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Preface


There are two types of text books—one that follows a given syllabus; the other that defines syllabus. This edition is an attempt to do the latter.


After having tested the first edition for over five years, and the second for over two, we were convinced that the book had established very well the pedagogy—teaching of Business Communication by case method, but the question, “What exactly to teach in Business Communication to make students corporate-ready?” still remained incompletely answered. Thus, the third edition had taken a very different approach to the content of a Business Communication course.


This fourth edition of The Art and Science of Business Communication is an attempt to take the book to a higher level by including some topics that will make the book more useful for not only the regular MBA students, but also the practitioners. For example, the chapter ‘Theatre Technique for Effective Communication and Personality Development’ provides a hands-on, step-by-step guide to a faculty for a structured and programmed application of one of the most modern pedagogical tools of communication. Another new chapter ‘Communication for Effective Marketing’ has been developed largely from the point-of-view of marketing executives using the most realistic jargons and language for easy application.


But, most importantly, this edition, for the first time, brings out the Science of Business Communication alongside the Art. There are two facets of Communication: Skills and Effectiveness; and, they are, often, used interchangeably. That could be the reason why, more often than not, most of the authors talk about development of Skills; and, try to suggest that ‘skills would automatically lead to effectiveness’. This work, since the very first edition, has been propagating the idea that Skills and Effectiveness are two different and distinct levels of communication. Skill is the Art, and how we go about using these skills to achieve Effectiveness is the Science of communication—the process, the reasoning, the rationale, and the logic. And, this understanding of the approach to result-oriented communications helps develop skills better. Precisely, this edition takes this perspective. This edition also re-organizes some of the parts for a more logical structure and flow of topics.


PREAMBLE


What is communication? Communication is what it does—bringing people together. How does it do that? By establishing a commonness among people. The message (the verbally/non-verbally developed idea), the medium (the carrier of the message), and the environment (the surroundings in which communication takes place) bring about this commonness, a situational relationship for a (common) purpose. This is how we would like to explain communis, the Latin origin of the word communication.


If communication is a social need for an individual, it is the lifeblood of an organization. If we, as individuals, communicate 70 per cent of our waking time, an organization communicates 90 per cent of its working time. If individuals communicate for their personal purpose, communication in an organization is for business purposes. Thus, communication plays a crucial role in an organization, bringing all aspects of the business together—employees, customers, suppliers, intermediaries, the public, and so on.


Working people communicate at three levels—personal, social, and professional. We could also call these the three spheres of communication. We have a natural ability to adapt to the communication requirements of each of these spheres. However, with time, some of us become more and more fixed in our style of communication and tend to use the same style across the three spheres. What does our tendency to be flexible or rigid across the three spheres of communication depend on? Does it depend on how conscious we are at a particular level, and for how long? For example, if someone communicates more consciously for most of the time at the workplace, would they not become more formal in their style for the rest of the day and spheres as well?


Flexibility in our communication helps us adapt to the situational requirements faster, which results in efficient communication, and efficient communication translates into less time and effort in getting ready to communicate appropriately at a particular level. So, consciousness gives control, which, in turn, helps develop flexibility and makes our communication effective and efficient.


Our contention is that 90 per cent of us are not conscious of our communication 90 per cent of the time. And those of us who are conscious about our communication, are more conscious of what we communicate than how we communicate. Business Communication prepares students for effective communication at the workplace by focusing on how to communicate in business situations—how to recognize the techniques that help in communicating a message accurately, how to handle intercultural situations that require thoughtful communication, how to use appropriate words and an effective tone for writing effectively, and so on. The book helps students master the art of communication be learning to be more conscious of their communication and developing a flexible and effective communication style.


NEW TO THE FOURTH EDITION




	This edition incorporates two new chapters—Chapter 2, “Theatre Technique for Effective Communication and Personality Development” and Chapter 17, “Communication for Effective Marketing”. These chapters have been included to keep pace with the evolving needs of corporates and the nature of business communication. Today’s professionals need to work with clients and colleagues from different spheres. They require a more confident personality. They need to hone their marketing communication skills. The two new chapters discuss these issues in detail.


	The fourth edition also carries many new cases included in the last edition, such as the ones on report writing, non-verbal communication, and negotiation skills.


	The fourth edition builds on the strengths of the first, second, and third editions, and provides a more comprehensive coverage with rich illustrations, practical guidelines, and a more user-friendly design.


	Continuing from the third edition, the fourth edition also follows a new learning design. The text’s more interactive presentation includes many new pedagogical features:
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ORGANIZATION


The fourth edition of this book is a result of our experience in teaching, training, and consulting with the help of the first three editions over the last ten years. This includes areas such as language skills, report writing, technical writing, communication skills, presentation skills, negotiation skills, personality development, and marketing communication. Most of the skills, concepts, and applications presented in this edition are thoroughly examined and tested with groups of students, executives, and academics.


The book is divided into three parts divided across 22 chapters. The chapters cover topics that are becoming an essential component of business curricula in leading business schools the world over and are also important for job aspirants.


The appendix on grammar, English usage, and style addresses some important aspects of business communication, such as the rules of grammar, common errors in English, and documentation styles. By practicing the exercises in this appendix and spending time on the rules and styles, students can produce impeccable written reports and documents.


THE TEACHING AND LEARNING PACKAGE


A full range or resources that support teaching and learning are available on the companion Web site of this book, www.pearsoned.co.in/PDChaturvedi. These include:




	PowerPoint lecture slides that provide an overview of the key concepts, figures, and guidelines in each chapter.


	An instructors’ manual that provides a chapter summary, teaching notes, and hints to the end-of-chapter questions in each chapter.


	Bonus material, including a sample report and a chapter on research methods, which can be downloaded by students for additional reading.
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Communication Skills









  

CHAPTER 1


Profile of an Effective Communicator


�“It’s not what you say; it’s how you say it—because personality always wins the day.”


�—Arthur Miller
 

Devox (India) Limited: The Case of a Less Expensive Customer


[Sunday, 11:40 a.m. The showroom of Devox Sports Shoes & Sportswear in a posh market of a metro. Mr and Mrs Oberoi walk towards the showroom from the parking lot holding a box of Devox shoes. Mr Oberoi is an HR executive with a multinational company. He is dressed in a red t-shirt, a pair of long khaki shorts, and sandals. Mrs Oberoi is wearing a plain, light blue salwar kameez. She is holding a shopping bag and a small purse. Mr Oberoi enters the shop first as Mrs Oberoi decides to linger outside to look at the display windows. On entering ...






  

CHAPTER 2


Theatre Technique for Effective Communication and Personality Development


“All the world's a stage, and all the men and women merely players: they have their exits and their entrances, and one man in his time plays many parts, his acts being seven ages.”


�—William Shakespeare






Upon completion of this chapter, you should be able to:









	Understand the concept of what is theatre and how it differs from a play.


	Identify the different elements in a play, the stages that are part of a play along with the possible issues.


	Comprehend the amalgamation of theatre and communication skills with the help of the techniques learnt in this chapter.


	Recognise the importance of theatre technique and its role in personality development.


	Learn about stage related techniques along with the skill of script writing and reading.















COMMUNICATION AT WORK







Philip Zimbardo, Ph.D., and his research team of Craig Haney, Curtis Banks, David Jaffe, and exconvict consultant, Carlo Prescott, in 1971, designed and conducted a social experiment. The objective was to understand what prison-like conditions bring out in people who are not confounded by what people bring into prisons. It used a mock prison setting, with college students role-playing prisoners and guards to test the power of the social situation to determine behavior. 


This study saw a premature end in form of termination because, at one point, the situation became out of control. It was beyond control, as the degree of demeaning actions being committed by the guards against the prisoners became beyond human dignity. The primary reason was that the prisoners were successful in conceiving an escape, which led to the punishing of the prisoners by the guards—all of whom had been normal, healthy, ordinary young college students less than a week before the start of the experiment. 








WHAT IS THEATRE?


Theatre is almost as old as man. Its origins have been traced back to the remote past, to the religious ceremonies of the earliest human civilizations.


The performer and the audience form the core/nucleus of theatre—the effect of the sensations being created by the performer on the audience. No play house, no stage technology, not even a script; just the dress and what the performer carried were enough. Theatre emerged as ‘a reactive art’ from this age, an art that received its orientation from the reaction of the audience—the true spirit of theatre.


Theatre art is neither acting nor the play; it is neither scene nor dance; it consists of all the elements of which these things are composed.


Theatre is different from all other forms of art as all the art forms come together to create a work of theatre art.


Theatre draws its raw material from the store house of human experiences. Ways of living and standards may change, but the fundamental nature of human character and experience will remain the same.


WHAT IS A PLAY?


A play is not just a piece of literature (for reading). A true play is a three-dimensional piece of literature; literature that talks and walks before our eyes.


More than two thousand years ago, the Greek philosopher, Aristotle described drama as ‘imitated human action’, and made up of six elements: (1) plot, (2) characters, (3) diction (verbal expression), (4) thought, (5) spectacle (visual adornment) and (6) music (song). The word ‘imitated’ is suggestive of a situation where actors pretend to be human characters in a story to be unfolded before an audience. In other words, we may say that a play is a ‘story in motion’. 


Story


Story consists of a theme, a plot and action.




	Theme: A theme is a definite form of an abstract idea or concept concerning the lives and experiences of human beings and the many roles they play in life. Theme forms the organizational core of a play.


	Plot: Plot forms the organized pattern that conveys the theme. For example, the compromises that the salesman has to make with a conflict in family-cum-professional backdrop. For example, the mad king and his cynical ways of ruling.


	Action: What makes the plot move. Conflicts of interests of human characters in a setting generates action.



	Characters are symbols of human beings in different situations of life.


	Language is used by characters to express themselves.


	Dialogue is the exchange of spoken lines between two characters.


	Song or Music or Sound concerns all audiographic material including sound and sound effects. Volume, tone, pitch, rate, rhythm, quality, etc., all come under it.


	Visual adornment or Spectacle consists of stage setting, costumes, makeup, light effects, and positions and movements of actors.











Six Stages of Play




	Exposition: Introduction to characters, their relationships, their dilemmas, and environment.


	Incentive Moment: When the main action of the play starts.


	Rising Action/Complication: Conflicts and twists begin, the plot develops.


	Crisis/Climax: The peak of action and the point of no further movement.


	Falling Action: Release of tension.


	Resolution/Denouement: Answers or solutions begin to appear; ultimate resolution takes place.





Issues


A worthwhile play, film or talk, has left many a mind wondering about the various thoughts conveyed through these powerful media. Communication, the most basic of all human needs, has always used a blend of verbal, visual, auditory and sensory stimuli to convey meanings that leave an imprint. Effective communication is conveying what you want to, and getting the other person, or person understand it and comply with it. The skill of the communicator determines the outcome.


Business communication too depends, to a very large extent, on the presenter, or communicator. A management student, executive, businessman or just about anyone, picks up communication tips from books, short-term programs and by watching others perform. There is no clear-cut solution to individual needs of every student of management, or manager, which would help him address his shortcomings while learning to communicate better.
 

Theatre and Communication Skills


Instead of beaming a generalized ‘how it is done’ module for all, it is suggested to develop a module that would help each individual explore the realms of effective business communication in order to see where she/he fits and where she/he falters. The module would then provide ample opportunities to practice, experiment and iron out defects using theatre techniques—visualizing the audience (the receiver), practising the communication (the message), and rehearsing the performance (the medium). This will ensure a better overall communication ability for students/executives who undergo this program.






Theatre—Training and Career







The University of Glasgow offers three courses in theatre studies—‘Playwriting and Dramaturgy’, ‘Theatre Practices’, and ‘Theatre Studies’. The professional communities associated with these organizations form an important resource base for carrying out the teaching and research of theatre studies at the university.


The course in Playwriting and Dramaturgy provides students with a practical and theoretical engagement in various forms of writing and theatre production. The Theatre Practices programme engages with a wide range of theatre and performance practices, in order to develop a reflective, rigorous, and critically informed approach to performance, so as to enrich and enhance creative work, and also to further a student’s career in the theatre. The masters in Theatre Studies is designed to enable students to become proficient in the techniques of historical, sociological, and theoretical analysis of the theatrical processes, both past and present.


All these three programmes benefit from theatre studies’ unique connections to Scotland’s theatre industry, and also facilitate a wide range of careers for independent professional practitioners such as playwrights, dramaturgs, directors, critics, and performers.








Theatre Technique


Life is Expression: Nature, Animals, Human—all express—verbally/non-verbally.


Life is Communication: There is a Sender; there is a Receiver; there is a Message—visuals, body language, words—all Expressions; and there is a Medium.


Expression = Communication; Method = Skill;


Expression + Method of Expression = Communication Skill


Development of Communication Skills → Improved Expression → Effective Communication


Expression = Theatre; Explanation of Expression = Theatre Technique.


360° Expression – Sender surrounded by props/environment = Theatre


Explanation – Rationale/Method/Processing/Internalization – of Expression = Theatre Technique 


This is how Theatre Technique – Rationale/Method/Processing/Internalization of Expression – helps develop Effective Communication.


Why Theatre Technique?




	90% of us, 90% of the times are not conscious of our communication.


	Even if we are conscious, we are conscious of ‘what’ we communicate, but not ‘how’ we communicate.


	But, why do we need to be conscious of our communication?


	So that we have ‘control’ over our communication situation.


	It is this ‘control’ over our communication situation that leads to ‘Effective Communication’.



[image: image]







	What gives us ‘control’ over our communication situation?


	Control over ‘what’ we communicate and ‘how’ we communicate gives us control over our communication situation.


	‘What’ is ‘Verbal’, and ‘How’ is ‘Non-verbal’.


	That means, we need to control both our ‘Verbal’ and ‘Non-verbal’ communications simultaneously.


	And, if we can control both our ‘Verbal’ and ‘Non-verbal’ communications simultaneously, we are able to develop the technique of ‘Projecting’.


	Theatre Technique helps us do that.
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‘PROJECTING’ does not mean ‘Acting’; it means ‘Connecting’.


Who We Are?


There are three sides of each one of us: (1) Rational, (2) Emotional, and (3) Spiritual.


What is Personality?


The earlier meaning of Personality was taken to be an individual’s ‘profile’: how the person looked, or appeared. It still holds true to a certain extent as the first impressions about an individual are made out by how they come across three-dimensionally. Otherwise, more scientifically, ‘Personality’ is defined as a person’s unique and relatively stable behavior patterns; the consistency of who they ‘are’, ‘have been’, and ‘will become’. 


Personality is also understood as an individual’s characteristic pattern of thinking, feeling, and acting. However, the psychologists would like to put it as consisting of all the relatively consistent and distinctive styles of thought, behavior and emotional response that characterize a person’s adaptations to surrounding circumstances. 


Personality comprises of the following three levels:




	Conscious: Things we are aware of.


	Pre-conscious: Things we can be aware of if we think of them.


	Unconscious: Deep hidden reservoir that holds the true ‘us’—all of our desires and fears.





Working people communicate at three levels — personal, social, and professional. We could also call these the ‘three spheres of communication’. We have a natural ability to adapt to the communication requirements of each of these spheres. However, with time, some of us become more and more fixed in our style of communication and tend to use the same style across the three spheres. What does our tendency to be flexible or rigid across the three spheres of communication depend on? Does it depend on how conscious we are at a particular level, and for how long? For example, if someone communicates more consciously for most of the time at the workplace, would they not become more formal in their style for the rest of the day and spheres as well?


The three spheres of communication could also be termed as:




	Conscious,


	Pre-conscious and


	Unconscious.





Types of Personality


Basically, there are two types of Personality: (1) Type A and (2) Type B. Type A are aggressive, ambitious, competitive, impatient, and practical; whereas Type B are cheerful, patient, procrastinator, relaxed, and too casual.




Another framework suggests that, broadly, personalities could be seen as Steady and Unsteady, and Confident and Shy. (See Table 2.1).


 




Exhibit 2.1
Types of Personality
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How Do We Communicate?


We communicate through our:




	Mind—Data, Analysis, Inferences, Logic, etc.


	Heart—Feelings, Beliefs, etc.


	Soul—Values, Character, etc.



 

Theatre Technique addresses the three levels—Conscious, Pre-conscious and Unconscious; the four types—Steady and Unsteady, and Confident and Shy; and the Mind, the Heart and the Soul—to help an individual develop their personality. 
 



	Theatre is driven by Emotions rather than Reasons.


	We cannot work in Theatre Mode if Reasons interfere with Emotions.


	However, Theatre Technique is a Rationalized Emotional Therapy for effective communication skills development.





This Chapter presents a ready-to-conduct outline of the Theatre Technique Module for the ease of the faculty as well as the participants.


OBJECTIVES


The module would aim at appreciation of the various aspects of effective verbal and non-verbal communication by students, and sharpening of their communications skills. Therefore, the emphasis will more be on practice than theory of business communication.


PEDAGOGY


Extensive use of stage related techniques as in acting, debating, elocution, etc., will form the main pedagogy of this course: Lectures, Demonstrations, Practice exercises, Small group activity, Assignments, and Live performances.


AREAS COVERED


The module would cover the basics of business communications and a couple of topics in detail, based on the preference and need of individual students. The following is an illustrative list: 


Business Communication




	Business Communication and its demands


	Various forms of business communication


	Role of the individual in business communication









In Just Ten Minutes







The Short and Sweet Delhi Theatre Festival has been active since 2013 providing theatre artistes an opportunity to showcase their acting, writing, and directing skills, but in just ‘ten minutes’. In its 2015 edition, there were 40 plays shortlisted, divided into two groups of 20 each. The genres included varied forms of dramas, satires, dance stories, narratives, and comedies. 


However, the biggest challenge here was to keep everything within 10 minutes. As a result, many aspects and details had to be dropped for the abridged version. But, the most important issue was perfection. One mistake made, and there was no chance of recovery; also, it might set in a chain reaction by other performers as the actionspeed was very fast. 


This theatre festival is considered to be the biggest short-play festival in the world; it runs in 23 cities across seven countries.








Interpersonal Communication




	Basics of good communication


	Verbal and non-verbal communication





Oral Communication




	Individual style and shortcomings


	Use of words in communication


	Vocabulary, grammar, punctuation


	Voice and speech techniques


	The basics of Public Speaking





Written Communication
 



	Script development





Body Language




	Using the body as a tool


	Facial expression and communication


	Eyes and the way they communicate


	Using hand gestures for good effect


	Legs and their positioning





Interpersonal Relations




	Dealing with superior


	Dealing with peers


	Dealing with subordinates





Application Areas




	Writing effective letters, invitations


	Running and attending meetings


	Negotiating and selling


	Conversing at business and social events


	Making business presentations


	Mastering visual aids


	Handling journalists from print and electronic media





Session-wise Plan




	The module could be structured as follows:





Session 1: Theatre and Business Communication




	Business Communication and its demands


	Various forms of business communication


	Role of the individual in business communication





Sessions 2-3: Theatre and Interpersonal Communication




	Basics of good communication


	Verbal and non-verbal communication





Sessions 4-5-6-7: Theatre and Oral Communication




	Individual style and shortcomings


	Use of words in communication


	Vocabulary, grammar, punctuation


	Voice and speech techniques


	The basics of Public Speaking





Sessions 8-9: Theatre and Written Communication




	Script development





Sessions 10-11-12-13: Body Language




	Using the body as a tool


	Facial expression and communication


	Eyes and the way they communicate


	Using hand gestures for good effect


	Legs and their positioning





Sessions 14-15: Theatre and Interpersonal Relations




	Dealing with superior


	Dealing with peers


	Dealing with subordinates





Sessions 16-17-18-19-20: Application Areas of Theatre Technique




	Writing effective letters, invitations


	Conducting and attending meetings


	Negotiating and selling


	Conversing at business and social events


	Making business presentations


	Mastering visual aids


	Handling journalists from print and electronic media

(*Each session of 90 minutes duration)






Evaluation


The module could adopt the following measures to gauge the performance of the participants in the sessions:




	Quizzes and tests to gauge grasp of concepts


	Attendance and interest shown during practice


	Performances to be judged by independent jury


	Live group project at the end of the term





Software and Hardware Needed


The following would be required to conduct the module effectively:




	Courseware for the lecture sessions


	Live exercises to be devised for practice sessions


	Script and speech bank for students to learn Public Speaking


	Video recording and reviewing facilities for video analysis


	Tape recorders for speech recording and playback


	Public address system and lectern





The End Product


At the end of the module, each participant should be able to:




	Speak confidently in public, private meetings, discussions and social gatherings;


	Use effectively his/her body, hands, face, eyes and leg positions;


	Handle tactfully the media during interviews, briefings and press conferences; and


	Analyze correctly each communication situation and handle it competently.





Method


Extensive use of stage related techniques as in acting, debating, elocution, etc., will form the main pedagogy of this program:




	Lectures


	Demonstrations


	Practice exercises


	Small group activity


	Assignments


	Live performances





The process of induction begins with familiarizing the participants with the following Nine emotions:




	Adbhut—Surprise


	Hasya—Humour


	Shringar—Romance


	Veer—Courage


	Bhay—Fear


	Krodh—Anger


	Vibhatsya—Disgust


	Karuna—Pity


	Shant—Peace





Human beings are capable of emoting—showing most of the emotions; but, all people are not good at bringing out all the emotions equally well; however, some, definitely, can.


Bringing out the emotions unconsciously is an innate ability; but, bringing out the emotions unconsciously, and all emotions equally well, is extremely difficult. Therefore, it can be said that individuals are strong in expressing emotions selectively. Some basic exercises can be taken up at this point to test this contention, like the one given below:


Exercise 1


Step 1: Ask the participants, ‘Which emotions you think you are strong in?’


Step 2: Make a List on the board.


Step 3: Do the exercise ‘Living the Moment’ to confirm.


Step 4: Exercise = ‘Living the Moment’.


Mode = Individual; Mime.


Time = Half minute each.


Task = Bring out the following emotions in the given situations:




	Adbhut—Surprise: In a flight for the first time.


	Hasya—Humor: Watching a horror film alone.


	Shringar—Romance: Moving around in a shopping mall.


	Veer—Courage: Travelling in a crowded local bus/train/metro.


	Bhay—Fear: Getting bored.


	Krodh—Anger: Having tea in a café all by yourself.


	Vibhatsya—Disgust: On reaching back home/room.


	Karuna—Pity: Writing an exam.


	Shant—Peace: Back-stage waiting for your performance.





Step 5: Decide the winner, the ‘Emotion Champion’ with the help of the Group.


The idea is to let the participants know themselves better, as also to help participants overcome their inhibitions; because, inhibitions hold the individual back from taking any initiative. Taking initiative is a basic requirement for building confidence and developing leadership quality.


What are the skills that Theatre Technique helps develop more readily? The Technique helps develop Trust, Team Building, Spontaneity, Speaking, Listening Alertness/ Awareness, Non-verbal, and Written more quickly than the others.






The Secret of Good Mystery Writing







Agatha Christie is known as the best-selling novelist of all time, with an estimated (more than) two billion copies of her books in print. For a long time, linguists across the world had been trying to solve the mystery of her writing style that controlled the mind of the reader like a hypnotist and psychotherapist. It is only now that they have been able to arrive at a mathematics-like formula for writing an unputdownable book, like Christie’s.


According to experts, as Christie’s narrative reaches the climax, they become less complex, thus increasing the excitement. She makes use of connected words and phrases, which, at first, appear unconnected, but convey a common message to the unconscious mind of the reader. Her frequent use of ‘dash’ (--) creates faster-paced narrative, thus enticing the reader. And, Christie uses a core, repetitive vocabulary, and plain English.


This is one mystery that even Agatha Christie couldn’t have solved for her readers, perhaps.








Exercise 2


Exercise = ‘Trust’.


Mode = Group.


Time = Five to ten minutes depending on the area.


Task = Ask the Group to line-up. Blind-fold all, but the first one.


Ask the second person on wards to keep their right/left hand on the shoulder of the person in the front. Let the first one lead the blind-folded members around the venue, up and down few steps, overcoming some minor obstacles, etc. Repeat few times by changing the first person and the positions of the members in the que.




The Exercise shows that ‘Trust’, or ‘Faith’, is a function of ‘Credibility’ x ‘Intimacy’. ‘Credibility’ gives belief, and ‘Intimacy’ gives confidence – all of which are most critical for effective Team Work.


The next exercise could be used for ‘Team Building’/‘Team Work’.


Exercise 3


Step 1: Divide the participants into nine groups of equal number of participants.


Step 2: Assign each group an emotion.


Step 3: Ask each ‘Emotion-Group’ to develop a scenario with the assigned emotion as the theme in the situation given under Task.


Step 4: Do the exercise ‘Living the Experience’.


Step 5: Exercise = ‘Living the Experience’.


Mode = Team Work; Verbal + Non-verbal.


Time = Three minutes each group.


Task = Present the developed scenario in the given situations:






	Adbhut—Surprise: Explaining to faculty on missing the submission deadline.


	Hasya—Humour: Acting like a professor/students on entering the class.


	Shringar—Romance: Asking for your way back home when you are drunk.


	Veer—Courage: Asking for lift/help to change flat tyre.


	Bhay—Fear: Preparing a presentation in a group.


	Krodh—Anger: Managing back-stage when the curtain is about to go up.


	Vibhatsya—Disgust: Acting like somebody non-human.


	Karuna—Pity: Shopping in a ready-mades shop.


	Shant—Peace: Waiting in the boarding lounge with your business partner.





The next exercise could be used for ‘Spontaneity’.


Exercise 4


Exercise = ‘Spontaneity’.


Mode = Individual; Speaking.


Time = Two minutes each.


Task = Generate a set of words with the help of the participants by writing them down separately on small slips of same size and shape. Fold them properly, mix them, and put them in a bowl. Ask each participant to pick one of the folded slips, think for about a minute, and speak on the given word for about two minutes. 


For ‘Listening’, pairs of participants could be asked to sit with backs to each other at a distance of about five feet, and converse for about three minutes each. Similarly, to make it a bit more complex, the pairs can also be asked to keep their eyes shut.




Note: For more effectiveness of all these exercises, a clear understanding of all the basic communication skills, like speaking, conversation, listening, non-verbal, etc., would be a pre-requisite. Also, all these exercises should be carried out in the front of the class, preferably on the dias.




Script Writing


For developing script writing skill, it is necessary that the participants are, first, grounded in basic writing skills. Thereafter, the exercises like the one given below could be taken up to introduce them to the art of script writing:


Exercise 5


Exercise = ‘Ask a Stupid Question’.


Mode = Individual; Oral. Time = Two minutes each.


Task = Take two participants; ask each of them to ask silly questions to each other, one-by-one, quickly. They are supposed to wait for the other to answer, but for not more than 15 seconds.


Remember, there are no right answers. The idea is a quick, equally silly answer.


For example, ‘Why does a bird snore’?, ‘How do people cook Maggie on moon’?, ‘What does a horse wear to bed’?, ‘How would you turn milk into gold’?, ‘Why is the earth made of cheese’?, etc.


Exercise 6


Exercise = ‘Script Writing’.


Mode = Team; Written.


Time = One week.


Task = Ask each ‘Emotion-Group’ to develop a script for a skit of about 15 minutes duration around the theme of the assigned emotion by following the ‘Mechanics of Script Writing’ as given below:
Mechanics of Script Writing


Step 1: Take an Emotion.


Step 2: Build a Theme around the emotion taken.


Step 3: Develop a Plot by imagining different Characters (as many as the number of members in the group), their interactional relationships, and conflicts among them, in various Situations.


Step 4: Form Scenes out of different situations created.


Step 5: Integrate the different scenes to get a dramatic Scenario.


Step 6: Assign Roles to team members keeping in view their profile-character fit.


Step 7: Write Dialogues as per the characters’ contributions to scenes.


Step 8: Add Body Language to dialogues to arrive at Action.


Step 9: Format the final script as follows:


 




[image: image]




Script Reading


Each Team should be asked to present their script—Each member reading their part/ character/role in the given sequence. The faculty should ensure that no other team is present at that time.


The faculty should be able to give constructive inputs to make the script more interesting and effective.


The next round of presentations of the scripts should be after rehearsing, for about a week, like a final chance to fine tune their acts. Again, the faculty should ensure that no other Team is present at this time.


Final Presentation


The faculty could fix a date of final presentations with the help of all the teams. Other faculty colleagues and the interested students of other programs could also be invited. A panel of judges could be formed from among the invitees to arrive at the first, second, and third teams; and some token prizes could be awarded.


Conclusion


Finally, the invited faculty and students, as well as the participants could be asked to share their observations, especially towards any changes in the personality of participants as noticed by them. That should be the take-away from the module.


SUMMARY




	Theatre art is neither acting nor the play; it consists of all the elements of which these things are composed.


	A true play is a three-dimensional piece of literature; literature talks and walks before our eyes.


	A story consists of a theme, plot, and an action: Theme is the organizational core of a play; plot is the organized pattern that conveys the theme; action is what makes the plot move; characters are symbols of human beings in different situations of life; dialogue is the exchange of spoken lines between two characters; and, visual adornment, or spectacle, consists of stage setting, costumes, makeup, light effects, and positions and movements of actors.


	There are six stages of a play: exposition; incentive moment; rising action/complication; crisis/climax; falling action; and, resolution/denouement.


	Life is expression; Life is Communication; therefore, Expression = Communication. Theatre is all about Expression; and explanation of Expression is Theatre Technique.


	We communicate through our mind—data, analysis, inferences, logic, etc.; heart—feelings, beliefs, etc.; and, soul—values, character, etc. Theatre Technique addresses all the three to help an individual develop their personality.
 




CASE: STANFORD PRISON EXPERIMENT


In the field and history of social psychology, one of the most controversial studies is The Stanford Prison Experiment. Philip Zimbardo, Ph.D., and his research team of Craig Haney, Curtis Banks, David Jaffe, and ex-convict consultant, Carlo Prescott, in 1971, designed and conducted a social experiment. The objective being to understand what prison-like conditions bring out in people that are not confounded by what people bring into prisons.


This study is regarded as a classic demonstration of situational power to effect individual attitudes, values and behaviour. Moreover, it is an exceptional example of ‘theatrical science’ (Hillier, 2014) as it integrates key elements of role-play, dramatic documentary and social science. It used a mock prison setting, with college students role-playing prisoners and guards to test the power of the social situation to determine behavior.


For this experiment, there was a newspaper advertisement brought out and college students from across the United States, who showed keen interest, were interviewed, given battery of personality tests, and, finally, selected by professionals who sought the candidates to be mentally and physically healthy and apt for a prison-like setting. The selected students were assigned, randomly, either the role of a guard, or a prisoner, in the simulated prison setting constructed in the basement of Stanford University’s Psychology Department.


In addition, the researchers and consultants not only designed a stage, worked out logistics, but also performed roles themselves as that of directors, wardens, and prodding advisors. The students in this study, along with all the other participants, were certainly aware of the objective that was being studied: How the circumstances of prison life affect their behaviour? In order to document such a ‘social experiment’, the use of audio-visual recording equipment was a crucial part of the project. There was a deliberate tactic by the team of psychologistsnot to conceal the microphones and cameras for this prison study. Everyone was well aware about the recording. In addition, there were scripts made available that enabled the story arc to be presented, such as ‘The guards were merely told to maintain law and order ... and to realize that if the prisoners escaped, the study would be terminated’ (Hillier, 2014).


With a prominencelaid on particular types of roles—‘the characters’—of people and the unconcealed audio-visual recording equipment along with the ‘casting call’ (Hillier, 2014) for participants blatantly emphasised the objective of the play.


This study saw a premature end in form of termination because, at one point, the situation became out of control. It was beyond control, as the degree of demeaning actions being committed by the guards against the prisoners became beyond human dignity. The primary reason was that the prisoners were successful in conceiving an escape, which led to the punishing of the prisoners by the guards—all of whom had been normal, healthy, ordinary young college students less than a week before the start of the experiment.


The findings of this study revealed many things, which can be summarized below:
 



	The students playing the role of the prisoners suffered high level of stress forcing their exit from the experiment in a matter of days.


	Many students started behaving like automata, just completely obeying every order irrespective of its demeaning nature.





The basic reason for the distress of the prisoners was primarily caused by their feeling of feebleness incited by the guards who started acting in unpleasant, dehumanizing and even vicious ways.


The Stanford Prison Experiment has become one of psychology’s most theatrical illustrations of how good, normal, healthy individuals can be altered into perpetrators of evil, and healthy people can begin to experience compulsive reactions—noticeable to situational forces.1 According to Zimbardo, this study, a social experiment based on role-play technique, is ‘in a sense, was one of the first examples of reality TV, because we videotaped the whole procedure’.2


Question to Answer




	Explain the two findings of the Study in the light of ‘Use of Theatre Technique for Developing Effective Communication Skills’.





REVIEW YOUR LEARNING




	Explain the difference between theatre and play.


	What are the different stages of a play? Describe briefly.


	What is theatre technique and how does it help develop the communication skills and personality of an individual?


	What is personality, and what are its types?


	Enumerate the steps of script writing.





REFLECT ON YOUR LEARNING




	What determines your personality type? Does your personality have a bearing on your communication style?


	What is the basic difference between role play and theatre technique? Think.


	How could a person’s self-confidence be improved through theatre technique?


	What if the theatre technique fails to work on an individual’s personality? Who would you hold responsible, and why?


	How could the principles of effective writing help in developing an interesting Script?





APPLY YOUR LEARNING


Role Play the case given in Chapter 1, Devox (India) Limited, to portray the given characters and to bring out their emotions.


SELF-CHECK YOUR LEARNING


From the given options, please choose the most appropriate answer:




	Theatre is almost as old as:



	animals


	universe


	man


	life








	A play is not just a piece of:



	acting
 

	literature


	story


	stage








	Story consists of a theme, a plot, and:

 

	action


	audience


	writer


	dialogue








 

	Theatre Technique is Explanation of:



	drama
 

	plot


	action
 

	expression








	Projecting means:



	acting
 

	connecting


	showing


	explaining








	The earlier meaning of personality was taken to be an individual’s:



	profile


	character


	walk


	dress








	We communicate through our:



	mind
 

	heart


	soul


	mind, heart, and soul








	Theatre is driven by:



	reasons
 

	emotions


	scripts


	directors








	Theatre Technique is based on:



	seven emotions
 

	five emotions


	nine emotions


	three emotions








	There are two parts of script: dialogue and:



	story


	plot


	characters


	body language











ENDNOTES




	Zimbardo, Philip G. (2007). The Lucifer Effect: Understanding How Good People Turn Evil. New York: Random House.


	Stannard, Matthew B. (2002). ‘BBC’s “Reality” Show may be Cruel and Unusual Television’. San Francisco, Chronicle, 28 January, A-1.
















  

CHAPTER 3


Reading Skills


“The art of reading is to skip judiciously.”—


�—P. G. Hamerton






upon completion of this chapter, you should be able to:









	Learn what is reading and how we do it.


	Know your reading speed and style.


	Understand the styles of slow study reading, normal reading and rapid reading.


	Learn the skills of skimming and surveying.


	Learn how to develop effective reading.


	Improve your reading comprehension.


	Learn the art of silent reading.















COMMUNICATION AT WORK







Ravi, a first year MBA student, is learning silent reading in his communication class. He is attempting to read what is in the text. He looks at every indi vidual word intently. His head constantly moves from side to side. His eyes slowly move forward and sometimes ...








  CHAPTER 4

Speaking Skills

“Mend your speech a little, Lest you may mar your fortunes.”

—William Shakespeare



Upon completion of this chapter, you should be able to:





	Learn the different goals and styles of speaking.

	Know the process of speaking.

	Learn how to develop speaking skills.

	Understand the nature and importance of oral communication in business transactions and personal interactions.

	Know when to choose oral communication instead of written communication.

	Learn key skills of oral communication.

	Appreciate how intercultural situations require thoughtful oral communication.

	Apply oral communication skills to new communication technologies.









COMMUNICATION AT WORK




In the final year of their B.Com., Rakesh and Suresh decided to appear for the GMAT. One afternoon, they planned to go to the American Center to collect some information on the exam. But one of their seniors advised Rakesh that it would be better to go to the American Education Center on Hailey Road instead. Accordingly, Rakesh asked Suresh to meet him at ‘AEC’ at 3 p.m. As they were talking over the phone, Suresh heard him say ‘AC’ (for American Center), which is on Kasturba Gandhi Marg. When Suresh tried to confirm, Rakesh, repeated, ‘Yes, AEC’.

Rakesh reached the AEC at the appoin ted time, but did not see Suresh and waited for him till 4 p.m. at Hailey Road. Meanwhile, Suresh was waiting for him at the American Center on Kasturba Gandhi Marg. Incidentally, there was no way they could have checked with each other as Rakesh did not have his mobile phone with him that day and he didn’t want to leave the spot lest Suresh miss him. It was only late at night in the hostel that they realized what actually caused the misunderstanding.





SPEAKING

The Art of Speaking

Speaking, like writing, is a mode of communication. In the sense of making a speech or giving a talk before an audience, speaking is considered to be an art worth developing. People consider this form of communication to be most effective in spreading one’s ideas and influencing other people. Consider how great thinkers, political leaders and social workers, such as Swami Vivekanand, Martin Luther king Jr., Winston Churchill, Mahatma Gandhi, made a difference in the life of the people and the destiny of nations by spreading their ideas and influencing people with the power of their spoken words.

Goals of Speaking

There are three main goals of speaking: to persuade, to inform, and to delight. These are the very goals of communication as such. As a speaker you want to persuade people to accept to do or believe what you think is right, or you wish to make them feel better placed by informing them of things you consider important to know. And finally you seek to entertain people with your wit and interesting anecdotes.

Speaking Styles

Speaking has various styles. Some of these are formal, informal, polite, normal, blunt, tentative, and direct.

It is important to choose appropriate ways of saying things according to the situation you are in. In many situations it will be appropriate to use normal or neutral language. In other situations, it is necessary to use language forms that are appropriate to special situations.
 
 

1
Learn the different goals and styles of speaking.


	We use tentative language when we are sincerely unsure of our facts or of how we feel. E.g. It’s very kind of you to invite me, but I’m not sure if I can come.



We also use tentative language when we want to give the impression of being unsure in order to be tactful and diplomatic. For example, if we want to disagree with a superior, it would probably be too strong to say ‘I can’t agree with you’ and it would be more appropriate to be tentative and say I’m not sure if I’d agree with you’.


	Direct language is the opposite of tentative language; it gives the impression that the speaker is very sure. This impression is appropriate if, for example, we want to agree with someone. But, it can sound rude and inappropriate in many situations like inviting a superior to a party.
For Example


	No. You are mistaken the statistics just cannot be this high.

	I see your point. But, we’ll have to go ahead with our previous plan.





	We use polite language when we want to sound particularly polite without being tentative.
For Example


	I’m sorry. But, I feel there is a mistake somewhere. According to my calculations, the statistics should not be so high.

	You definitely have a point. But, I’m afraid this time we’ll have to go ahead. Next time onwards, we’ll definitely consider these points.





	Formal language creates the impression of social distance between people. It occurs mostly in official situations e.g. business meetings, official receptions.
For Example


	I’d be delighted if you could make it to the party. We’ll all look forward to it.

	Forgive me if I sound curious. But, isn’t this the same girl we saw him with yesterday?





	Informal language is used basically between friends. It is generally inappropriate to use it with anyone else.
For Example

 
	Cut it out’ Will you? I’ve had enough of this.

	You‘re coming to the party tonight, aren’t you? I just wont take ‘no’ for an answer.





	Strong language carries with it a strong sense of conviction. It usually sounds very direct.
For Example

 
	This is impossible! How could you ever promise without consulting me?

	I’m gone without this project. I must get it, come what may.





	Blunt language is extremely frank. It should be used with extreme care, as in most cases it will simply sound rude.
For Example

 
	I know you’re lying. You can’t fool me!

	I must tell you. Your work was not up to the mark and we’ll have to review your extension.







In most cases we use normal and neutral language, but sometimes, depending on the situations we are in and also on the basis of our co-speakers, we use special language. The type of language we use shows our attitude.

Style of Speaking: Speaking requires formal language, jargon, slang and incorrect language have no place in speaking. The speakers have to raise the level of their language and polish their expressions for creating a favorable impression on the audience. Speaking requires a forceful and passionate delivery.

The Speaking Process

If you are speaking to inform or to persuade a group of people (regardless of whether in a stand-up presentation, a seated deck-presentation, a videoconference, or a webcast), use these techniques to structure what you say. Since, unlike readers, your listeners can’t glance back or skip ahead, you’ll need to be repetitive and exceptionally clear by including (1) an opening, (2) a preview of the main points, (3) clearly demarcated main points, and (4) a closing.
 
 

2
Know the process of speaking.

Use an Effective Opening

Openings are important in all forms of communication, when you make an oral presentation, however, your opening is even more crucial than it is when you write. Therefore, always use the first minute or so of your presentation for your opening, what many experts call a ‘grabber’ or a ‘hook’.

To decide what to say during your opening, think about the audience: Are they interested? Do they know how the topic relates to them? Do they know you well or not? Given your audience, choose from among the following techniques:


	Tell them why you’re speaking: What they will learn in a tell presentation or what you hope they will do as a result of a sell presentation—so they can listen with these ideas in mind.

	Grab their attention: Why should they listen? Often, your audience will have other things on their minds or will not be especially interested in your topic, so you may need to open with a provocative question, a problem definition, a promise of what your presentation will deliver, a personal story that makes a business point, a vivid image, or a striking example or statistics.

	Show them ‘what’s in it for them (WIIFT)’: Why should they care? Why should they bother?

	Build your credibility, if necessary: If your audience doesn’t know about you, introduce yourself-and use any of the persuasion techniques to enhance your credibility by establishing a ‘common ground’.

	Use humor with caution: Humor can be an effective grabber; however, use it only if it fits your personality and style, if it is appropriate and inoffensive for every member of the audience, and if it relates to the topic or occasion. Never use humor that might make anyone feel, put down, or trivialized.



Give a Preview

Without a doubt, the most important part of your presentation is a preview (also known as an agenda, an outline, or a table of contents) of what you will be covering. Always give an explicit preview at the beginning of your presentation.

Previews help your audience understand and remember what you say. Think again about the contrast between listeners and readers. Your readers can skim a document and read your headings and subheadings before they start reading. Your listeners, in contrast, have no idea what you will be covering unless you tell them.

Typical previews include a list of key points (such as reasons, examples, or recommendations), key questions, or a problem followed by a solution.

 

Examples of Previews

Longer and more formal: I will discuss sales in each of our four European regions: the Northern, Southern, Western, and Central.

Shorter and less formal: Let’s take a look at the sales figures in our four European regions.

State Your Points Clearly

Your main points need to be organized and easy to follow, much more so than in writing. Readers can look over, slow down, and reread when they wish; listeners, of course, cannot. Therefore, remember these three guidelines when you’re speaking.

Limit Your Main Points Experiments in cognitive psychology show that people cannot easily comprehend more than five to seven main points, so do not exceed that number when you’re speaking. That means grouping all of your points in any section or subsection into no more than seven major areas.

Use Strong Transitions When you are speaking, you need longer, more explicit transitions between major sections and subsections than you do when you are writing. Listeners do not stay oriented as easily as readers do; they may not even remember what it is that you are listing unless you use these longer transitions.

 

Ineffective short transition

Second, . . .

Effective longer transitions

The second recommendation is . . .

Let’s move on to the second recommendation.

Use Repetitive Transitions In addition to stronger, more explicit transitions, you also need to use more repetitive transitions when you’re speaking, because listeners may not remember information they hear only once. Although you may feel as if you’re being too repetitive, your listeners will appreciate detailed reminders that reinforce your structure. Therefore, between each major section and subsection, use a backward look/forward look transition. The backward look refers to recapping what you just covered, and theforward look provides a smooth transition to the upcoming part of your talk.

 

Effective backward look/forward look transition
 
Example: Now that we have looked at the three elements of the marketing plan (backward look), let’s turn to the financial implications of the plan (forward look).

 

Keep the Audience’s Interest High Remember that your listeners’ attention will decrease in the middle of your speech. Hence, consider the following techniques to keep up their interest, involve them, add variety, and wake them up:


	Include stories, case illustrations, analogies, and examples—not just numbers.

	Incorporate their names (e.g., ‘Pat in accounting and Wahid in human resources’ instead of ‘people from different departments’).

	Change your personal energy (e.g., your tone, pauses, or nonverbal dynamism),

	Ask rhetorical questions that relate to audience benefits (e.g., ‘So what does this mean for your business’?).

	Ask for a show of hands (e.g., ‘How many of you think our current policy is effective’?).

	Tell them you’ll be asking for their input after the presentation.



Close Effectively

The Audience Memory Curve also shows that your listeners are likely to remember your last words. Therefore, your closing should be more than a mere ‘thank you’ or the alltoo- common ‘dribble’ closing like ‘I guess that’s about it’.

Instead, use a strong, obvious transitional phrase—such as ‘to summarize’ or ‘in conclusion’—to introduce your closing remarks.

Here are some options for effective closings:


	Give a summary: Summarize your main points. Your audience will appreciate the wrap up.

	End with the action steps: Based on your communication objective. You might remind the audience ‘what’s in it for them’, if they take these action steps.

	Refer to the opening: A third kind of closing is to refer to the rhetorical question, promise, image, or story you used in your opening.

	If you end with Q and A, add a second closing, similar to your first one, so you get the last word.



Guidelines for Developing Speaking Skills

Nervousness and stage fright is natural for all beginners before a large audience. However, this feeling is gradually overcome by knowing that everyone who stands before an audiance feels like you. Remember the techniques discussed by Stephen E Lucas in his book, The Art of Public Speaking, (1989) to develop self-confidence and skills of speaking.
 
 

3
Learn how to develop speaking skills.


	The importance of developing courage and self-confidence: Courage to speak is the first requisite for a speaker. One who has stage-fright cannot face the public. He cannot have confidence in himself/herself. And one who has no confidence is bound to fumble. But, the fact is that at the beginning every renowned speaker had stage-fright. Born speakers are rare. George Bernard Shaw was a spell-binder. But, at the beginning his legs trembled and his voice faltered when he rose to speak. Stage-fright can be conquered. One can acquire perfect self-confidence. Only one must do certain things.

	Desire: One who wants to become a good speaker must have a strong desire to speak well and must have enthusiasm for speaking. And he can get desire and enthusiasm only if he remembers the benefits he can reap by becoming a good speaker. A good speaker can do well in interviews, selling his goods, influenceing the people and their leader. If one remembers all this, their desire will be whetted, their fear will gradually vanish, and they will acquire confidence.

	Mastery of the subject: One cannot have confidence unless one knows one’s subject well. Hence, one must prepare the topic thoroughly, one must read some books, analyse the ideas, and take down points.

	Act confidently: A speaker must put on the appearance of boldness. He/she must dress well. He/she must not have any feelings of inferiority. He/she must always think that they are masters of their subject. And this will surely be able to impress the audience. This auto-suggestion will remove their nervousness and give them self-confidence.

	Practice: Practice is most important in overcoming stage-fright and getting self-confidence. A speaker must prepare his speech beforehand. He must read it several times. Then he must stand before a mirror and speak, as if before an audience.





	Develop self-confidence through preparation: There are very few who can speak extempore. Most of the famous speakers of the world prepared their speeches in advance. Unless you go prepared, you can’t have confidence in youself. And without self-confidence you are sure to feel nervous. And ultimately you may cut a sorry figure. Hence, one must prepare one’s speech thoroughly. But, how to prepare a speech? A few points for preparing a speech are briefly given below:

	Thinking over the speech: In preparing a speech external help is not enough. The speaker must think over the topic day and night. He must even dream of the speech. Gradually many points will evolve automatically. Gradually the logical order of speech will emerge. At this stage the speaker should make necessary changes in the rough draft. Then he should prepare a final draft.

	Discussion with friends: Reading the speech again and again helps to memorize it. But, a quicker method to memorize the speech is to discuss it with friends. So discuss the points of your speech whenever you get an opportunity. Make the speech a topic of conversation with friends. All this will help you to remember what you are going to speak.

	Taking down points: A speaker must take down the important points of his speech on a piece of paper. He can carry it in his pocket. If need be, he may consult it while speaking.

	Rehearsal: Before going to speak, one must confine himself-in a room and deliver this speech, as if before an audience. He must practise it until all the falterings disappear.





	Improvement of memory: To deliver a speech one has to remember a lot of things. Hence, for a speaker, good memory is an asset. But, very few possess good memory. And even those who have good memory cannot always depend on it. Memory is treacherous. It often plays tricks on its possessors. But, memory can be cultivated. By following certain methods, memory can be improved. There are three natural laws of remembering-impression, repetition, and association.

	Impression: You must have a deep impression of the thing you want to remember. And you can have a deep impression by concentrating on the thing, by observing it closely, and by associating it with something similar. Also, if possible get the impression through more than one sensory organ. For example, you can see and picture and hear about it.

	Repetition: Repetition of a thing helps to remember it. It engraves the thing on the memory. But, do not repeat the thing continuously for hours together. Repeat at intervals. And before leaving home for delivering the speech go through it.

	Association: Associate the thing you want to remember with something similar. Create a picture of the thing in your mind. For example, if you want to remember the name of a person, associate it with the special features of his face or associate the name with his business or profession.



One more thing, besides these three natural laws, is to be done. Arrange the points of the address in the logical order so that one point naturally leads to the next.



	Hold the audience attention: The aim of the speaker is to leave a deep impression on the minds of the audience. The audience must go deeply impressed and highly satisfied, but it is very difficult to achieve this end. The speaker must be able to captivate the attention of the audience. But, very few are born with this capacity. It has to be developed by following certain methods. Some of the methods are pointed out here.

	Enthusiasm: The response of the audience largely depends on the enthusiasm with which the speaker speaks. If the speaker is lukewarm, the response of the audience will be lukewarm. If he is mild and dull, the audience will remain unaffected. A gloomy speech can never get en enthusiastic applause. On the other hand, an enthusiastic speaker catches the attention of the audience at once. Enthusiasm is one of the most important factors in delivery. A speaker must speak from conviction. Every word must have the warmth of the heart. He must be sincere in what he says. He must say what he really wants to say. No beating about the bush. Say earnestly what you believe to be right. Be frank, honest, and straightforward, and the audience is captivated by you. Whatever you say, must be said with intensity. Enthusiasm, sincerity, frankness, conviction, and intensity go together. If you possess these qualities, you are sure to exercise a magnetic influence over the audience.

	Physical movements: The speaker must be at ease. He must be calm and quiet and appear undisturbed. He must stand erect and look the audience in the face. Occasionally, he must use emphatic gestures. He must speak vigorously. His voice must be loud enough to reach the Iast row of audience. All this will deeply influence the audience. They will feel that the speaker has a good command of the subject. And they will listen to him attentively.

	Avoidance of ‘weasel’ word: A speaker must speak with conviction. He must use emphatic words. And he must avoid using ‘weasal words’, such as ‘I think’, ‘it seems to me’, ‘in my humble opinion’, ‘perhaps’. For such expressions give the impression that the speaker lacks conviction. And the audience pays no attention to a man with no convictions.

	Love of the audience: The speaker must have keen interest in the audience He must love them. He must have sympathy for them. Then only the audience will take interest in what he says. Abraham Lincoln won the heart of the audience by his sympathy and goodness to a great extent. One famous actress rightly said, ‘The secret of my success is absolute devotion to the audience. I love my audience’.





	Essential elements of speaking: Speaking is an art. But, very few are born with this art. Like other arts, it has to be acquired by following certain essentials. There are many methods to acquire it. A few of them are pointed out here,

	Patience and perseverance: Almost every speaker has stage-fear at the beginning. He often cuts a sorry figure. He feels that he can never become a speaker. And he wants to give up speaking in public. This attitude is wrong. He must have patience. However great his failure, he must not lose heart. He must try again and again. And he is sure to win at last. Indeed, failures are the pillars of success. Success does not come at once. It has many obstacles to overcome. Nervousness, fear, shock are some of the obstacles. But, do not give up hope. Have patience and Perseverance. Keep on practising. And you are sure to progress. And at last you are sure to become a good speaker. John Brig at Gladstone, Wilier-force had such experiences of failure. But, they had patience. They persevered. And they became world famous speakers. Do not give up even if you cut a sorry figure a hundred times.

	Will and determination: Will and determination play a very important role in making one a good speaker. You must will, and will strongly to become a speaker. You must have determination to become a speaker. A man becomes what he wills to become, if you are resolutely determined you are sure to become a good speaker. Will and determination can overcome all difficulties. Nepoleon rightly said. ‘Victory is will’. An army’s will enables it to win a war. A speaker’s will and determination are sure to crown him with success. Fight and fight even when hope is out of sight.
It is easy to give up, but the glory is in keeping on. You need dogged determination. Those who keep on arrive at destination.



	Picturing success: If you want to become a good speaker, you must picture yourself-to be one. You must visualize that you are on the platform. You must visualize that you are applauded by the audience. This visualization will work miracle psychologically. It will give you confidence and fill your mind with hope.

	Enthusiasm: Deliver your speech with enthusiasm. The applause of the audience will be in proportion to the enthusiasm with which you speak. You must speak with confidence. Every word you utter must have the spark of enthusiasm.

	Four Gs: In art of speaking and influencing in business, Dale Carnegie says that essentials for success in speaking are four Gs. He means four words beginning with ‘G’—grace, gumption, grit, and guts. Grace is the quality of being pleasing and attractive in your appearance, movement, and delivery. Gumption means common sense and initiative. Grit is the quality of courage and endurance. And guts is courage and determination.





	The element of delivery.
In speaking delivery matters most. A speaker, therefore, must take care of his delivery. He must know the qualities of a good delivery. Some of these qualities are:

Three things matter in a speech—the speaker, manner of delivery, and matter. Of these, the manner of delivery is the most important. Edmund Burke’s speeches contained admirable logic and reasoning. But, as an orator he was a failure, because he did not know how to deliver his gems.

	A sense of communication: When you speak the audience must feel that you are delivering a message to them. That is the first essential of good talking. To give the audience a sense of communication, you must speak to them intimately. You must look at the audience and talk as if they are familiar to you. You must not look over them at the wall and utter the words mechanically. That is soliloquy, not talk. Talk to the audience directly as if you are engaged in a conversation with them. Your tone must be natural, enlarged a bit. You must not imitate others. You must be your natural self. You must have individuality. As a speaker that is your most precious possession. Thus only, a sense of communication can be established. And once the sense of communication is established, you gain the confidence of the audience and you make a deep impression on them.

	Sincerity and enthusiasm: Enthusiasm is one of the most important features of good delivery. The speaker must be honest, sincere, and straightforward. He must speak with conviction. In other words, he must put his heart in his talks. Every word must have the warmth of the heart. If his heart is in his work, his delivery is sure to be effective. A thing said with conviction and said enthusiastically is sure to deeply impress one and all.

	Stressing important words: The speaker must put more stress on some significant words and hurry over the others. This is what we do in our daily conversation. Emphasis on the important words will convey your ideas vividly to the audience.

	Change of pitch: The speaker’s voice must not be monotonous. The pitch of his voice should flow up and down, Then only the effect will be pleasing. On the other hand, if the speaker’s voice is always on the same level, it will become monotonous. And monotony will bore and even disgust the audience.

	Variation of the rate of speaking: The speaker must vary his rate of speaking This is a good method of driving a point home. Speak several words with great rapidity, and when you come to the words you wish to emphasize, let the voice linger. And then again rush to the end of the sentence like lightning. This method arrests the attention. It is natural. It is emphatic. Above all, it is pleasing.

	Pause before and after important ideas: Pausing before and after an important idea attracts the attention of the audience.



This was Lincoln’s method. He often paused in his speaking. This sudden silence has the same effect as a sudden noise. But, the speaker must practise this method. He must pause naturally. If pauses are judiciously used, they produce a tremendous effect on the audience. Silence becomes more eloquent than eloquence itself.



	The importance of personality: Personality of the speaker has a lot to do with his success. But, personality is an intangible and elusive thing. It cannot be clearly defined. And it is difficult to say how it can be developed. But, by following some suggestions the speaker can appear at his best. His dress and his behaviour on the platform, etc. count. By paying proper attention to this, one can favourably impress the audience.
	Rest and food: Before going to talk, you must take sufficient rest. Take light food. For, a heavy meal makes one uneasy. Do not do anything that dulls your energy. You must look fresh and energetic. Vitality has a magnetic power. It impresses the people around.

	Dress: Dress neatly and attractively. You must appear cheerful. Never look gloomy. Good dress has a great psychological effect on the mind. It heightens one’s, self-respect and increases self-confidence. Such is the effect of dress on the wearer. It also leaves a good impression on the audience. Shabby dress, on the other hand, makes one feel ill at ease. And the audience generally forms an unfavourable impression about a shabbily dressed person.

	Arrangements in the hall: Surroundings count. The hall where you are going to speak should be spacious, well ventilated and well lighted. The audience should sit together, it is difficult to influence an audience that is scattered. Empty chairs between the audience dampen and have a chilling effect on the enthusiasm of the speaker.

	How to stand: Stand erect. Do not hide yourself-behind a table. Let the light fall on your face. Let there be no useless things on the table. Let there be no attractive things behind or on either side of you. There should be as few people on the stage as possible. The speaker’s hands should not play with his clothes. Nor should they make any nervous movements. For, all these distract the attention of the audience. The speaker should stand still and control himself- physically.

	Gestures: For gestures, no fixed rules can be laid down. For, if you follow rules for making gestures, the gestures become mechanical and repulsive. Gestures must be born on the spur of the moment. They must be the spontaneous results of your enthusiasm and impulses. Imitated gestures are like imitated smiles, which are not smites but grimaces. Gestures should be as pleasing as a spontaneous smile. In short, make only those gestures that come natural.





	How to open a talk to capture the audience? The manner of opening a talk is of great importance. The audience forms the first impression from it. And the first impression counts very much. But, the opening of a talk is difficult. It has to be carefully worked out in advance. Some hints as to how to open a talk are given here:

	Introduction: The introduction should be short and precise—a sentence or two. Go straight to the heart of the subject. Do not waste much time on introduction.

	Apology: It is unwise to begin a talk with apologies. Do not be too modest. Do not emphasize that you are unprepared or that you are not a fit person to speak on the subject. Do not praise the chairman and other dignitaries too much.

	Humorous story: It is bad to begin a talk with a humorous story. Very few can tell a humorous story interestingly. Such a story at the beginning of a talk embarrasses instead of entertaining the audience. It is difficult to excite laughter. If your story fails to generate laughter, the effect is tragic rather than comic.

	Curiosity: You should begin your talk in such a manner that it can arouse curiosity. You can begin with a personal experience, a specfic illustration, or by asking a question.

	Exhibit: The easiest way to arouse curiosity is to show an exhibit. By holding up an exhibit you can at once draw the attention of the audience towards it.

	Question: You can begin your talk by asking a question. By a question you make the audience co-operate with you. You take them into confidence. And they form a good impression about you.

	Quotation: You can begin with a quotation from a famous man. It draws the attention of the audience at once to you. For, everybody is interested in what famous people say.

	Shocking facts: Shocking facts easily capture the attention of the audience. Hence, it is good to open a talk with them. But, you must telI them the sources of these secrets. Otherwise they may not believe your statement.

	On-the-spot remark: One can open a talk with an on-the-spot remark. That is to say, begin with a casual remark that is relevant in the circumstances. For example, you may refer to what the earlier speaker said. Or, you may refer to an incident that happened in the course of the function.

	Capture the audience: You aim is to capture the audience. Hence, open a talk with a statement with which everyone will agree. If you can do so, you get the audience on your side at the very outset.





	How should one close a talk? The manner of closing a speech is as important as the manner of opening a speech. Perhaps the close is more important. For, it is likely to be remembered longer! Hence, it must be planned, prepared, and carefully mastered in advance. Rehearse it, learn it by heart so that you can deliver it enthusiastically and convincingly. Famous orators like Webster, Bright, and Gladstone did it.
	No sudden ending: Do not end your talk abruptly. It should be natural. It should be closely connected with what you have discussed. You can end by summarizing the points you have talked about.

	Appeal for action: If you want the audience to do something, end your talk with an appeal. The appeal should be emotional. You must touch the very depth of their feelings.

	Compliments to the audience: You must pay sincere compliments to the audience. You want the audience to admire you. Naturally, you should please them. But, you must guard yourself-against flattery and extravagance. Your compliment must be sincere. Then only they will be effective. If the audience think that you are false, the effect will be just the reverse.

	Quotation: You can close your talk with a quotation from some authority. Quotations from religious books or poets have great appeal.

	Climax: A popular way of closing a talk is the climax. It is difficult to construct a climax, But, when well done, it produces a tremendous effect on the audience.
 




	How to make your meaning clear? Whatever you say must be clearly understood by the audience. Every word, every sentence must convey what you intend to say. Otherwise your talks will fall flat on the ears of the audience. Your efforts to win their hearts will be futile. Therefore, take care of the language you use. Also take care of the ideas you want to convey to the audience. Some hints as to how you can make the meaning clear are given here:
	Simple language: The audience is generally composed of all kinds of people. Take care that your talk does not go over their heads. Always use simple language. In speech simple and direct language has great impact on the audience. The language of the Bible is simple, emotional and emphatic. Read the Bible as often as you can. Famous creators like, John Bright often read the Bible. Avoid technical language when you are addressing a lay audience. Abraham Lincoln always put his ideas into a language which could be understood even by a boy,

	Appeal to the sense of sight: One can understand a thing more clearly by seeing it than by hearing about it. Eyes are better carriers of ideas than ears. Hence, you can use charts, maps, diagrams, etc.

	Repetition: Important ideas can be repeated. But, do not repeat the ideas in the same language. Vary the sentences. Repetition in different language will make the ideas clear.

	Illustrations: It is very difficult for the common people to grasp abstract ideas. So, whenever you deal with abstract ideas, give illustrations. Better refer to specific instances and concrete cases.
Limited points: Do not try to cover many points. Refer to only a few points. But, develop each point fully.



	Summary: Give a brief summary of what you have dealt with.





	How can the speaker create interest in the audience? To impress and convince the audience is your aim. But, how to do it? It is an uphill task. But, if you cannot do it, you are a failure as a speaker. Follow the suggestions given here. You are sure to succeed.

	Convince yourself: If you want to convince others, you yourself-must be convinced first. You must have a mastery of the ideas you are dealing with. And then deliver them with enthusiasm. The audience is bound to be convinced of what you say. And they will be interested in your talk.

	Common ground: If you have something new to say, do not attack the beliefs and ideas of the audience. If you attack, the audience will become antagonistic. On the contrary, you should say that your ideas are similar to something they already believe. This will disarm their opposition. They will be impressed. And they will be interested in the talk.

	Restatement: If the audience is not impressed by your ideas, repeat them several times. Daniel O’Conneil said that a political truth is taken up and adopted by the audience only if it is repeated again and again. Incessant repetition is required to impress truths upon the minds of the people. But, for repetition of the same thing one must have a command of the language. Language of restatement must vary.

	General illustrations and concrete instances: General illustrations and concrete instances can impress the audience. They help to prevent the audience from putting forth opposite ideas. General illustrations and concrete instances make the ideas clear. Hence, they impress the people.

	Quote authorities: If you quote from any author, you must quote the exact words. Also you must tell from whom you are quoting. The sources should be authoritative. Quote a popular man. Quote a local man. Quote one who is accepted as authority by all.

	Extraordinary facts: People are always interested in extraordinary facts about ordinary things. So consult as many books as you can and dig out some unusual facts about the things you are dealing with. The audience will at once be impressed and take interest in your talk.

	Audience’s interests: Talk about things in which the audience are interested. Refer to the local people and local incidents. The audience will be keenly interested in such a talk.

	Mental pictures: Use words which conjure pictures before your mind’s eye. Such pictures are deeply impressed on the mind. Sprinkle them through your talks.

	Contrast: Use of balanced contrasts creates interest. Good contrasts are the brick and mortar of a good speech. Macaulay used them often. One example—‘The rules are meant to be observed in the spirit, not in the letter-for the comfort, not the discomfort of the passengers’.





	How can the speaker improve their diction? Language is the medium through which we express our ideas. As the vehicle of ideas, it is the most Important element in speaking. Without having a good degree of command of the language, one cannot hope to have success as a speaker. On the other hand, one who is master of the language can command the audience. The manner is more important than the matter. But, how to acquire command over the language. There are several methods.

	Company of great masters: Your language will be largely a reflection of the company you keep. Therefore, keep company with the masters of literature. Devote several hours every day to reading Shakespeare and other poets and prose-writes. Gradually and unconsciously your mind will be enriched and your diction will have the stamp of these masters. This is what Lincoln did. This is what Jefferson did. Read the newspapers hurriedly. And devote the time thus saved to reading enduring books the Holy Bible is an excellent book. John Bright read it daily. Read it whenever you get time.

	Dictionary: Make a dictionary your constant companion. Look up the familiar word: Find out its real significance. Find out how it is used.

	Derivation: Study the derivation of the words you use. The histories and developments of words are not at all dull and dry; they are very interesting. Indeed, they are replete with romance. Enjoy the romance of words.

	Worn out words: Do not use threadbare words. Take care to use words which express the meaning precisely. Do not beat about the bush. Say firmly what you want to say by using the appropriate words. If need be consult a dictionary or Roger’s ‘Treasury of Words’. Do not use the words that have become hackneyed by constant use. For example, use ‘elegant’ for ‘beautiful’. Use adjectives sparingly and appropriately. An adjective is the enemy of a noun.

	Trite comparisons: Do not use trite comparisons, such as ‘cool as cucumber’. Use fresh comparisons. Use the language boldly. Have the courage to create similes of your own.







WHAT IS ORAL COMMUNICATION?

Oral communication, also known as verbal communication, is the interchange of verbal messages between a sender and receiver. It is more immediate than written communication. It is also more natural and informal.
 
 

4
Understand the nature and importance of oral communication in business transactions and personal interactions.

In human development, speech precedes writing. Children first learn to speak, and then, much later, develop the ability to read and write. The ability to speak/articulate single words and later speak groups of words in meaningful sequence comes to children in the course of their growth. This ability develops from listening to verbal sounds (words). As compared to written communication, therefore, the ability to communicate through the spoken word (speech) is a naturally developing ability (barring medical abnormalities).

In business, oral communication is used more than written communication. A study of executive working hours showed that 70 per cent of an executive’s time is spent on communicating. Forty-five per cent of this time is spent listening, 30 per cent is spent on speaking, 16 per cent on reading, and 9 per cent on writing. As 75 per cent executive communication is oral, it is advisable that executives develop their listening and speaking (oral communication) skills.1

 



A manager should be able to converse or discuss persuasively, effectively, and convincingly.





Importance of Oral Communication Skills

A manager’s maximum time is devoted to oral communication. He or she is often engaged in one of the following tasks: meetings, discussions, negotiations, seminars, presentations, interviews, peer conversations, providing instructions, and telephone conversations. All these business activities, except telephone conversations, involve face-to-face verbal communication. A telephone conversation is one-to-one oral communication that requires skillful control of tone, voice, and pitch, and precise use of words.

In business transactions that involve face-to-face interaction between individuals or groups of individuals, it is not enough to be able to talk, discuss, converse, argue, or negotiate an issue. A manager should be able to do all these persuasively, effectively, and convincingly. But to be convincing, he or she must know and apply the skills of oral communication.

Managers face difficulties in resolving the problems of workers and influencing others through dialogue and personal discussions. They need oral communication skills that include being able to:


	Solve problems

	Resolve conflicts

	Influence people to work together

	Persuade others to be involved in organizational goals

	Be assertive without being aggressive

	Listen thoughtfully

	Negotiate effectively

	Make proposals



These skills include developing the necessary tact to work effectively for mutual satisfaction in complex situations. Broadly speaking, one has to know when to talk; when not to talk but to listen; how to talk (the tone, pitch, and modulation); how to interpret the listener’s facial expressions, physical gestures, movements, and attitude; and how to be aware of one’s own body talk (leakage), which consciously or unconsciously sends signals to the listener. This includes one’s choice of words, level of confidence, and sincerity.

 



It is said that it does not matter what you say, but rather, how you say it.





Choosing the Form of Communication

The choice between using oral and written communication is guided by considering the suitability of oral or written form for the purpose and nature of the subject of communication. Both written and oral forms have advantages and limitations, which are listed in Exhibit 4.1.
 
 

5
Know when to choose oral communication instead of written communication.

Principles of Successful Oral Communication

There are three communication situations in which oral communication takes place:


	Face-to-face

	Intercultural

	Via electronic media



Oral communication is indispensable in any group or business activity. Here are some of the characteristics and principles of effective oral communication:


	Purpose: The purpose of talking effectively is to be heard and understood by the listener.

	Lively rhythm: Oral communication should, first of all, have a lively rhythm and tone.

	Simple words: It is important to use language that is free from long-winded sentences, clichés, and old-fashioned words and phrases. It is best to employ commonly used words and short and simple sentences. 


	Pitch: The pitch of the speaker’s voice should take into consideration the distance between the listener and the speaker.

	Tone and body language: The speaker’s tone should be marked by sincerity and confidence. The listener, unlike the reader of a written communication, has the advantage of watching the speaker in the act of verbalizing his or her ideas and feelings, and is able to note subconscious body language that may contradict the intent of the spoken words. Therefore, in face-to-face communication, the message is both heard and seen. A speaker has to be very careful, both about his or her choice of words and the manner of speaking them. The manner of speaking is, at times, more important than the actual words, which communicate only 7 per cent of the total meaning of the message. Albert Mehrabian’s research reveals astonishing facts about how exactly different factors contribute to a speaker’s total message:2

	Verbal factors (words): 7%

	Tone of voice and modulation: 38%

	Visual factors (facial expressions, body movements, and gestures): 55%



Effective speakers learn to control and use their tone and body language to support their words. The role of tone and visual expressions and body language as contributory factors in oral communication will be discussed in detail in Chapter 7.



	Pace of speaking: Unlike the written word, the spoken word is ephemeral and shortlived. Listeners cannot refer back to the spoken word as readers can in case they missed something. This is an inherent limitation of speech. To overcome this limitation, the listener has to listen closely and attentively and the speaker should converse slowly, with proper semantic pauses, to enable the listener to receive and register what is said. There should be a correlation between the pace of speaking and the rate of listening. Research has established that an individual speaks nearly 125 words a minute, but the listener can process the information nearly 4–5 times more rapidly than this. If the gap between hearing and registering is too wide or too narrow based on the pace of speaking, comprehension will to be adversely affected. Hence, an important principle of oral communication is to speak fluently, without long pauses or without rushing.
 



Research has established that an individual speaks nearly 125 words a minute, but the listener can process the information nearly 4–5 times more rapidly than this.







	Fluency: Fluency is described in the Oxford English Dictionary as ‘the quality of being able to speak or write a language easily and well’. A fluent speaker is one who is heard with ease. The listener does not have to strain his or her mind to receive, register, and interpret the message. Listening is activated and helped when the speaker delivers his or her words in an ordered manner. Each word is distinctly heard and easily connected with other words to form the structure of the message.
 



Listening is activated and helped when the speaker delivers his or her words in an ordered manner.










Exhibit 4.1
Comparative Advantages and Limitations of Oral and Written Communication

[image: image]


Guidelines for Effective Oral Communication

Oral communication should provide a platform for fair and candid exchange of ideas. The communicator should keep in mind the following tips and guidelines:

6 
Learn key skills of oral communication.


	Consider the objective.

	Think about the interest level of the receiver.

	Be sincere.

	Use simple language and familiar words.

	Be brief and precise.

	Avoid vagueness and generalities.

	Give full facts.

	Assume nothing.

	Use polite words and tone.

	Eliminate insulting implications.

	Include some information that is interesting and pleasing to the recipient.

	Allow time to respond.



Barriers to Effective Oral Communication

Managers have to communicate individually with people at different levels—superiors, subordinates, peers, customers, and public figures. The oral mode of communication is easy, efficient, and functionally helpful in resolving issues. But oral communication demands great control and communicative competence to be successful. The foremost barrier to oral communication is poor listening. Listening is a psychological act affected by several factors, such as the speaker’s status, the listener’s receptivity and retention, language barriers, and so on. These are discussed in detail in Chapter 6.

THREE ASPECTS OF ORAL COMMUNICATION—CONVERSING, LISTENING, AND BODY LANGUAGE

The ability to present and articulate one’s viewpoint in a conversation is one of the most important components of oral communication. Effective conversationalists try to present facts, not opinions; they stick to the point; keep the listener’s interest in mind; support their arguments with suitable examples; and ask for feedback and answer questions honestly. It is also important to know how to negotiate between opposing viewpoints and control the direction of conversation without being aggressive. These conversation skills are discussed in detail in Chapter 5.

The other side of oral communication involves careful listening. To be able to understand and appreciate others, one should allow them to express themselves freely, without being interrupted, and listen carefully. To improve your oral communication skills, you should know whether you are an effective or ineffective listener. By knowing your own characteristics, you can improve your listening skills as an important element of effective oral communication. Inconsiderate listeners may annoy and disturb the speaker by interrupting or showing little interest in what is being discussed. Effective listeners on the other hand try to encourage the other person via positive body language and expressions. They indicate that they feel interested and understand what is being discussed. Chapter 6 discusses listening in greater detail.

Body language is the third major aspect of oral communication, as it often reflects unspoken thoughts and emotions. The speaker should not be vague or unfocused, but instead, should make eye contact with the audience, encourage questions and interaction, show confidence, and get to the point without unnecessary talking. The nuances of nonverbal communication and body language are discussed in Chapter 7.
 
By practicing the basic skills of good listening, effective conversation, and positive body language one can become an effective communicator and be successful as a manager or negotiator, or in any situation involving conversation or discussion.

INTERCULTURAL ORAL COMMUNICATION

Today, interaction with foreigners for business, education, and social purposes has become very frequent. The cultural differences in social behaviour, values, language, and articulation pose difficulties for both sides. This is because we live in a multi-cultural society and interact with people who speak a variety of languages and belong to different subcultures.
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Appreciate how intercultural situations require thoughtful oral communication.



Communication Snapshot 4.1
Intercultural Communication




Besides language barriers, intercultural interaction is deeply affected by the lack of familiarity with business and social norms and conventions of the respective cultural groups. In this context, the novel by Anurag Mathur, The Inscrutable Americans, is valuable. We can further understand this context by studying a real-life example. The scenario is about Abhishek advising Ankit, his younger brother, who has just arrived from India to pursue his studies in London.

 

“Hey Ankit, life here’s not that similar as back in India. To make friends and create a social network of friends here, I suggest that you first get a feel of this place. I mean, get to know how things happen and what’s what, and consider observing the whole scenario first.”

 

Abhishek’s advice is based on a very pragmatic outlook towards life and not based on any preconceived notions or to pass any judgements about the new culture. One such example proves Abhishek’s belief, as an event in the early days of Ankit’s stay at a grocery store exposes how essential it is to be familiar with the norms in which business and social life is conducted in a foriegn culture.

 

“At the department store in a mall, seeing the friendliness and the convenience of shopping, Ankit felt overwhelmed. He had been visiting that nearby mall and that department store often. However, due to his recent visits he was familiar with the staff well and believed that the basic attitude towards treating customers was no different in London as compared to the Indian subcontinent. So at the point of sale when the cashier informed him about the total for his purchase, “That’ll be 27 Pounds and 90 Pences, sir”, Ankit firmly replied, "25 Pounds!”

“Sorry, sir”, the cashier replied, “that’s 27 Pounds and 90 Pence”.

“25 Pounds”, Ankit proposed.

“Excuse me but no sir”, the cashier replied apprehensively, “if you’ve run short of cash we’ll gladly accept all the major credit cards, cheques or traveller’s cheques”.

“26 Pounds”, said Ankit firmly, “no more, or I am going to some better shop. They are saying that they have a sale but I am giving you an opportunity first”.

The cashier finding the situation awkward began to look around wildly. “Excuse me, sir”, the cashier implored, “I’ll have to call for the manager.”

The manager came.

“Hello Sir! Is there any problem, sir?” asked the manager courteously. “Could I be of any help?”

“The prices at this store are exorbitant,” said Ankit firmly.

“Ha, ha, ha,” chuckled the manager, as he leaned forward conspiratorially he said softly,

“if you’ve run out of money, leave few of these items, I’ll reduce 3 Pounds and throw in free this bag of wafers. How about that? Is that fair enough?”

“Wafers are fattening,” said Ankit firmly.

“All right”, said the manager already saturated, “Please can you tell me what’s your real problem here? You don’t have the money to pay?”

“No, I have enough money to pay” said Ankit, “but this only worth 20 Pounds.”

“Oh, I see”, said the manager, “says who?”

“Who fixes these prices?” demanded Ankit unfeelingly.

“How the hell do I know? Hey, you, look, I am just an employee here. I don’t wish to create a scene here, all right?”

“27 Pounds.”

“Hey buddy, who are you? Hosni Mobarak sent you, huh? He is an Arab too, isn’t he?”

“I am from India and not from some Arab country. 22 Pounds.”

“I don’t believe this. Why don’t you just take the whole damn thing free?”

“Thank you”, said Ankit, gathering the package.

“Hey, hang on, wait up. Jesus, I get all sorts of madmen in this establishment. All right, 25 Pounds, and that’s it.”

 

In the entire incident, the cashier and the manager failed to understand the exact intentions of Ankit. Even other people working at the store were oblivion to such a situation as they were not familiar with the practice of bargaining. Ankit was used to the Indian way of shopping by bargaining and was not willing to pay the full amount of 27 Pounds and 90 Pence. In the London shopping atmosphere, bargaining was unheard of, so when Ankit went on quoting different amounts in response to the fixed amount repeated by the cashier, it made no sense. When his friend Mike asked Ankit about what was going on, Ankit replied that he was bargaining. Mike who was aware about London business culture and shopping habits was amused at the prospect of the great fun to be caused by Ankit’s bargaining.

To facilitate intercultural interaction, it is necessary to ensure that the language, context, social and business practices, and values and norms are shared across different groups. Native speakers of English should remember what they themselves experience when they interact in a foreign language. To enable a foreign language speaker to follow them, native speakers should speak their first language (English) slowly and articulate each word as distinctly as possible. In addition, they should avoid the use of colloquial expressions that can cause difficulty for the other person.





Indian speakers of English often face difficulty in conversing with Americans, the British, or other English-speaking Europeans. The foreign accent and speed of speaking sometimes make it difficult to follow what is being said. Even though the conversation takes place in English, two persons from different cultural backgrounds rarely speak English in the same way or understand it to the same extent.

ORAL COMMUNICATION AND ELECTRONIC MEDIA

In business, the use of telephone, voice mail, phone conferencing, video conferencing, cell phones, and e-mail occurs in accordance with the need and purpose of the communicator. Since the communicators in these situations are not face-to-face, one has to have a high level of oral communication skills to be able to communicate effectively through these methods.

8
Apply oral communication skills to new communication technologies.

Phones

In business, for immediate information and response, the handiest mode of communication is the telephone. Though convenient for the caller, it is often viewed by top managers or very senior executives as a source of interruption. Hence, the phone is often received by an administrative assistant. After the caller explains the purpose of the call, he or she is put through to the concerned person.

Most organizations have a standard way of answering phone calls. The normal practice is for the receiver to greet the caller and then state his or her name and department. On picking up the phone, one should never say, ‘Yes—who is it—what do you want’? Instead, the receiver should sound polite by saying something like ‘May I know who is calling’? or ‘May I know in what regard you are calling’?

Nowadays, organizations have automatic exchanges that facilitate direct connections with the desired extension; alternatively, the Interactive Voice Response (IVR) may guide callers to the extension or ask them to wait for the operator. The operator usually begins by stating the organization’s name, or by a greeting such as, ‘Good morning, IMT’.

In business, courtesy counts. One doesn’t automatically know how important the caller is for the company’s business. So, every phone should be received with a standard sequence of phrases. If the intended receiver is not available, courtesy demands that a message be taken. But for that one has to be ready and equipped with a pen or pencil and paper. If the call reaches the receiver directly, generally, the response is just the name of the person, for instance, ‘Vinod’.

Business telephone conversations should be only as long as is essential. If the other person starts going off-topic, the receiver may indicate that he or she wants to close the conversation by summarizing and repeating the intended/decided-upon action. The call should end with some expression of goodwill, such as ‘Thanks for calling’, ‘Pleasure talking with you’, or ‘I will get back to you’.

Voice Mail

Voice mail facility is a common feature of an organization’s phone system. It is a means of digitally recording voice messages that can be saved and forwarded, or skipped and deleted. It allows executives to attend to calls when they are free. When they are busy with meetings or work outside the office, they can transfer their calls to voice mail and check messages from any location at any time.

The voice mail message should sound as natural as possible and should be courteous. The caller should be able to recognize it as the intended receiver’s voice. The recorded message may be something like ‘This is Pallavi Mehta in the R&D department. Please leave me a message. I shall call you back. Thank you’.

Conference Calls

Telephones and cell phones have a conferencing system that allows several persons to talk with each other at the same time. This technology is now commonly used by companies across the globe.

There can be two types of business calls. The first is a one-way closed circuit communication that allows employees to tune in and hear an announcement; for example, daily/early morning progress reports, plant production reports, or other briefings are simultaneously heard by dozens of widely spread out persons via the phone and/or a public announcement system.

The second type of call is interactive. A number of persons can be on the same conference call. In this system, each participant can listen as well as talk. Through a conference call, different members of a team working on a project together are able to update themselves on the progress made by the team without conducting meetings faceto- face. Through the interactive conference call system, each team member can interact with others from their own work location. This saves companies time and transportation costs. Moreover, the interaction is real-time and can happen as and when required.

Conference calls are used by most organizations as a routine communication channel for planning, updating, coordinating, and monitoring activities without requiring employees to travel long distances for a meeting of a few hours.

Cell Phones

Cellular phones are a popular instrument of communication worldwide. Their utility for business executives has been greatly enhanced by the introduction of General Packet Radio Services (GPRS) technology. GPRS technology allows the radio transmission of small packets of data, especially between mobile phones and the Internet. Mobile handsets enabled with GPRS technology do the work of laptops/computers and voice recorders. They are more convenient than laptops, as they are smaller and easier to transport.

Video Conferencing

Internet-enabled video conferencing is an electronic version of face-to-face communication. Business meetings, interviews, and other urgent interactions among several distantly located individuals can be effectively conducted without requiring participants to move from their respective places of work. Video conferencing is more complex than talking on the phone. It involves the use of cameras for images and phones for speech and sound communicated back and forth over the Internet. As with face-to-face communication, video conferencing calls for a whole range of oral skills, such as clear and natural speaking, attentive listening, and positive body language. For successful video conferencing, the following points may be kept in mind:


	Choose a quiet place as this will eliminate background noise.

	Set sound/volume to an appropriate level.

	Ensure that the faces of the speakers are visible by checking the lighting in the room.

	Sit comfortably facing the camera. Do not move unnecessarily.

	Wait for the image of the other person and your own image to appear on the screen before beginning the discussion.

	At the beginning of the conversation, introduce yourself-and your team to the other party.

	Wait for the transmission to complete before responding. Due to technical issues, there may be pauses between the two speakers.

	Always direct your message or question by specifying the person you are addressing.

	Treat video conferencing as an audio–visual medium of relaxed business and social communication connecting people in different locations.



SUMMARY


	Speaking is a mode of communication.

	Effective speaking skills are learnt and developed through patience and perseverance.

	There are advantages of oral communication over written communication, such as its immediacy and directness, the scope for immediate feedback and interaction, and the inclusion of non-verbal communication such as body language and gestures.
 
	There are also some disadvantages of oral communication when compared to written communication. These include the lack of a record that can be referred to later, the inability to rephrase or revise ideas and words once they have been expressed, the difficulty in controlling one’s body language, and the inability to circulate the communication to a large group of people at a later time.

	The principles of effective oral communication include paying attention to tone and body language, modulating one’s pitch, speaking naturally, listening thoughtfully, using simple language, and pacing one’s speed when speaking.

	It is important to be careful and thoughtful when communicating in an unfamiliar culture.

	New electronic technologies call for skillful oral communication and should be thoroughly understood by business executives.



CASE: Dealing with outsourcing Backlash

‘I don’t want to speak to you. Connect me to your boss in the US,’ hissed the American on the phone. The young girl at a Bangalore call centre tried to be as polite as she could.

With the increasing resentment over jobs lost to countries like India and the Philippines, hate calls and mails are a common occurrence, say call-centre executives and industry experts. According to them, many callers from the West refuse to speak to an Indian. When callers are unhappy with the fact that jobs are being outsourced to low-cost offshore destinations, their frustration often turns racist or sexist. A young girl at a call centre recalls how a Londoner unleashed himself, ‘Young lady, do you know that because of you Indians we are losing jobs’?

Call-centre employees are advised to ‘be cool’ in such situations. They are often taught how to use neutral accents and say ‘zee’ instead of ‘zed’, and some call centres even try to educate their employees about American lifestyle and culture. Some call centres provide gyms and pool tables to help their employees counter the stress they experience as a result of irate or racist calls.

The furor raised by the Western media over job losses because of outsourcing has made many citizens resent the fact that their calls are answered by people in foreign locations. Angry outbursts are a reality that call centre executives are trained to deal with. ‘It’s happening often enough, so let’s face it,’ says a senior executive of a Gurgaon call centre, adding, ‘This doesn’t have any impact on business’.

Questions to Answer


	Assume you are working as an operator at a call centre in India and are receiving irate calls from Americans and Western Europeans. How would you handle such calls? Imagine a situation and state what your response would be.

	‘Keep your cool’. What does this mean in terms of business courtesy?

	Do you agree with the view that such abusive conversations on the telephone do not have any impact on business? Give reasons for your answer.





Sources: Based on ‘Outsourcing Backlash Gets Abusive, Ugly,’ Hindustan Times, December 21, 2003, New Delhi; and Rama Lakshmi, ‘India Call Centres Suffer Sturm of 4-letter Words,’ The Washington Post, February 27, 2005.

REVIEW YOUR LEARNING


	Discuss five essential elements of speaking.

	Give five reasons for choosing the oral mode of communication instead of the written form.

	What skills does a speaker need to be successful in communicating with others? Give an example of difficulty or failure in oral communication.

	Discuss some of the principles of effective oral communication.

	In intercultural conversation, both how you talk and what you say is equally important for building good professional relations. Give examples and explain.



REFLECT ON YOUR LEARNING


	What determines your speaking style?

	How would you improve a person’s courage and selfconfidence for public speaking?

	What are the ways of holding your audience’s attention?

	How does a marked slowdown in the pace of speaking affect interpersonal communication?

	What is the effect of electronic media on oral communication?



APPLY YOUR LEARNING

Romil and Sandeep had to go to Khan Market to run some errands. They decide to borrow a bike from one of their friends in college. When they asked him for the bike, he responded, ‘Normally, I do not lend my bike to anyone. A few days ago, I lent it to Arpan and the bike developed some problem—there was an overflow of petrol’. Romil and Sandeep thanked their friend curtly and left without further conversation. Their friend was surprised. He wondered why they did not take the bike they had wanted to borrow.

Analyse the friend’s response to Romil and Sandeep’s request. What did he really intend to convey when he gave Arpan’s example?

SELF-CHECK YOUR LEARNING

From the given options, please choose the most appropriate answer:*


	Speaking is:
	a silence

	a mode of communication

	an art

	a skill





	Goals of speaking are:

	to inform and persuade

	to persuade and delight

	to inform, remind, and delight

	the very goals of communication





	Oral communication is better than written communication for:

	providing opportunity to refer back

	conveying facts and opinions

	conveying feelings and emotions

	saving time





	The limitation of oral communication is that:

	it is irreversible—what is said cannot be taken back

	it is not affected by the speaker’s feelings or stress or excitement levels.

	it is easy to be aware of our body language

	it does not require on-the-spot thinking





	In business, oral communication is face-to-face:
	 in all situations

	in some situations

	in no situation

	in all but one situation





	The foremost barrier to oral communication is:

	poor listening
 
	humility

	interestedness
	 concentration





	The effectiveness of oral communication depends on the speaker’s ability to use:

	complex words

	long sentences

	simple language

	foreign words





	In oral communication, what matters most is:

	what you say

	how you say it

	when you say it
 
	where you say it





	Oral communication is also known as:

	verbal communication

	non-verbal communication

	impersonal communication

	face-to-face communication





	In business, oral communication is suitable for:

	recording things

	discussing things

	delaying the decision-making process

	confusing workers







ENDNOTES


	Rankin, P. T., ‘The Importance of Listening Ability’, English Journal 17 (October 1928), pp. 623–630.

	Albert Mehrabian, ‘Communication Without Words’, Psychology Today (September 1968), 53–55.








  *For answers and self-evaluation, visit www.pearsoned.co.in/PDChaturvedi






  

CHAPTER 5


Conversation Skills


“A gossip is one who talks to you about others; a bore is one who talks to you about himself; and a brilliant conversationalist is one who talks to you about yourself.”


—Lisa Kirk






Upon completion of this chapter, you should be able to:







	Know the meaning and social purpose of conversation.


	Learn how to break the ice and start conversations.


	Comprehend conversation control and its applications.


	Identify and avoid parallel conversations, while developing sequential ones.


	Appreciate the role of Transactional Analysis (TA) in interpersonal communication and the resultant behaviour.


	Know how to control the direction of conversation in meetings, oral presentations, and negotiations, and how to influence or motivate the listener or audience.















COMMUNICATION AT WORK







Communication researchers suggest that our communication style has more to do with whom we are talking to than who we are. Language experts say men and women have gender-specific communication styles. Studies suggest that men speak in a more ‘male’ way when they are interacting with other men, and women tend to speak in a more ‘female’ way when they talk with other women. But when men and women converse with each other, these differences are less pronounced as each person adapts to the other’s style. Studies also show that women refer to emotions, use personal information, and make self-derogatory comments more frequently than men. Men do these less frequently and are more likely to express opinions and use insults.


To study if such conversation patterns extend to e-mails, researchers from the University of Otago in New Zealand recruited 22 psychology students and had them correspond by e-mail with a ‘net pal’ for two weeks. Each participant had one ‘female’ and one ‘male’ pal (these ‘net pals’ were actually one of the experimenters using femalepreferential or male-preferential language). They found these patterns to hold true in the study. The research team found that, regardless of their own gender, the students used ‘male’ language while communicating with the ‘male net pal’ and ‘female’ language with the ‘female net pal’. The authors of the study, Rob Thomson, and his colleagues from the University of Otago, Dunedin, concluded that it is erroneous to assume that the language a person uses in a conversation with someone of the same gender is the ‘natural’ style for that person. Each person is capable of using a range of styles, depending on whom they are talking to.





Source: Based on Rob Thomson, Tamar Murachver and James Green, ‘Where Is the Gender in Gendered Language’? Psychological Science 12, no. 2.








WHAT IS CONVERSATION?


The art of conversation is an essential interpersonal skill that helps build a pleasing personality. Effective conversation helps in getting friendly cooperation in social and professional situations. Conversation involves speaking and listening in a sequence. It is an oral exchange of sentiments, observations, opinions, and ideas. The Longman Dictionary of Contemporary English defines conversation in the social context, which is the ordinary context of everyday life, as ‘an informal talk in which people exchange views, feelings and thoughts’. The Merriam- Webster Dictionary defines conversation in the professional context as ‘an informal discussion of an issue by representatives of governments, institutions or groups’.


What distinguishes ordinary conversation from other forms of oral communication such as debates, public speaking, negotiations, or business discussions, is its informality, in the sense that it is relaxed and friendly without being restricted by the rules of formal behaviour. Conversation, in general, is spontaneous, friendly, and casual. The use of direct, informal, and commonly used phrases constitutes the conversational style.
 

 


1
Know the meaning and social purpose of conversation.


SOCIAL CONVERSATION


Social conversation, also known as chit-chat or small talk, attempts to establish a sociable atmosphere. At a tea-party or social gathering, the conversation reveals feelings of togetherness, rather than communicating ideas or any specific meaning. Words are used in symbolic ways, as verbal social gestures. This social use of words is known as phatic communion.
 

 


2
Learn how to break the ice and start conversations.


The words and phrases used in phatic communion such as ‘It was a pleasure meeting you’, ‘Do come again’, or ‘How is your family’? can be best described as expressions of togetherness and camaraderie and an indication of the speaker’s culture and sensibility as a social being. Hayakawa points out that it is regarded as a social error not to say these things, even if the speaker does not mean them, and that it is completely impossible for us in society to talk only when we ‘have something to say’1. According to Hayakawa, ‘the togetherness of the talking is the most important element in social conversation; the subject matter is only secondary’.


