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An Overview of Business

We are living in a sea of communication. It takes place everywhere in conversations and
meetings, and in letters, advertisements, legal documents, and records of all kinds. It af-
fects every aspect of business, from the creation of a business image and goodwill to the
sale of goods and services, from effective customer service to efficient internal operations,

from dealing with suppliers to dealing with government officials.

Communication is the process of transferring meanings. It is the sending and receiving of in-
formation through messages. The objectives of communication are to obtain complete un-
derstanding between the parties involved and get the responses required. Meanwhile, good-

will should be built up and developed between the sender and the receiver of the message.

The basic tools of communication are speaking and writing, listening and reading.

Speaking is one of the most common functions in business. Consider, for example, how
limiting it would be if a manager could not attend meetings, ask questions of colleagues,
make presentations, appraise performance, handle customer complaints, or give in-
structions. Speaking is different from writing in that it allows more ways to get a message
across to others. You can clear up any questions immediately; use nonverbal clues; pro-
vide additional information; and use pauses, emphasis, and voice tones to stress certain

points.
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Writing is crucial to the modern organization because it serves as the major source of docu-
mentation. A speech may make a striking impression, but a memorandum or a letter leaves
a permanent record for future reference in case memory fails or a dispute arises. Besides, it

is economical and can be better controlled and polished for achieving the desired objective.

Another interesting fact is that people spend more time receiving information than trans-
mitting it. Listening and reading are just as important as speaking and writing. No matter
how good a speech is, it cannot achieve its goal if the audience does not have effective lis-
tening skills. Some research has found that nearly 60% of all communication problems in

business are caused by poor listening.

At the same time, the skill of efficient reading is becoming more important in today’s tech-
nological society. The development of information technology has created more paperwork
rather than less. It is estimated that the typical manager reads about a million words every
week. It is, therefore, extremely important to grasp different aspects of the reading skill

like reading for gist, extracting specific information and reading to find particular details.

As nearly all important business communication is eventually put into writing, writing will
be the focus of this textbook.

Let’s examine from the point of view of two different audiences: the company’s internal au-
dience which consists of its employees and owners; and its external audience, which in-
cludes the general public, customers, suppliers and other businesses and even government

officials.

Internal communication involves communicating back and forth within an organization
through such channels as memos, reports, meetings and telephones. It involves communi-
cation up and down the organizational hierarchy. Communication takes place among co-
workers as well as between superiors and subordinates. Through internal communication,

business decisions are made, policies are set and problems are analyzed and solved.

Just as internal communication carries information up, down, and across the organization,
external communication carries it in and out of the organization. Companies constantly ex-
change messages with customers, vendors, distributors, competitors, investors, jour-
nalists, government and community representatives. Whether by phone, fax, email or

letter, much of this communication is carefully planned. Two functional units are particu-
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larly important in managing the flow of external messages: the marketing department and
the public relations department. In addition to advertising and selling products, the typical
marketing department is also responsible for product development, physical distribution,
market research, and customer service, all of which involve both the transmission and re-
ception of information. The public relations department manages the organization’s reputa-
tion with various groups. The communication media used by PR departments include let-

ters, news releases, brochures, advertisements, annual reports and audiovisual materi-

als.

Whether you are speaking or writing, listening or reading, communication is more than a
single act. Instead, it is a transactional (two-way) process that can be broken into six
phases. That is, the sender has an idea, the idea becomes a message, the message is
transmitted, the receiver gets the message, the receiver interprets the message, and the
receiver reacts and sends feedback. Misunderstandings arise when any part of this process
breaks down. Communication barriers exist between people and within organizations. Your
ability to overcome these barriers determines your communication success and effective-

ness.

Effective communication benefits the organization by enhancing its image, improving cost
effectiveness, raising employee morale, and increasing employee productivity. Your ability
to communicate also increases your own productivity. Whether you run your own business,
work for an employer, invest in a company, buy or sell products, or run for public office,
your communication skills determine your success. And, regardless of the field you're in or
the career you choose, your chances of being hired by an organization are better if you pos-

sess strong communication skills.

image n. B4

goodwill n. i, F&
customer service RS
internal operation WL E
transfer V. R, #3cin
objective n. H#x

involve V. 25, B
appraise V. W, P
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nonverbal
documentation
memorandum
gist

extract
hierarchy
subordinate
vendor

public relations
transmission
news release
brochure
audiovisual
transactional
phase
feedback
barrier

determine

cost effectiveness

morale

productivity

Questions for discussion:

1. What is effective communication?

adj.
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2. What would be the most efficient way (phone call, interview, memo, report, letter

or a slip of message) of dealing with the following communication situations? (Briefly

explain your answer. )

a. Informing everyone in the company of your department’s new procedure for purcha-

sing equipment.

