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Part One

Foundations for Management Com-
munication

Chapter 1 Business Communication

Management Success

Learning about Business Communication

Over recent years, there has been an increasing demand from employers to
improve communication skills. Like many surveys before or since, a 1997 survey of
employers ranked communication as the single most important key skill. The survey,
reported in People Management, a UK based professional magazine, found that oral
communication was cited as “sorely lacking” in recruits coming straight from further
or higher education. A more recent survey of what employers are looking for as
outcomes of MBA programs, conducted internationally by the Graduate Management
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Admission Council identified the ability to communicate effectively as being one of the
critical aspects that was very important to employers and, from their experience, much
in need of development in the managers they currently observe. The authors of this
book recognise the centrality of good communication to business, and we believe that
learning about business communication and practising the skills of speaking and
writing right from the start of your career will lead not only to a fulfilling working life,
but also to setting you apart as worthy of opportunity and promotion. In other words,
by putting business communication high on your agenda right from the start of your
career, you will be setting yourself up for future success.

Writing about Business Communication

As authors, we take the matter of business communication seriously and we want
you to do so also. That is why we have carefully developed four threads running
through each of the chapters to explore each of the topics. We have included in every
chapter:

e An explanation of the theory that explains why what we suggest is a good

idea.

o Examples of how this works in practice, using many case studies.

e Exercises and activities to challenge you to apply our explanations to

particular situations.

e Tips and guiding principles that you can test yourself against when you apply

your knowledge to new situations.

We cover many topics that will help you to be effective in a variety of situations
where you must use communication skills in business. This ranges from internal
communication, where you are working with members of your own organisation to
external communication where you are dealing with various stakeholders such as
clients or potential clients, regulatory bodies and other organisations. The book also
helps you with formal communication situations such as giving presentations, writing
sales letters, business plans, and memos as well as informal communication such as
negotiations, handling conflict and influencing others.

Why We Wrote This Bi-lingual Boek

As China extends its global reach and moves to a more open economy, there is an
ever-increasing need for econemy students to acquire the skills of world best practice,
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whether it be to use at home or abroad. To do this, students can benefit from the writers
who bring knowledge of the East and West together. As authors from China and
Australia, our combined knowledge and advice will prepare you for the many
challenges of learning about business communication.

As writers, we also recognise the importance of ensuring the target market for this
book, so we describe our audience in the below:

We want to write this book for young Chinese speaking bi-lingual individuals who
are learning or have learned English but who may feel more confident to use an
English text if they can confirm their understanding in a convenient manner by simply
referring to the appropriate Chinese language section when they need to.

We want the book to prepare our readers for business careers by exploring
situations which apply to domestic business situations as well as situations where
business is conducted in a multi-national environment, either domestically or
internationally, and more generally, to prepare readers to do business in an
international environment. This means the readers want both local and international
examples, as well as cross-cultural examples.

Do you fit this picture? If your answer is yes, this book is for you. It will prepare
you to take your place as an effective business communicator.

The Values Explered in This Book

The ability to relate to other people is an essential quality in a good manager. In
fact, being socially aware, having good communication skills, both spoken and written,
and empathy with others are now regarded as critical to good leadership. Psychologist
Goleman D.and his colleagues have popularised the significance of emotional
intelligence as a foundation competence in leaders and managers. Emotional
intelligence consists of a number of abilities: the ability to monitor your feelings and
emotions, the ability to monitor the feelings and emotions of others, and the ability to
employ this information to guide future thinking and action (Goleman D., Boyatzis R.
& McKee A., 2002).

The fundamental task of emotionally intelligent leaders then, is to “prime good
feeling in those they lead”. This causes “resonance — a reservoir of positivity that frees
the best in people” (Goleman D., Boyatizs R. & McKee A, 2002) That is why we give
a lot of attention to both you, as a communicator, and the audience in any
communication situation discussed in this book. In fact, while all of the chapters in this
book place the listener or reader at the heart of the communication interaction, chapter
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3 on persuasion and presentations, chapter 6 on negotiation, and chapter 8 on effective
business letters remind you persistently of the mantra of good communication: it’s all
about audience, audience, audience.

One of the qualities of emotional intelligence that helps you to communicate well
with your audience is adaptability. This quality, along with your responsiveness to
others, allows you to adjust your message to the circumstance or interaction style of
your audience. This means listening carefully to the responses of others, recognising
their differing perspectives on issues and then adapting to meet their needs while
sharing yours. For example, in chapter 6 on negotiation, we encourage you to recognise
that there are likely many potential different solutions to a particular problem and in
chapter 4, you will learn about the pay offs of adjusting your expectations and adapting
to the cultural differences you may encounter.

This textbook also continuously asks you to reflect on how to match your style
and tone with those you are communicating with. And this is no easy task. You have
many opportunities to put yourself to the test. For example, there are case studies
where you can observe effective and ineffective communication behaviour and there
are exercises where you can put yourself to the test. There are also guidelines and tips
such using simple, easy to remember acronyms to allow you to use good models of
practice as a template for your first forays into activities such as writing a sales letter,
or developing a business plan. One example used in the book is an approach to
cross-cultural encounters: PLACE—prepare, listen, adjust, communicate and enjoy!
Keeping an acronym like this in mind can smooth an encounter. You will find many
more!

Most importantly, this book is grounded in a commitment to ethical
communication at all times. This is played out throughout the book by guidance that
suggests that a respectful, open and honest communication style will be most effective
and admirable.

On many occasions during your reading of this book, you will notice the
suggestion to be strategic in your use of particular communication patterns. For
example, in situations where you wish to persuade others, we are offering guidance and
insight which could be used to manipulate others. However, your responsibility is to
use this knowledge ethically and to always stay within the bounds of good and
reasonable practice.

Does Experience Boar out These Claims

Many successful leaders of both large international companies and smaller
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national companies regularly cite their people and the management of them as the
reasons for their success.

Carly Fiorina, former CEO of Hewlett Packard from 1999-2005 believes that the
job of the leader is “to set the frame, to set the people free” and the Virgin group’s CEO
Sir Richard Branson agrees. For example, Sir Richard Branson, CEO of the Virgin
group, when asked about what is important in starting up a business claimed: “I think
you have to be passionate. Not just in it to make a lot of money” (Meet the CEO,
University of New South Wales, 2003). This followed his answer that it is “People,
People, people”. who are the three most important things in starting up a business.

In a recent article on the “Challenge of Management”, other leaders reinforce this
view that communication, passion and managing and responding to people effectively
is the essential core competence of business.

e Business Council of Australia’s CEO asserts that: “I don’t do things unless I
can be passionate about them” and rates people skills as the key managerial
skill for success.

¢ Ella Bache’s CEO Karen Mathews asserts that: “good leaders possess a raft of
traits: including honesty, an ability to listen, entrepreneurship, intuition,
compassion - And what makes a great leader is they know when to call on
the different qualities™ .

e Internet trading company CMC’s CEO David Trew: “You have to be
passionate about business and about your role because passion is a strong
driving force that will bring about other positives for the business”

“Good business practitioners are clear about the role of communication and soft
skills in business.

Myths of Communication

There are many myths about communication, and it is always important to
recognise that myths are not always a good reflection of reality. As you read the book,
we are sure that you will agree with us that the myths listed below misrepresent both

the challenges and the opportunities of effective communication. Consider these:
o Communication is easy.

e [f we can just communicate, we can agree.

e Natural and spontaneous expression facilitates communication.

¢ Communication equals information giving.

e A good professional relies only on cold hard facts to achieve their purpose.
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As teachers, researchers, and business consultants with lot of experience between
us, we are sure that, after you read this book, reflect on your own experience and
practice the strategies that we have proposed, you will agree with us that being a good
business communicator will take all of the knowledge, emotional intelligence, and
strategic effort and skill that you can bring to the tasks ahead of you. Good luck with
the challenge. We know that you will be rewarded tenfold if you can become an
excellent business communicator!
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