Greetings and farewells, such as ‘Good morning’, used to greet someone in the morning; ‘Take care’, used to wish good luck while parting; or ‘How do you do’?, used when being introduced to someone, do not carry literal meaning and are phatic in nature. According to Bronislaw Malinowski2, phatic communion is a type of speech in which ties of union are created by a mere exchange of words. The words fulfil a social function and ‘that is their principal aim, but they are neither the result of intellectual reflection, nor do they necessarily arouse reflection in the listener’. The Oxford English Dictionary explains phatic communion by saying, ‘they [the words] are used to convey general sociability rather than to communicate a specific meaning; for example, Nice morning isn’t it’? Similarly, the phrase ‘How are you’? is not a question about the listener’s state of health, and ‘Take care’ is not a warning against danger. Phatic utterances are used to break silence. Their purpose is to initiate conversation. This type of conversation does not aim at discussing an idea that may provoke disagreement. Instead, the conversation is usually about some common, shared feeling that can be instantly appreciated, such as appreciation of fine weather or natural beauty. Fuller communication can grow from small, ice-breaking remarks made upon making someone’s acquaintance.


 






Fuller communication can grow from small, ice-breaking remarks made upon making someone’s acquaintance.








Exhibit 5.1 illustrates how small talk and informal, friendly conversation about unimportant subjects creates a relaxed atmosphere for discussing business.


Social conversation in the form of chit-chat, small talk, or phatic communion is not bound by any rigid order or sequence of subject matter. Its order and nature depends on the extent of both parties’ desire to establish a relationship. People who are drawn to each other talk with the goal of reaching a stage where they have a better understanding and exchange of ideas. This is achieved by avoiding subjects that would lead to disagreements. With each point of agreement, no matter how commonplace or obvious, doubt and suspicion of the new acquaintance wear away and the possibility of friendship increases. And finally, when more intimate conversation reveals common tastes, opinions, and views, friendship replaces misgivings and communication in the real sense is made possible. Thus, social conversation is psychologically structured, beginning in casual chit-chat and developing into genuine communication expressive of friendship and cooperation. Exhibit 5.2 shows how one can make small talk and break the ice.


 


Exhibit 5.1
How Small Talk Facilitates Business Conversations






Divya Mehra, an architect and the owner of her firm, Interiors, has commissioned an advertising agency to create an ad brief for her new business plan. The plan involves creating modern office spaces for corporations and businesses. Daniel, who has been given the task of crating the brief and presenting it to Mrs Mehra, visits her to show her the draft and get her feedback.


Daniel: Good morning, Mrs Mehra. How have you been?


Mrs Mehra: Good morning, Daniel. Very well, thank you. Did you have a nice weekend?


Daniel: Yes, indeed. I met a couple of old friends, so we had a good time. How was your weekend?


Mrs Mehra: Not bad at all, thank you. A friend took me to see some of the beaches close to Mumbai. It all looks so lush green during the rains!


Daniel: Yes, some of the beaches in Maharashtra are very pretty, aren’t they?


Mrs Mehra: You don’t come from this part of the country, do you?


Daniel: No, I’m from Delhi. But I like it here very much.


Mrs Mehra: I’m glad to hear that. Well now, back to work! How’s the brief coming along?


Daniel: I thought I’d show you the draft I’ve created. Would you please take a look at it and let me know what you think?


Mrs Mehra: Sure, I’ve been waiting to see the draft. Let’s see the text first:


‘Interiors creates spacious and comfortable workspaces for you… easy-to-install fittings, employee-friendly workspaces, all at an affordable price… cut your costs by half…’


That last one’s a bit of a tall claim, isn’t it? Should we retain something so far-fetched?


Daniel: You’re right, Mrs Mehra. I shall delete that part, go over the whole thing once more and show it to you in a couple of days.








Exhibit 5.2
Tips for Successful Small Talk






The ability to connect with others through small talk can lead to big things, according to Debra Fine, author of The Fine Art of Small Talk (Hyperion 2005). A former engineer, Fine recalls being so ill at ease at networking events and even the 10 minute coffee break during a meeting that she would hide in the restroom. Now a motivational speaker, Fine believes the ability to develop relationships with people through small talk is an acquired skill.


Fine offers the following tips for starting—and ending conversations:




	Come up with three things to talk when preparing for a function along with a couple generic questions that will get others talking.


	Be the first to say ‘hello’. Smile first and always shake hands when you meet someone.


	Take your time during introductions. Make an extra effort to remember names and use them frequently. Exhibit host behaviour by introducing others that join the group to each other.


	Get another person talking by leading with a common ground statement regarding the occasion or location and then asking a related open-ended question. For example, you can also ask them about their trip in or how they know the bride or groom.


	Show interest in your conversational partner by actively listening and giving verbal feedback. Maintain eye contact.


	Listen more than you talk.


	Be prepared to have something interesting to contribute. Staying on top of current events will provide you with great conversation builders, leading with ‘What do you think of’? ‘Have you heard’? 


	Be aware of your body language. People who look or act ill-at-ease make others uncomfortable.


	Have a few exit lines ready, so that you can gracefully move on. For example, ‘I need to check in with a client over there,’ or ‘Who do you know at this meeting that could help me with …’?








Source: Extracts from Debra Fine, ‘Tips for Making Small Talk Success’, available at http://www.debrafine.com/art_tipsForSmallTalkSuccess.html, accessed 15 September 2010.


Debra Fine is the author of The Fine Art of Small Talk (Hyperion). She presents keynotes and seminars on conversational skills and networking techniques internationally. Contact Debra at 303-721-8266 or visit her Web site at www.DebraFine.com.








In their daily interactions, people are constantly involved in the exchange of facts and opinions. In these conversations, it is important to avoid what is known as the binary mode and adopt a multi-valued approach. Sometimes, people tend to present facts and opinions in a binary manner, in which they try to prove that what they are saying is correct and what the other person has to say is totally wrong. This view tends to antagonize both participants and can lead to arguments. In some conversations, there may be a visible attempt at what Stephen Potter calls ‘one-upmanship’—an attempt to make oneself seem better than other people. A valuable part of a conversation is wasted when the participants want to prove that they are correct; instead, they should use the opportunity more profitably to exchange facts and opinions.


Rational human beings should follow what Karl R. Popper says, ‘Faith in reason is not only a faith in our own reason but also and even more in that of others. Rationalism is therefore bound up with the idea that the other fellow has a right to be heard and to defend his arguments’. According to this view, no person is wholly wrong even if we do not accept him or her as correct. Rationally speaking, reality cannot be truly categorized into an ‘either–or’ system of thinking. Reality is not simply right or wrong, or good or bad. This perception is further refined when truth is viewed in terms of a scale of values, such as 0 to 5 or 0 to 100. To value reality as 0 and 1 is to miss the vast design of reality that consists of numerous shades, not just black and white. Conversation should be inspired by the multiple possibilities of truth/reality and be characterized by tolerance and positivity.
EffECTIVE CONVERSATION


Humans begin conversing from the time we begin to prattle as children. From infancy, we develop the basic tool of conversation that is language. Gradually we become familiar with complex uses of language suited to our purpose: to inform and to persuade. However, even though we naturally pick up the ability to converse, we may lack the skills of a good conversationalist, which include knowing how to speak as well listen. Conversation is not a monologue, it’s a dialogue. Good conversation is characterized by the following features:


 






Conversation is not a monologue; it’s a dialogue.










	It has natural directness and spontaneity.


	It is live in the sense that it takes place face-to-face, and the participants can see and hear each other at the same time. The live presentation of conversation is enriched and made effective with the added power of body language—a great source of communicative effectiveness.


	It is sensitive and flexible in that it can change quickly according to the participants’ reactions.





These characteristics are clearly illustrated in Communication Snapshot 5.1, which is a conversation between Catherine and Linton in Emily Bronte’s Wuthering Heights.






Communication Snapshot 5.1
Effective Conversation: An Example







Linton sat in the great arm-chair half asleep. Walking upto him, Catherine began in a serious tone: ‘As you don’t like me, Linton, I’ll not come any more. Let us say good-bye and tell Mr Heathcliff that you have no wish to see me and that he mustn’t invent any more falsehoods on the subject’. ‘Sit down and take your hat off Catherine’, he answered. ‘You are so much happier than I am. Believe me, if I could be as happy, I would also be like you; but Papa talks of my defects so much and shows such scorn for me that I believe I am worthless, bad tempered, bad in spirit and I cannot help showing my nature to you, though I regret it and repent it till I die!’


Catherine is strong-willed and passionate. She talks to Linton in an impulsive, vehement way. ‘As you don’t like me… let us say good bye’. Linton on the other hand is cool, sad, and bares his heart, which is filled with remorse. He changes Catherine’s negative thoughts and feelings by his moving self-expression. This is seen when Catherine tells Ellen, ‘I felt he spoke the truth; and I felt I must forgive him, and though we should quarrel the next moment, I must forgive him again’.


Linton’s words are full of genuine feelings of love and remorse for Catherine. When he narrates how scorn and bad temper were driven into his nature by his father’s constant treatment of him as a worthless fellow, he sounds very earnest and convincing. Catherine is persuaded to change her opinion by the touching facts of Linton’s helplessness, everlasting regret, and repentance.








CONVERSATION CONTROL


Conversation control refers to the skills of listening and talking in a positive and meaningful way at an appropriate time. It calls upon the ability to listen with concentration and respond well. It includes:


 






Conversation control refers to the skills of listening and talking in a positive and meaningful way at an appropriate time.










	the techniques of changing the direction of conversation smoothly, and


	the ability to allow a discussion to develop along key issues in an uninterrupted way towards the desired end.





3
Comprehend conversation control and its applications.


Broadly speaking, conversation control helps the participants conclude and conclude their conversation (dialogue/discussion) effectively and satisfactorily with mutual understanding and agreement.


In business, the following situations require the application of conversation control skills:




	Selling and buying


	Negotiating


	Interviewing


	Participating in meetings


	Disagreeing without being rude


	Protesting without offending


	Complimenting/praising


	Responding to personal criticism





How an individual listens and talks in such situations shows the extent to which he or she is able to exercise conversation control. Charles J. Margerison in The Art of Effective Communication points out, ‘Conversation control does not mean that you can control someone’s conversation. What it does mean is that with practice you can control your own conversation, and in time be able to influence others and encourage them to respond in a positive and relevant way’.3


The following are situations where effective conversation skills are useful:




	Interacting with people in meetings in a convincing way


	Handling objections to a proposal


	Being able to react to criticism in a confident manner


	Developing skills in interviewing


	Learning how to get correct information quickly





Controlling the Direction of Conversation


All conversations contain facts and opinions. The real purpose of conversation is to exchange feelings and facts. In positive situations, where the facts and opinions being discussed converge, the conversation is smooth and both the parties are in relative accord with each other. In such situations, agreement is not difficult to reach because there is not much divergence of opinion between the two parties involved. The real problem is when one participant finds that the conversation is directed against him or her and there is a distortion of facts. This distortion could be deliberate or it could be a misunderstanding in which a fact is unknowingly changed into an adverse opinion. The skill of the conversationalist lies in realizing the reasons for divergence, tensions, and complications. Empathy and real understanding help disentangle the conflict between opinion and fact. A skillful conversationalist is always able to separate facts from opinions to his or her advantage.


There are three possible directions a conversation can take. It can move against you, towards you, or away from you. The other person could disagree with you and wholly reject your viewpoint (i.e., the conversation moves against you) or he or she could agree with you and support your statement (i.e., the conversation moves towards you). He or she could also, without rejecting what you say, suggest changes before accepting your statement (i.e., the conversation moves away from you). A skilled conversationalist knows in which direction the conversation is moving. In The Art of Effective Communication, Charles J. Margerison suggests assessing the other person’s reactions on the conversation direction chart shown in Exhibit 5.3.


Managing Negative Responses


Disagreement and rejection tend to disturb a person’s cool. When this happens, it is important to be patient and try to persuade the other party of your argument by showing an understanding of their viewpoint and by responding to the specific reasons for disagreement or rejection. To some extent, a negative response shows a failure to convince the other person of the validity, soundness, or correctness of one’s idea or proposal. Do not attribute rejection or disagreement to deliberate or personal reasons on the part of the disagreeing person. With a positive mind, tackle negative responses as follows:




	Show that you do not doubt the positive intentions of the other person.


	Use expressions such as ‘You are right about that, but…’. Avoid completely rejecting the other person’s arguments.


	Do not use negative expressions. Instead of saying ‘Perhaps you do not know…’ try ‘Perhaps, you know…’. Using ‘perhaps’ suggests possibility but not certainty.


	When the signs and cues of doubt, disagreement, or rejection become obvious, pause and summarize whatever has been discussed so far and ask the other person whether the summary is correct. Their acceptance of the summary is the first act of agreement.


	Use this psychological breakthrough for further agreement by asking what should be done next. This changes the response into a potential agreement.


	Assure the other person that you share their concerns and would keep their concerns in mind. Also elaborate on how you would meet their concerns.


	Finally, never get desperate, frustrated, or angry when confronted with rejection and disagreement. Emotional reactions affect your ability to convince logically.





Exhibit 5.3
The Direction of Conversation








[image: image]




The conversation could move either towards the left, in which case it is moving away from you and against you, or towards the right, from consideration to agreement and commitment. Conversation on the left tends to be parallel or sometimes divergent, whereas conversation on the right is sequential. Understanding what these reactions imply in the course of the conversation helps in knowing how to manage rejection and disagreement.




	Rejection: If your point is completely turned down, it means that there is no possibility of further discussion on the issue. Hence the conversation has to end. For example, if a candidate asks an invigilator for more time to finish an examination, the request would be rejected summarily.


	Disagreement: One should understand the subtle distinction between rejection and disagreement. Consider a discussion on whether children below fourteen years of age, who are legally disallowed from being hired as labour, should be permitted to work under special conditions of family hardship. Assume you hold the view that no specific circumstances should be considered for allowing child labour in our society. In other words, you reject the idea of allowing children to work, even under difficult circumstances. But suppose instead of rejecting the proposition, you disagree with it and say that perhaps on human grounds such situations should be decided on a case-by-case basis for each child. This indicates a willingness to continue with the discussion. (It is important to note that, in discussion, one should not say, ‘I disagree with you’; instead, it is better to say, ‘I disagree with what you are saying’ or ‘I am not sure what you’re saying is true’. In this way, one does not disagree with the person, but with their point of view.)


	Consideration: The point of consideration is when the other person does not reject your proposal and wants to further discuss or examine it in order to be convinced of its validity. At this point, you should offer more information to enable the other person accept your point or proposal.


	Agreement: This is the positive expression of acceptance of the idea or proposal by both parties. It can lead to further action.


	Commitment: This is the conclusion of a successful conversation. The opinions or proposals discussed are accepted and decisions are also made on how to implement them. This stage is the goal of all conversations.











Noticing and Recognizing Cues and Clues


Conversation consists of words as well as non-verbal gestures, and it communicates both stated and implied messages. Words communicate the stated message, while non-verbal signs and signals communicate the implied message. Cues and clues together with signs and signals point out what is important and what is not. A cue is a keyword or phrase a speaker uses when he or she wants to indicate that something is important to him or her. A clue is a word or a set of words that someone else says to us. Persons skilled in the art of conversation quickly recognize cues and clues and know what is of importance to the other party and could be the direction and basis of further conversation or discussion.


 






A cue is a keyword or phrase a speaker uses when he or she wants to indicate that something is important to him or her. 








In written messages, the writer can draw the reader’s attention by highlighting important words, phrases, and sentences by underlining, italicizing, or marking with a coloured lighter or by using qualifiers or modifiers—words such as very, too, essential, and so on, which indicate importance. In oral communication, the listener’s attention is focused by not only the choice of words but also by the tone of voice or other signals such as facial expressions, eye contact, body movements, and gestures. These signals constitute cues and clues that emphasize ideas.


