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Urif 7 Communication

Words are what hold society together.

Stuart Chase, Consumer Researcher

&Key Terms
workplace communication channel
communication competency occasion
organizational communication context
interpersonal communication message
group communication participant
public presentation speech evaluation

corporate information
Internet intranet

sales communication
nonverbal communication
communication network

internal communication
E-mail newsletter
interview communication
communication style
relationship marketing
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BPart One—Lead-in

Speaking

A. Describe the cartoon, brainstorm different ways of communication and make comments on
them.

© 1997 by Randy Glasbergen. E-mail: randyg@norwich.net
hitp/Avww norwich.net/~randygioon.hitml -

“You always comiplain that I don’t know how
to show my emotions, so I made these signs.”

B. Discuss the following questions.
1. What makes a good communicator? Choose three important factors from the list. What
other factors are important for communication?

* fluency in the language * a sense of humor

* an extensive vocabulary * grammatical accuracy
* not being afraid of making mistakes * being a good listener
* an awareness of body language * physical appearance

2. Is it true that “You cannot communicate”? Do a brief survey of two or three classmates,
asking each for his or her response to the idea. What do they say? What examples do they
provide to back up their opinions?

3. In a team or individually, identify someone whom you consider a good leader. Why is he or
she a good leader? Is it possible that a good leader is a poor communicator? Explain why.

ﬁ Listening
Listen to an interview with Penny Logier, Retail Director at the London-based communication
agency MediaComTMB. Penny says it is not possible to be a good manager but a poor
communicator. Complete the following extract of what Penny then goes on to say.
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Communication is key. People have to e
what you're trying to tell them to do. They have to have a
long-term - s

in terms of their career

2. You must make it clear, as a manager, what

those 4 are 5 is more

important than written. People can talk to you on a
6

basis. You  actually encourage
7 then and you actually get a
®anda 9 with the individual.
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Read the following short article about communication. Discuss these questions.
1. In business, do you think it is better to send E-mails or make phone calls? Why?
2. Do you think companies will make more use of E-mail and the Internet in the future?

Put the Cost Back in Communication
(Short)

Remember, back in the 20th century, when telephone calls dominated our work lives? It
was awful. The ring of your phone would butt into whatever you happened to be doing at the
moment. You had to answer (it might be your boss, after all), and then you had to respond
immediately to whatever the person on the another end was saying.

When voicemail arrived, we cheered at first, but it just made matters worse. The phone
became an even bigger taskmaster. The voicemail light was always blinking, and when you
listened to a voicemail, you felt compelled to leave a response. The system was forever
swamped. We started calling it “voicemail hell.”

E-mail seemed like a godsend. It gave us control. We could choose when to read our
e-mail, and we could choose when to respond — and whom to respond to. Even taking just a
few minutes to think about a message often led to a more thoughtful response than an
immediate, half-baked phone reply. .

But e-mail did something else. It removed the cost, both monetary and social, from
personal communication. You had to think at least a little bit before placing a phone call, not

3
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just because you might be charged a few cents but because you knew you were going to
interrupt the other person. You asked yourself, “Is this really worth it?”” E-mail removed that
moment of hesitation. Everythmg was worth an e-mail. (As marketers and spammers also
discovered.) And there was the wondcrﬁll “CC” field and the even more wonderful “Reply All”
button. Broadcasting, cumbersome with the phone, became easy with e-mail.

Then, with the cost of communication near zero, came the flood: not only e-mail, but
instant messaging, texting, tweeting, Facebooking and all the rest. We don’t really have much
more to say these days than we used to, but we have all sorts of new ways to say it. It’s no
wonder that businesses are getting nervous. Employees are so busy dealing with messages that
they can’t get anything done.

Atos’s decision to ban e-mails between employees is likely to prove futile, particularly
since the online alternatives can be equally distracting. The real challenge is to figure out
how to make people think twice before hitting Send. We need to put some cost back into
communication.

A. The words in the box below are often used to describe communicators. Put them under
appropriate headings.

articulate coherent eloquent fluent succinct
focused persuasive rambling inhibited responsive
hesitant tongue-tied sensitive lucid

Good communicators Poor communicators
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B. Fill in the gap in each sentence with an appropriate form of the word in the box above.

1. As a highly speaker, he makes an interview a matter of
keeping up with him.

2. She had no about saying what she felt.

3. Her ideas are very set out in his book.

4. He sounded , but he was too ill to have any idea what he was saying.

5. The speaker on endlessly. _

6. When adults spoke to her, she became and shy.

7. She has always shown a to audience needs and tastes.

8. Anderson gave an accurate and account of their policies.

C. Fill in the gap in each sentence with an appropriate form of the word or phrase from the
short article you have just read.
1. A handful of multinational companies the economy.
2. The refusal of either side to compromise could trigger a totally confrontation,
3. The country was handicapped by its more system of development.
4. Since we started the advice service we have been with requests from people
who need help.
5. The rain after the long drought was a

BPart Two—Enhancement I

ﬁ Listening

Listen to the same interview with Penny Logier, Retail Director at the London-based
communication agency MediaComTMB. Then answer these questions.
1. What two factors have improved communication between companies and their

customers?
2. What does she say about e-mail? What about an intranet?
3. What can happen to client relations if communication is unclear?

| | Reading" .
- =

A.Read the article on different forms of communication in business. Then discuss the

following questions.
1. According to the article, what are the main types of business communication?
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2. What methods for communication are mentioned in the article? In your understanding, do they
make sense? Why or why not?

3. Do you think proper business communication is a vital key to the success of an organization?
Explain why.

B. Summarize the article in 100 words and make a mini-presentation for approximately one
minute.

Different Forms of Communication in Business

(Long)

Proper business communication can play a vital role in the success of an organization. In
this article, I shall present to you the different forms of communication in business.

Communication is a process which is a must for exchange of useful information
between two individuals. In fact, it is the best way of learning new things that are important
for business development in all kinds of organizations. It is possible to communicate with
the other person in multiple ways and modern-day employees working in diverse sectors
need to be fully aware of these ways of improving the overall way of functioning of their
firm. Given in the next section are some of the different forms of communication in
business which are globally used.
Main Types of Business Communication

Internal Communication

Internal communication is the type of communication in which interaction takes place within
a corporate house. There are formal as well as informal channels of internal communication.
Upward communication, downward communication and horizontal communication are
considered to be the major types of internal communication.

Upward communication

In upward communication, the information is passed on from the junior level employees to
the management of the company. This enables the employees to participate in the company’s
business and policies and give their valuable inputs. This kind of communication can help the
employees gain confidence, and understand the functioning of the organization better.

Downward Communication

On the contrary, in downward communication, the flow of information is from the
top-level management to the subordinates. This type of communication enables the
organization to benefit from the managerial expertise and experience of the top level
management. However, the management should make sure that downward communication
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does not take away the employees’ freedom of expressing their views on certain aspects. So,
giving some powers to the employees in spite of having downward communication is
essential for the growth of the organization.

Horizontal Communication

In the case of horizontal communication, we see an interaction and collaboration between
people employed at the similar posts or communication between two departments or.sections. This
helps them get their queries solved and gain knowledge from their colleagues. Interaction between
workers must be promoted by the top management for exchange of ideas and new concepts.

External communication

External communication is when the company employees or officials get in touch with
people outside the organization for the purpose of business expansion. The main advantage of
such type of communication is that the management gets to know what are the expectations of the
customers/clients in the market, and what the competitors are offering. With this information, the
existing product range can be improved and new products can be developed and introduced.
External communication generally embraces:

A. Communication by Letters

Letter communication is a widely used technique to communicate with the outsiders. This
makes the outsiders understand the points which the company management wishes to convey
easily. Moreover, the company can have a copy of the letters with them as a proof of
communication with outsiders. ‘

B. Seminars and Exhibitions

The use of information or promotional seminars and exhibitions is one of the best modes
of external communication. Seminars can help the organization display their products and have
the company representatives explain their use to the customers in detail. This can help in
solving any kinds of doubt which the consumers might have about the company’s products.

C. E-mails

E-mails are yet another effective way of external communication in this age of advanced
technology. E-mails can help us instantly reach out to several people at a time over long
distances, and create awareness about the products and services of the company.

D. Meetings

For the listed entities, meetings and conferences with shareholders and stake holders can
be the best ways of external communication that can bring in more business for the company.
Meetings are the place where all points regarding the company fundamentals and expansion
plans can be fully discussed with the outside parties like creditors.
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The agencies with Which the company gets in touch can include the government, common
public and media. Posters, telegrams, proposals and fax are also considered to be the main
elements of external communication. P
Communication Methads for Or‘ anizations

Verbal Communicatmn ' ~

Verbal commumcatmn is undoubtedly one uf the best types of communication available to
us. The truth is that no other commumcatlon memod can replace verbal communication because
of the high degree of 1mpact which it can create on an audience. Sounds, words speaking and
language are the main components of verbal commumcatlon Public speaking is believed to be
the most efficient form of verbal commumcauon as it can he]p us interact with several people at
a time. However to ‘make verbai commumcatwn successful in business, one needs to put in
efforts and train hlmselffherself to meet the hlgh indnstry standards

Weritten Communication '

Written commumcatmn is one of the most wxdely used and popular ways of communicating
from ages. A person can commumcate w1th others in the “written’ form with the help of letters,
proposals, reports or memos. Thxs is one of those types of business communication in which the
person who sends written documents can have a copy of them with hnn as a proof that he had
communicated the s same thh the other person. '

- Visual Communlcatmn ‘ ~ ‘

While we talk about the dlfferent foxms of commumcatmn in busmcss we cannot sideline
visual commumcatmn Photographs SIgns, symbols desagns are the best ways of visual
communication. Among the electromc forms of v1sual commumcatton, video clips, television
and video conferencing are the main ones. : . ,

So, this is all about the different forms of commmncatmn in business. In this competitive
age, where every busmess house is trymg its level best to get more orders from customers,
inventing new forms of commumcatmn in business i is essential So, hoping that you will try to
use the methods of commumcatmn well I would like to sign off here. Good luck!

Fill in the gap in each sentence with an appropriate form of the word or phrase from the long
article you have just read.

1. So far his administration has failed to to hard line Republicans.

2. The advertising campaign has been planned to raise of the product amongst the
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public.

3. Meetings were held to update employees as soon as new information became

4. It’s really a bookshop, but they do print posters and address labels as a

5. The manager him because he was too old.

6. If you have any questions any of our services, please feel free to call me.

7. Having granted us one or two privileges, the company is now planning to them
all .

8. These experts, because of their eminence in their areas, have considerable  in
policy decisions.

9. She accused the government of not doing enough to economic growth.

10. Computers now form an part of any business activity.

{1l Translating %

A. Translate the difficult sentences from the short article into Chinese.

1. When voicemail arrived, we cheered at first, but it just made matters worse.

2. Even taking just a few minutes to think about a message often led to a more thoughtful
response than an immediate, half-baked phone reply.

3. Broadcasting, cumbersome with the phone, became easy with e-mail.

4. Ato’s decision to ban e-mails between employees is likely to prove futile, particularly since
the online alternatives can be easily distracting,

5. The real challenge is to figure out how to make people think twice before hitting Send. We
need to put some cost back into communication.

B. Translate the following paragraphs into English.
A B A&

WAL A FE TR —FRE NN MEES LR AR BRI AR
Z VB TS R F 8 B RERE S, R R T EME f A 1E T/ REMLA
HEHFRBOARMGER. AFELXMME, VIEERATREERBRE “HETZE.

WEEARBRXE AR BREFMAEIBRBAARSRATARTSATZ
B HEREZ . EX—ARLT, KRAMSPTEMER. AENMR. HIK. SRR
FRT

WETAFELEAR L FT#IT - E—ENRTELAE, RN AKREESKHE
PRIAE, BERA R A ERYEIE DT S .
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C.

Try out and comment on:
Read the following paragraph and put it into Chinese. Then compare your version of
translation with your peers’ carefully, discuss in your group to find fault with each version
and pick up the best one.

include 80 of the top 120 financial-services companies, 9 of the 11 biggest chemical producers,
and 15 of the 22 top pharmaceutical and health-care firms. Its number-one client paid McKinsey
last year over $60 million for its advice.

Of the 200 largest corporations in the world, McKinsey offers advice to 147. Their clients

Your translation:

Other possible translations:

A

SR B 200 XKAFY, F 147 FR-REFHH (McKinsey) BHARRIE . EAFH
EPFAFSMREAFPAT 120 KPR 80 K, BRI FAT IR, BiFH 22
FKEGMET DERBBRS AT 15 K. £, EEBARBRRKNEFREIXMAT
6 000 £ J1 XTHIE .

. McKinsey A & #ABAN - HRMUH BN+ ERBLEARE. BII0E

F: —H _PRMREERRG SV FRINTR, +—FKBRARHTEEPR R
+ KRB RRREREE PRTEK. £F, ERBRANES AN TE
ST R E RS 2.

. EEBHEHAT AT 200 FRMLFH 147 KREE RS 7E 120 KINKSRA 7 F,

A FREFBNEF: 11 KERNABETHTHIK, 22 KREEHRBATATH
15 RAFMEN BOCHRENR. EF, HEREHHHLSRKEER 33T 60 B2
TRHE B

. TR RE K 200 KN4, BRFHHEHATRSHE 147 K. 7 120 KTAL &R

MR&AT LR, H 80 RREMES, £ 11 REKKMLEHER LY, 7 IFXKLENES,

22 KIRERBIA B AT ST, B 1S KRENWEF . £5, ZEBATALRKNE

FIRAEEH), BH 600 £ HTETT.
McKinsey J4 5k 200 KB KKIA T 147 FKRERS AR E S EEERRSH 120

10
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FPH 80 K, M, EEHERET 11 KERMUEHME=H P K, 22 KR
AR BRT TR 15 K. ZFECHBREF HHKREIMREBTT 600 T2 EL.

F. McKinsey ZH % AR 200 FKRA T HH 147 KARRESHI. BITNE OFERT
9 120 KERRF A E T 80 K, BKH 11 KLT) FHI9 K, RBIFH 22 KEHK
ERRFFEITH 15 K. REBRBRARBFFEZERNEFHHTRENBNMAT 6
FHETT.

% Writing
s
How to Write a Business Proposal (I)

There is no universal standard for layout or composition of . S
L. . Business writing

proposals. A “proposal” is intended to persuade someone. What is seminars . _~.. -

required to do that is up to the person being persuaded. If you want =

your proposal to succeed, you must know your customer.

e If your customer wants details, give it to them. If they don’t

want to do a lot of reading, give them a short proposal.

o If your customer wants references, give it to them. Otherwise, don’t.

e If your customer wants pricing, give it to them. If they’re not ready for pricing, don’t give it

to them.

o If your customer wants contractual details, give it to them. If they’re not ready to discuss

contractual details, don’t force them.

e If your customer wants to know who will be doing the work, tell them. If they don’t care,

don’t tell them.

e If your customer wants things presented chronologically, organize your proposal that

way.

o If your customer wants information organized functionally, organize your proposal that

way.

If you don’t know the answers, find them out. If the customer doesn’t know what they
want or need, give them criteria to help them figure it out. Never load the customer up with a
bunch of paper just because they might want something. Give them what they want. No more,
no less.

Here is a simple approach to help you cover all the bases in your proposal. For each
section/requirement that you must address, make sure you answer: who, what, where, how, when,
and why. Repeat it until it rolls off your tongue and you have it memorized. Use it to identify and
answer all of your customer’s questions.
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