b. Leaving final instructions for your secretary to follow while you’'re out of town.

c. Disciplining an employee for chronic tardiness.

d. Replying to a customer’s complaints.

e. Giving suggestions to the employer concerning the implementation of a new scheme.

f. Asking for help from your colleague.
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O vy vy Parts and Formats
: Sein

A letter is often the first (sometimes the only) contact you have with an external audi-
ence. So it’s important that your letter looks neat and professional and is easy to read. Your
reader’s first impressions come from the general appearance of your letter. It’s good busi-
ness practice to use high quality stationery. When writing a business letter, you must pay

attention to both the parts of a business letter and your choice of formats.

1. Heading

Letterhead (heading) shows the sender’s name, full address, and (almost always) tele-
phone number. Sometimes a fax number or an email address is included. It is not necessary

to type the heading if you are using stationery with the return address already printed.
2. Date

The date line is used to indicate the date the letter was written. Place the date at least one
blank line below the heading.

3. Inside Address

The inside address is the receiver’s address and is always on the left margin. Begin the address one
or more lines below the date, depending on how long the letter is. When the letter is addressed to
an individual, a personal title such as Mr. , Miss, Ms. , or Mrs. must be used.

4. Salutation

The salutation, the official greeting, is typed two lines below the last line of the inside ad-
dress. The greeting in a business letter always ends in a colon or comma. (Salutations like

“Gentlemen”, “Ladies”, or “Ladies and Gentlemen” are always by a colon. ) But the co-

Sl
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lon is omitted when open punctuation is used. Remember the salutation must be consistent

with the first line of the inside address. Following is a list of preferred salutations:

Person

one man

one woman (anyone)

one woman (marital status unknown)

one woman (single)
one woman (married)

two men

two women

one woman and one man
couple (married)

president of a college (doctor)
dean of a college

professor

physician

In Salutation

Dear Mr. (last name)

or Dear Sir (formal)

Dear Madam (formal)

Dear Ms. (last name)

Dear Miss (last name)

Dear Mrs. (last name)

Dear Mr. (last name) and Mr. (last name)

or Dear Messrs. (last name) and (last name)
Dear Ms. (last name) and Ms. (last name)
or Dear Mses. (last name) and (last name)
Dear Mrs. (last name) and Mrs. (last name)
or Dear Mesdames (last name) and (last name)
Dear Miss (last name) and Mrs. (last name)
Dear Ms. (last name) and Mr. (last name)
Dear Mr. and Mrs. (last name)

Dear Dr. (last name)

Dear Dean (last name)

Dear Professor (last name)

Dear Dr. (last name)

company or corporation Ladies and Gentlemen, Dear Sirs, or Dear Sir/

Madam

5. Body

The body of the letter is your message. LL.eave a blank line before and after the salutation,
between paragraphs and before the complimentary close. If necessary, you may give a sub-
ject of the letter between the body and the salutation. When writing a business letter, be
careful to remember that conciseness is very important. In the first paragraph, consider a
friendly opening and then a statement of the main point. The next paragraphs should illus-
trate the main point with background information and supporting details. The closing para-

graph should restate the purpose of the letter and sometimes request some type of action.
6. Complimentary Close

The complimentary close is typed on the second line (double space) below the body of the
letter. Only the first word of the complimentary close is capitalized. A comma follows the

complimentary close when mixed punctuation is used but is omitted with open punctua-
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tion. The complimentary close reflects the relationship between you and your reader. So it
goes with the salutation. The two commonly used closes are Sincerely yours and Faith ful-
Ly yours. The current trend seems to be toward using one-word closes, such as Sincerely
and Faith fully.

7. Signature

Leave three blank lines for a written signature below the complimentary close and then type
the sender’s name. The sender’s title may appear on the same line as the name or on the line
below. For example:

Sincerely,

John Smith

Personnel Manager
8. Enclosures

If you have enclosed any documents along with the letter, such as a price list, you indicate
this simply by typing Enclosures one line below the closing. As an option, you may indi-
cate the number of the enclosures or list the name of each document you are including in
the envelope, like:
Enclosures (2)
Enclosures: price list
brochure

catalog
9. Typist Initials

Typist initials are used to indicate who wrote the letter and who type it. If you type the let-
ter yourself, omit the typist initials. Typist initials appear at the left margin, a double

space below the last line of the signature block. For example:

RSR/sm
RSR: sm
RSR: SM

The initials of the signer come first in capital letters, followed by the typist initials usually

in lower case letters.
10. Copy Notation

Copy notation may follow typist initials or enclosures. They indicate who is receiving the

copy of the letter. Among the forms used:



