

Best Practices for an Effective Resume

Keep it Concise — Limit the resume to one or two pages.

Use a Professional Format — Maintain clear headings, bullet points, and consistent
fonts.

Quantify Achievements — Use numbers and data to highlight impact (e.g., "Increased
sales by 20%").

Customize for Each Job — Align the content with the job description.

Avoid Personal Information — Do not include age, gender, or marital status unless
required.

Proofread Carefully — Eliminate spelling and grammatical errors.

Styling and Presentations

Styling and presentation play a crucial role in delivering information effectively, whether in

written documents, speeches, or visual presentations. A well-structured and visually

appealing presentation enhances comprehension, engagement, and professionalism.

Key Aspects of Styling in Business Communication

1. Clarity and Simplicity

o Use simple language and avoid unnecessary jargon.
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o Keep content structured with headings, subheadings, and bullet points.

2. Professional Formatting

3.

o Maintain consistency in font style, size, and color.

o Use standard fonts like Arial, Calibri, or Times New Roman.

o Ensure proper alignment, spacing, and margins for readability.
Visual Appeal

o Use graphs, charts, and images to support key points.

o Maintain a balance between text and visuals.

o Avoid clutter and excessive use of colors or animations.

4. Tone and Language

o Adapt tone based on the audience (formal, persuasive, or informative).
o Use active voice for clarity and directness.

o Keep sentences concise and impactful.

Effective Presentation Techniques

1.

Planning and Structuring
o Start with a clear introduction, followed by the main content, and conclude
with key takeaways.
o Use a logical flow to maintain coherence.
Engaging Delivery
o Maintain eye contact and use confident body language.
o Speak clearly, with appropriate pauses and emphasis.
o Encourage audience interaction when applicable.
Use of Visual Aids
o Slides should be visually appealing but not overloaded with text.
o Key points should be highlighted for easy retention.

o Ensure readability with contrasting colors and legible fonts.

4. Time Management
o Keep the presentation within the allocated time.
o Prioritize key messages to avoid unnecessary details.
5. Practice and Rehearsal
o Rehearse multiple times to ensure fluency and confidence.
o Anticipate possible questions and prepare responses.
11.9 Key words
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Clarity — In business communication, clarity refers to the use of simple, concise, and
unambiguous language to ensure the message is easily understood by the receiver.
Clear communication reduces misunderstandings and enhances efficiency.

Formal Communication — This refers to structured and professional communication
that follows official channels within an organization, such as reports, emails, and
business meetings. It ensures accountability and maintains professionalism.

Feedback — Feedback is the response or reaction of the receiver to a message. It
helps the sender understand whether the message was correctly interpreted and

allows for necessary adjustments to improve communication.

11.10 Model Examination Questions

A)

Multiple Choice Questions (MCQs)

Which of the following is the primary objective of effective business
communication?

a) To increase personal conversations

b) To ensure clarity and professionalism in messages

c) To use complex language for impressing others

d) To reduce communication in the workplace

What is the key benefit of written business communication?
a) It provides a formal record of information

b) It is always more engaging than verbal communication

c) It eliminates the need for face-to-face interactions

d) It allows for faster response time than verbal communication
Which of the following is NOT a type of business communication?
a) Upward communication

b) Horizontal communication

c) Diagonal communication

d) Casual communication

Effective communication in a business setting helps in:

a) Increasing misunderstandings

b) Strengthening relationships with stakeholders

¢) Avoiding teamwork and collaboration

d) Ignoring feedback from employees
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10.

Which principle of business communication focuses on keeping the message free
from grammatical and factual errors?

a) Courtesy

b) Correctness

c) Consideration

d) Concreteness

Which form of communication is most appropriate for immediate feedback?
a) Written communication

b) Verbal communication

c) Digital communication

d) Non-verbal communication

What should a business email subject line be like?

a) Short, clear, and relevant

b) Detailed and lengthy

c) Informal and friendly

d) Left blank for flexibility

Which type of business correspondence is used to formally request information
about products or services?

a) Complaint letter

b) Inquiry letter

c) Sales letter

d) Adjustment letter

Which of the following is a key characteristic of effective business
communication?

a) Ambiguity

b) Clarity

c) Complexity

d) Jargon-heavy language

What is the most appropriate closing phrase for a formal business letter?
a) See you soon!

b) Best wishes

c) Yours sincerely

d) Take care
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Answers:
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C)

b) To ensure clarity and professionalism in messages
a) It provides a formal record of information

d) Casual communication

b) Strengthening relationships with stakeholders

b) Correctness

b) Verbal communication

a) Short, clear, and relevant

b) Inquiry letter

b) Clarity

. €) Yours sincerely

Short Answer Questions

Explain two key benefits of effective business communication in an organization.
What are the essential elements of a professional business email?

Why is clarity important in business correspondence? Provide an example.

What are the essential components of a business letter?

Long Answer Questions

Describe the importance of business correspondence and its role in organizational
success.

Discuss the key principles of effective business communication and how they
contribute to workplace efficiency.

Explain the components of a well-structured business presentation and the techniques

used to engage an audience.

11.11 Suggested Books for Further Readings

Aruna “Business Communication”TNH-2001

Penrose, Rasberry and Myers, “Business Communication for Managers”, Cengage
Learning.

Ken Robert W .A short guide to successful writing in management HBS, 1986.
Matthukutty MM, Business “Communication Strategies TMH 2001.

Kathleen Fearn-Banks, “Crisis Communications, A Casebook Approach”, Routledge
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12.0 Introduction

Effective communication plays a vital role in both personal and professional life.
Among various forms of communication, oral communication stands out as a fundamental
means of expressing thoughts, ideas, and emotions through spoken words. Whether in formal
settings like business meetings, public gatherings, and academic discussions, or informal
conversations, oral communication helps in building relationships and facilitating smooth
interactions.

Public meetings are another important aspect of communication, where individuals gather to
discuss issues of public concern. These meetings provide a platform for decision-making,
community participation, and transparency in governance. Understanding their structure,
significance, and challenges can enhance one’s ability to contribute effectively in public
forums.

Similarly, extempore speaking is an essential skill that requires individuals to deliver
spontaneous speeches without prior preparation. It helps in developing quick thinking,

confidence, and the ability to articulate ideas clearly. Extempore speaking is widely used in
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academic, corporate, and leadership scenarios, making it a valuable skill for personal and
professional growth.

This unit will explore the key concepts of oral communication, public meetings, and
extempore speeches, highlighting their characteristics, importance, challenges, and strategies
for improvement. By the end of this unit, learners will have a deeper understanding of these
communication methods and be better equipped to communicate effectively in various

settings.

12.1 Learning Objectives

After studying this material, learners will be able to:

1. Explain the meaning, characteristics, and types of oral communication and its role in
effective interactions.

2. Define public meetings, identify their types, and discuss their significance in
governance, policy-making, and community engagement.

3. Understand the nature of extempore speeches, their importance,

4. Explain the functions, types, and impact of mass communication in modern society.

5. Apply techniques to improve clarity, confidence, and spontaneity in oral and
extempore communication.

6. ldentify common barriers in oral and mass communication and explore solutions to

overcome them

12.2 Oral communication

Oral communication is the act of conveying information or ideas by means of spoken
words. It is one of the most prevalent and efficient methods of communication employed in
both personal and professional life. Oral communication may occur in a number of different
ways, including face-to-face discussions, telephone conversations, speeches, presentations,
discussions, and meetings.

Characteristics of Oral Communication

Verbal Expression — It utilizes the spoken words to communicate. Tone, pitch, and voice
clarity are significant factors in making the message effective.

Immediate Feedback — Oral communication, unlike written communication, has immediate
responses, which makes it more interactive and interesting.

Non-Verbal Cues — It usually encompasses body language, facial expressions, gestures, and

eye contact, which aid in strengthening the message.
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Flexible and Spontaneous — It enables instant changes, clarifications, and expansions
depending on the reactions and feedback of the listener.

Informal and Formal Modes — Oral communication can be informal, such as everyday
conversations, or formal, such as business meetings or speeches before the public.

Types of Oral Communication

Interpersonal Communication — Person-to-person conversations between two people, such
as friends, co-workers, or relatives.

Group Communication — Discussions or interactions between a group of individuals, for
example, meetings, panel discussions, or team working.

Public Speaking — A speech or presentation made to a sizable audience, usually in a formal
environment such as conferences or seminars.

Telephonic and Virtual Communication — Phone calls or communication over digital
platforms like video calls, which allow people to communicate regardless of geographical
distances.

Importance of Oral Communication

Improves Relationships — Proper oral communication promotes healthier personal and
working relationships through the facilitation of understanding.

Improves Confidence and Convincing Power — Strong speaking skills enable individuals to
speak effectively and convincingly, something crucial in leadership, sales, and negotiation.
Saves Time — Oral communication tends to be faster than written communication, thus
serving to speed up discussions and decision-making.

Fosters Teamwork — It is an essential element of teamwork, where effective and clear
communication assists in the attainment of shared objectives.

Facilitates Learning and Teaching — Verbal communication is an integral element of learning,
where teachers communicate concepts through it and learners discuss to improve

comprehension,

12.3 Challenges of Oral Communication

Misinterpretation — When words spoken by the speaker are not understandable or when the
listener is preoccupied, misconceptions result.

Lack of Record — As opposed to written communication, oral words are not recorded unless
they are taped, and it becomes hard to look back at them.

Influence of Emotions — The mood of the speaker, for instance, nervousness or excitement,

can influence the message's clarity and effectiveness.
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Language Barriers — Accent, vocabulary, and language differences might interfere with
communication.

Ways to Improve Oral Communication Skills

Practice Active Listening — Give full attention to the speaker, ask proper questions, and give
suitable responses.

Develop Clarity and Confidence — Speak clearly, at an even pace, and confidently to make
the message clear.

Use Effective Non-Verbal Cues — Keep eye contact, use proper gestures, and adopt positive
body language to improve communication.

Build Vocabulary and Language Proficiency — Enhance vocabulary and pronunciation to
articulate ideas more effectively and accurately.

Seek Feedback and Enhance — Seek feedback from others and address areas of weakness

12.4 Definition of Public Meetings

A public meeting is an official meeting of people, normally held by government agencies,
organizations, or community associations, for the purposes of discussing and responding to
specified matters, concerns, or policy issues that impact the public. Public meetings are
typically open to all community members, and citizens get the opportunity to attend, offer
opinions, and comment on matters of public interest.

Characteristics of Public Meetings

Open to the Public — Anyone who is interested may attend and take part.

Organized by Authorities or Organizations — Hosted by government agencies, community
leaders, or organizations.

Specific Agenda — The meeting has a formal agenda centering on specific issues, e.g., policy
matters, social concerns, or project advancements.

Opportunity for Public Participation — Citizens may ask questions, give feedback, and express
their views.

Recorded Proceedings — Official records or minutes are usually kept in order to maintain

transparency and accountability.

12.5 Types of Public Meetings

Government Public Meetings — Conducted by national, state, or local government entities

for discussion on laws, development projects, and policies.
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Community Meetings — Convened by social groups or neighborhood associations for
resolving issues within a neighborhood.

Town Hall Meetings — Public meetings that provide open forums for interaction between
officials and the public, to listen to people's views and provide clarification on issues.

Public Hearings — Official gatherings where stakeholders give feedback on policy decisions
prior to implementation.

Press Conferences — Gatherings where officials or organizations make important
announcements to the media and the public.

Importance of Public Meetings

Facilitate Transparency — They guarantee that decisions are made in an open manner and
that the public is kept informed.

Enhance Citizen Participation — Offer a platform for individuals to express their concerns
and be part of decision-making.

Strengthen Democracy — Provide for open dialogue and accountability of policymakers and
leaders.

Enable Better Decision-Making — Public feedback enables authorities to make informed

decisions.

12.6 Extempore Speeches

Extempore speech is an impromptu or spontaneous speech given without any preparation. In
contrast to prepared speeches, in which a speaker prepares and practices what they have to
say, extempore speaking calls for thinking fast, proper articulation, and confidence to
communicate ideas well on the spur of the moment. Extempore speeches are traditionally
employed in academic institutions, business organizations, debates, interviews, and speech
competitions.

Features of Extempore Speeches

No Advance Preparation — The speaker is assigned a subject at the spur of the moment and
has to develop ideas quickly.

Spontaneous Delivery — In contrast to prepared speeches, extempore speeches depend upon
the capacity of the speaker to think and talk at the same time.

Concise and to the Point — As the speech is impromptu, the speaker generally keeps it
concise and to the point.

Logical Flow — Regardless of lack of preparation, the speech must exhibit a logical

sequence—introduction, key points, and conclusion.
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Confidence and Presence — Good presence, voice modulation, and clear speech make an
extempore speech more effective.

Importance of Extempore Speaking

Improves Public Speaking Skills — Facilitates the development of confidence in speaking in
front of people.

Improves Quick Thinking — Conditions the mind to think critically and structure thoughts
quickly.

Improves Communication Skills — Enhances verbal expression and articulation skills.
Prepares for Real-Life Situations — In leadership, interviews, and conferences, extempore
skills facilitate the effective management of unexpected events.

Fosters Creativity — As there is no script, speakers must be creative thinkers and express
different viewpoints.

12.7 Introduction to Mass Communication

Mass communication is the process of broadcasting information, ideas, messages, or
entertainment to a wide audience through different mediums of media. It is vital to molding
public opinion, spreading information, and shaping trends in society. Mass communication is
applied in journalism, advertising, public relations, entertainment, and web media systems to
reach millions of individuals around the globe.

The main objective of mass communication is to inform, educate, entertain, or persuade a
large audience through such technologies as newspapers, television, radio, social media, and
the internet. It is an effective instrument that brings people and communities together despite
geographical and cultural distances.

Features of Mass Communication

Large Audience Reach — Mass communication aims at a large and dispersed audience
instead of one individual or a small audience.

Use of Mass Media — It depends upon different media channels like television, newspapers,
radio, and the internet to communicate messages.

One-Way or Limited Feedback — In contrast to interpersonal communication, feedback in
mass communication is usually delayed or indirect, as by way of audience ratings, comments,
or surveys.

Influence on Public Opinion — Mass communication can influence people's thinking,

beliefs, and cultural trends.
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Professionally Produced Content — The messages are typically produced by journalists,
advertisers, broadcasters, or content creators with professional expertise.

Fast and Wide Dissemination — Information can be disseminated rapidly throughout various
regions, which makes mass communication necessary for news and emergency broadcasts.
Types of Mass Communication

Mass communication can be categorized into a number of types based on the medium
employed to send messages:

1. Print Media

Comprises newspapers, magazines, books, pamphlets, and posters.

One of the earliest types of mass communication, offering in-depth information and analysis.
Example: Newspapers such as The New York Times, The Guardian, or The Times of India.

2. Broadcast Media

Consists of radio and television, which deliver audio and visual information to a mass
audience.

Used for news, entertainment, advertising, and educational content.

Example: BBC News, CNN, National Geographic, FM radio stations.

3. Digital and Social Media

Comprises websites, blogs, social media sites (Facebook, Twitter, Instagram, YouTube), and
online news sites.

The quickest developing type of mass communication, with interactive and real-time
exchange.

Example: Online news, YouTube personalities, online advertisements.

4. Entertainment and Cinema Media

Comprises movies, documentaries, and online streaming services like Netflix and Amazon
Prime.Shapes popular culture, narratives, and social messages.

Example: Hollywood, Bollywood, Netflix originals.

5. Public Relations (PR) and Advertising

PR handles a company's public image, whereas advertising sells products or services to
consumers.

Functions of Mass Communication

Mass communication performs several functions in society, such as:

1. Information and News Dissemination

Delivers the latest news on world events, politics, business, and social issues.

Example: Breaking news on television, news websites, radio broadcasts.
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2. Education and Awareness

Diffuses information on health, science, technology, and cultural issues.

Example: Health education programs on television, computer courses, social awareness
campaigns.

3. Entertainment

Provides movies, music, television programs, sports coverage, and video games for leisure
and amusement.

Example: Netflix TV series, reality television programs, live concerts.

4. Persuasion and Influence

Applied in advertising, political campaigns, and social causes to shape the behavior of
people.

Example: Political orations, social activism on social media, endorsement by celebrities.

5. Social Integration

Assists individuals in remaining engaged with international affairs and cultural movements.
Example: Social media networks linking people from different nations.

6. Cultural Transmission

Encourages the exchange of cultures and the conservation of traditions by means of
documentaries, movies, and music.

Example: Classic films, promotion of folk music, art galleries.

Significance of Mass Communication

1. Encourages Democracy and Free Speech

In democratic nations, mass communication enables individuals to give opinions, engage in
debates, and remain informed about government policy.

Example: Debates on news, investigative reporting, freedom of the press.

2. Enhances Business and Economy

Advertising and PR campaigns drive consumer behavior and economic growth.

Example: E-commerce ads, marketing campaigns on TV and social media.

3. Bridges Geographical Gaps

Connects people from different parts of the world, making global communication instant and
effective.

Example: Live-streamed international events, global business conferences.

4. Supports Crisis Communication

Provides real-time updates on natural disasters, health crises, and emergency alerts.

Example: COVID-19 awareness campaigns, weather warnings.
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5. Encourages Social Change

Mass communication is also significant in the advancement of gender equality,
environmental education, and human rights.

Examples: Anti-racism campaigns, climate change films.

Mass Communication Challenges

1. Disinformation and False News

With the advent of digital media, there has been the dissemination of false information,
propaganda, and disinformation.

Solution: Fact-checking portals, ethical journalism.

2. Media Bias and Manipulation

Certain media will report biased news based on political or corporate pressure.

Solution: Promoting media literacy and multiple news sources.

3. Privacy lIssues

Social media sites and online advertising gather user information, resulting in privacy
problems.

Solution: Tougher data protection regulations, cybersecurity practices.

4. Digital Divide

Not all people have equal access to digital mass communication tools, resulting in a divide
between city and rural dwellers.

Solution: Increasing internet access and digital education initiatives.

5. Information Overload

With huge volumes of media content around, audiences can have difficulty sorting out
meaningful and factual information.

Solution: Media literacy programs, critical thinking.

Future Trends in Mass Communication

1. Artificial Intelligence in Journalism

Automated news reporting and content curation are being done by Al-powered tools.
Example: Chatbot journalism, Al-generated news summaries.

2. Virtual and Augmented Reality (VR/AR) in Media

Immersive media experiences and interactive storytelling are gaining traction.

Example: VR movies, 360-degree news reports.

3. Personalized Content via Big Data

Media platforms leverage data analytics to personalize content according to user tastes.
Example: Netflix suggestions, targeted ads.
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4. Emergence of Citizen Journalism

Social media enables everyday citizens to contribute news and provide real-time updates.

Example: Twitter breaking news hashtags, lone YouTube journalism.

5. Expansion of Podcasts and Digital Radio

Audio-centric media is emerging as a substitute for the conventional broadcast media.

Example: Spotify podcasts, online talk shows.

12.8

Key words

Oral Communication — The process of exchanging information through spoken
words. It includes face-to-face conversations, speeches, discussions, and
presentations. Oral communication allows immediate feedback and is often supported
by non-verbal cues such as gestures and facial expressions.

Public Meetings — Formal gatherings where individuals, organizations, or
government bodies discuss important issues or policies affecting the public. These
meetings are open to participation and often follow a structured agenda to facilitate
discussions and decision-making.

Mass Communication — The process of disseminating information, ideas, or
messages to a large audience through various media channels such as television,
radio, newspapers, and social media. It serves to inform, educate, entertain, and

influence public opinion on a broad scale.

12.9

Model Examination Questions

A)

Multiple-Choice Questions (MCQs)

Which of the following is a key characteristic of oral communication?
a) Delayed feedback

b) Immediate feedback

c) Only written form is allowed

d) No use of body language

What is an example of public communication?

a) A casual conversation between two friends

b) A business email to a colleague

c¢) A politician’s speech at a rally

d) A private phone call

Which of the following is a major disadvantage of oral communication?

a) Itis slow and inefficient
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b) It does not allow for flexibility

c) It lacks a permanent record

d) It is always formal

. Which type of communication includes gestures, facial expressions, and body
movements?

a) Verbal communication

b) Written communication

c¢) Non-verbal communication

d) Digital communication

. What is a characteristic of public meetings?

a) Restricted to private individuals only

b) Open to the public for discussion

c) No agenda is required

d) No official records are maintained

. Which of the following is NOT a type of oral communication?
a) Speech

b) Meeting

c¢) Email

d) Discussion

. What is the main purpose of an extempore speech?

a) To read from a script

b) To deliver a well-rehearsed presentation

c) To speak spontaneously without prior preparation

d) To use only written notes

. Which of the following improves oral communication skills?
a) Speaking too fast

b) Avoiding eye contact

c) Practicing active listening

d) Using too many filler words

. Which of these is a key function of mass communication?
a) Only educating people

b) Only spreading rumors

¢) Informing, educating, entertaining, and persuading

d) Restricting access to information
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10.

What is one of the challenges of public meetings?
a) High participation rate

b) Lack of public awareness or participation

¢) Only one-sided communication

d) No scope for citizen involvement

Answers

B)

© o N o gk~ wDdh -
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o

b) Immediate feedback

C) A politician’s speech at a rally

c) It lacks a permanent record

c¢) Non-verbal communication

b) Open to the public for discussion

c¢) Email

c) To speak spontaneously without prior preparation
c) Practicing active listening

¢) Informing, educating, entertaining, and persuading

. b) Lack of public awareness or participation

Short Questions

What is oral communication?

Give one example of public meetings.

Why is non-verbal communication important in oral communication?

Long Questions

Explain the characteristics and importance of oral communication in professional
settings.

What is an extempore speech? Describe its challenges and techniques to improve this
skill.

Discuss mass communication and its various types. How does it impact society?

12.10

Suggested Books for Further Readings

Aruna “Business Communication”TNH-2001

Penrose, Rasberry and Myers, “Business Communication for Managers”, Cengage
Learning.

Ken Robert W .A short guide to successful writing in management HBS, 1986.
Matthukutty MM, Business “Communication Strategies TMH ”2001.
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10. Kathleen Fearn-Banks, “Crisis Communications, A Casebook Approach”, Routledge
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