 






In oral communication, the listener’s attention is focused by not only the choice of words but also by the tone of voice or other signals such as facial expressions, eye contact, body movements, and gestures.








Cues and clues flow to and from the speaker consciously or subconsciously. They highlight the parts of the message that the speaker emphasizes. There are always some key words in any conversation. These key words act as cues to others, drawing their attention to what is important. For instance, if someone says, ‘Let us discuss the teaching– learning function of the case-study method in management studies’, the key words are ‘teaching–learning function’ and ‘case-study method’. These words direct others to focus on the case-study method as a tool of teaching and learning.


Generally, people give the most important clues unconsciously, through what is called ‘leakage’, body talk that involves non-verbal signals comprising expressions, gestures, and postures. The success of meetings, discussions, lectures, or oral presentations depends on the participants picking up verbal cues and clues.


 






The success of meetings, discussions, lectures, or oral presentations depends on the participants picking up verbal cues and clues.








Unfortunately, it is common for one side to fail to pick up the cues given by the other party. Here is an example. The director of a college went to the university’s registrar to ask for permission to add a certain course to his college’s curriculum. To support his proposal, the director spoke at length highlighting the overall achievements of the college in terms of its infrastructure, growing student population, and consistently excellent results. He said to the registrar, ‘I want you to send a team to inspect our college and to recommend the opening of the new course’. The registrar replied, ‘But the university wants all colleges to improve their facilities and results, not just one college’. The director went on to defend the existing facilities and academic results of his college. However, the meeting failed because the registrar ignored the key words that the director had used to support his request. The director, meanwhile, got the clue that the registrar was not interested in his proposal for the new course. When the conversation ended, the director left the registrar’s office disappointed.


In this example, the key words used by the director were ‘to inspect’, ‘recommend’, and ‘the new course’. The registrar did not pay attention to these key words. The clues in the registrar’s response were the words ‘but’, ‘all colleges’, ‘improve’, ‘facilities and results’. These words indicate his priorities. What the registrar implied was that the university was not interested in adding further courses and its priority was an improvement in the quality of teaching and learning. But he communicated the priority of the university obliquely. The director’s proposal for starting a new course was, in fact, intended to increase the intake of students. However, the communication failed because he failed to provide cues about this or state the purpose directly.


In this example, the key words used by the director were ‘to inspect’, ‘recommend’, and ‘the new course’. The registrar did not pay attention to these key words. The clues in the registrar’s response were the words ‘but’, ‘all colleges’, ‘improve’, ‘facilities and results’. These words indicate his priorities. What the registrar implied was that the university was not interested in adding further courses and its priority was an improvement in the quality of teaching and learning. But he communicated the priority of the university obliquely. The director’s proposal for starting a new course was, in fact, intended to increase the intake of students. However, the communication failed because he failed to provide cues about this or state the purpose directly.


In real life, people often fail to express their thoughts directly and completely. It is for others to look for cues or clues to draw more information. Otherwise, the real intent may remain unstated. For example, consider a case where in a welfare meeting with workers, a manager was told by an employee: ‘I have been working under a lot of tension’. The manager replied, ‘Yes, we all have to work under tension. Targets have to be met’. This response suggests that the manager missed the clue underlying the word ‘tension’. The employee may not have been talking about tension at work. He may have been facing some serious personal problems, such as his spouse’s health or his child’s education. The manager should have instead asked him, ‘What kind of tension are you under’? This would have encouraged the employee to talk further about the nature of his problem. Instead of a skillful, controlled conversation, we have here a worker’s general statement about his tension, met with another general statement made by the manager in response. There is no attempt to draw out more information about the problem.


 






In real life, people often do not express their thoughts directly and completely. It is for others to look for cues or clues to draw more information. Otherwise, the real intent may remain unstated.








Let us see a case of skillful control of conversation. Film actor Dev Anand, a recipient of the Dada Saheb Phalke award, had a long TV interview. One of the questions the anchor asked Dev Anand was: ‘It is said that as a film director you always insisted on working with new faces’. Dev Anand at once shot back, ‘It is not a question of insisting. You should think deeply. It is a very different pleasure to encourage young talent to develop, to help them [new people] express themselves, to get established as celebrities. It is a creative joy. And I have always been creative in my choice of characters and my themes. I have always experimented, I have always enjoyed that’. You should think deeply. These words of Dev Anand’s are significant. The message lies in these words. In this case, the word ‘insisted’, used by the anchor, was important. Dev Anand caught the clue. He tackled the hidden meaning of the general statement (the allegation that he always ‘insisted’ on working with new faces) by bringing out his pursuit of creative joy as a film director and actor in moulding talented newcomers into accomplished actors.


We can identify clues during a conversation by taking note when people use the following types of expressions:




	When people use the first-person pronouns, ‘I’, ‘me’, and ‘my’, they are talking about themselves, the person of greatest importance to them.


	When people strongly qualify their statements with adjectives indicative of deep emotions or great enthusiasm, they give clues as to their state of mind. Watch out for words such as ‘pressured’, ‘concerned’, ‘angry’, ‘worried’, ‘annoyed’, ‘unhappy’, ‘disappointed’, or ‘enthusiastic’, ‘keen’, ‘excited’, and ‘inspired’. For example, when a person says he is under pressure to finish a task, he is giving a strong clue about action that needs to be taken within the shortest possible time.


	We should listen carefully when people use words that indicate that they are under pressure to act in a certain way. For example, when somebody makes a statement like the ones given here, it indicates that they are under pressure:



	‘The whole plan went wrong! There was so much confusion and such little time. I think I failed in my responsibility to organize the event’.


	‘I should have changed my strategy and approach, as I had planned to. The whole thing was a disaster’.


	‘I am determined not to let it happen again’.





Here, the words ‘there was such little time’, ‘as I had planned to’ and ‘not to let it happen’ act as key words. The sentences show that the speaker is under pressure to act in a certain way.





	When someone uses words that suggest doubt and concern, it is a clue to the speaker’s personal problems. You can help the other person if you find out exactly what these issues are. By asking what he or she proposes to do or whom he or she is planning to consult, you can find out different ways of helping with the problem.


	Finally, listen and notice the natural pauses that people use after saying something important. It is at this point that you show the speaker that you have understood the key issues raised by him or her, by accurately and sympathetically talking on those issues. You can thus continue the conversation in a controlled way and convince the other person of your understanding of the real issues.



Interpreting Signs and Signals


Conversation is composed of verbal and visual indicators. Verbal indicators involve cues given and clues received. Visual indicators consist of signs given and signals received. Non-verbal messages flow through signs and signals. While in conversation, people unconsciously move their hands, eyes, head, legs, and other parts of the body or engage in other non-verbal behaviour, such as the frequent gulping of water. These non-verbal acts reflect the state of their minds. Body movements, gestures, and actions communicate in a visible manner what lies concealed in the mind.


 






Conversation is composed of verbal and visual indicators. Verbal indicators involve cues given and clues received.








Signs consist of visual indicators such as frowns, smiles, eye movements, and so on. Signals are behavioural indicators others give us. For example, drinking water every 10 to 15 minutes during a speech is a sign of thirst. However, to the audience it may also signal the speaker’s nervousness.


We will analyse gestures and expressions as modes of non-verbal communication in Chapter 7. Here, you should be able to identify from your own experiences those signals that encourage or discourage you during the course of communication. Also try to know which signs you habitually give to others when emphasizing important points.


Avoiding Parallel Conversation


People engage in conversations to explore something—such as facts, ideas, opinions, or solutions. This aim can be fulfilled by taking in an interest in what the other party says, especially at the beginning when the goal of the discussion is clearest. Both sides must seek further information on what is originally stated by asking questions and exploring the meaning of clues and non-verbal signals. But if both parties do not do so and just counter the original statement with another statement parallel to it, the conversation will not reach a satisfying resolution. Two parallel statements cannot meet and, therefore, cannot be linked together to resolve the issue or add more information on the original statement. In a situation of a series of parallel statements, there is no dialogue, but, instead, just statements shot at each other. There is no attempt to get to the meaning behind the words used by the other person.
 

 


4
Identify and avoid parallel conversations, while developing sequential ones.


Consider the following example of a meeting at a garment export company.


X: It is necessary that we increase our exports.


Y: I think it is most important for us to reduce our manpower immediately.


X: By increasing our exports we can build our brand image.


Y: By reducing the number of workers we can cut down our costs.


X: I always look to build our company image in a positive way by promoting its sales abroad.


Y: Cost reduction is the only way we can manage our company. And that can be done only by reducing the number of workers.


Here, X and Y are engaged in parallel conversation, where in each is trying to prove himself right and the other wrong. Neither is interested in exploring the true meaning of what is being said by the other person.


Practising Sequential Conversation


When two people converse in a skillfully controlled way, they do by making statements that are in sequence with each other’s statements. There is a logical link between the statements made by the two sides. The listener carefully receives what is being said and waits for the appropriate time to join in and state his or her position clearly. The listener carries forward the conversation in a connected and sequential manner. In this way, within a short time, ideas and thoughts are developed in a structured pattern.


Sequential conversation between two persons is always fruitful. But it is possible only when the other person attaches some value to what is said by the speaker. The listener can then reflect on what is said, know more about the important ideas in the speaker’s initial statement, and contribute to further exploration of the issue.


Using Reflection and Empathy


In verbal communication, the most important skill is to demonstrate a genuine interest in the other person. To do so, both participants should be able to pick up cues and reflect upon their meaning. For instance, suppose Anuj says to Bharat, ‘I am not sure if I am required here any longer’. If Bharat reflects on this initial statement, he would note an underlying frustration and a sense of rejection in Anuj’s words. To give Anuj a chance to express himself further, Bharat could say to Anuj, ‘You feel your contribution is not being recognized. What can be done to change this’? This would allow Anuj to explore his own feelings with greater clarity and understanding.


 






In verbal communication, the most important skill is to demonstrate a genuine interest in the other person.








Reflecting on someone’s statement needs to be done most carefully. One must first understand the other person’s underlying feelings exactly and accurately. Then, one must demonstrate empathy and understanding when responding to the person. This includes the use of positive body language to support one’s words.


The purpose of reflecting on something is to help the other person understand his or her feelings with greater clarity and precision. Therefore, one may repeat the feelings expressed by the other person—this should be done objectively, without changing, adding, or altering their statements. One should not criticize or question their words.


 






The purpose of reflecting on something is to help the other person understand his or her feelings with greater clarity and precision.








One’s body language should show real interest in the other person. Thus, it is important to make eye contact, lean forward, and speak with genuine concern for the other person.


Cultivating a Sense of Timing


In oral communication, the speaker should always keep in mind the time taken to communicate. To be able to observe the time limit, the speaker should plan out his or her words judiciously to reach a properly evolved end. The listeners should not feel rushed through any part of the conversation or presentation. One’s pace of conversation or presentation should generally not exceed 110–120 words per minute. The speaker should not speak too quickly or gloss over explanations in order to reach the discussion of the solution. The analysis of the problem is equally important, and the speaker should not assume that the listeners are fully aware of the problem. Such an assumption affects both the pace and direction of the discussion. The other persons may feel uncomfortable and rushed, and may begin to lose interest and concentration. To be meaningful, conversation has to be lively and participative.


The speaker should have a sense of time while discussing something even in less formal situations. In different business situations, the speaker should remember the purpose of communicating with the listener. The listener should never be made to feel like a passive, captive audience. Meetings should be interactive and should have controlled transitions from issue to issue. In one-to-one conversations/discussions, the desire should not be to monopolize the conversation. On the other hand, passive listening generates disinterest and boredom. In the case of lectures, seminars, and presentations, the audience can be saved from boredom and monotony by introducing humourous anecdotes or illustrative cases.


 






In one-to-one conversations/ discussions, the desire should not be to monopolize conversation. On the other hand, passive listening generates disinterest and boredom.








Summarizing


In oral communication, especially conversation, it is necessary to convey an understanding of the other person’s point. You may agree or disagree, but the first requirement of skillful communication is that the other person has the assurance that you have understood the facts as presented.


Before expressing an opinion or responding to others’ opinions, you should be able to recognize, analyse, and evaluate what the other person has said. This will help you in comprehending facts in terms of their significance and importance for the other person. This understanding is a critical summary of the ideas expressed by the other person.


 






Before expressing an opinion or responding to others’ opinions, you should be able to recognize, analyse, and evaluate what the other person has said.








Summarizing is the best form of expressing comprehension. It is not just the repetition of what someone has said. To summarize is to pick out the central thought—the main theme or the essential idea—at the core of the whole argument. It is a most difficult exercise to do successfully, and it needs a lot of practice.


In written communication, we have the full text before us and can re-read it when required. First, we try to understand what the document is about. Next, we re-read closely to understand the logical relationship between ideas. Finally, we can see the central idea to which all other ideas are related as cause, effect, or illustration. The summary is the statement of understanding of the central idea and its relationship with other ideas.


In oral communication, summarizing involves recognizing the leading cues and clues during the course of communication and making them the basis of a considered response after appreciating and understanding the underlying sentiments. It is a process of mental abstraction of the most central idea in the argument. Summarizing is, thus, of great value and is the skill most needed for negotiating or solving a problem.


We have frequent examples of crises faced by people when they are ordered to complete an assigned task within too short a period of time. The worker may feel that it is impossible to complete the given task by the deadline. They have to then convince their supervisor that the deadline is unrealistic. If the supervisor remains adamant and insists that in business orders and deadlines must be respected, the communication would end on a note of frustration. The supervisor would have failed to exercise conversation control in such a case.


However, the situation would be different if the supervisor did understand the employee’s point of view and attempted to understand his or her problems and constraints. This would allow the supervisor to motivate the employee by helping him or her express their concerns. This may also give the supervisor the chance to state why the deadline must be met. One way to sum up the conversation is by telling the employee that his or her personal conditions are understandable, but the project in question is a top priority. Thus, by recognizing, appreciating, and understanding the concerns of the employee, the supervisor could successfully summarize the problem and resolve it.


All the skills of oral communication, whether they relate to the ability to speak personally, face-to-face, or at meetings, depend basically on the key skill of conversation control, which enables one to receive and understand the true meaning of the other person.


 






All the skills of oral communication, whether they relate to the ability to speak personally, face-to-face, or at meetings, depend basically on the key skill of conversation control, which enables one to receive and understand the true meaning of the other person.








TRANSACTIONAL ANALYSIS (TA)


Transactional analysis has of late become important for analysing, interpersonal communication and social behaviour. The tool of transactional analysis belongs to psychiatry. It was created by a Canadian psychiatrist Eric Berne Stein in 1950s. Berne relates interpersonal relationships and social behaviour of individuals to three ego states of the individuals involved in the act of communication. These three ego states are parent state, adult state, and child state. Berne believes that individuals act as victims of their dominant ego state present at the time of interaction. By investigating the interpersonal transactions, (communication) Berne seeks to help individuals to interact freely, and not act as victims of their ego states. They can contribute to pleasant, conflict-free social interactions when they are no more victims of unconscious, uncontrolled compulsions to exploit, that is to treat someone unfairly or be exploited.
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Appreciate the role of the Transactional Analysis (TA) in interpersonal communication and resultant behaviour.


Ego states are the states of mind. They direct and control psychic functioning and social behaviour of all human beings. According to Eric Berne, an ego state is ‘a coherent system of feelings’, and ‘a set of coherent behaviour patterns’. And in actual practice an ego state is ‘a system of feelings which motivates a related set of behaviour patterns’. 4


Psychological Characteristics of Ego States




	The Parent: The parent ego state is an exact copy of the body movements, facial expressions and emotional attitudes and social behaviour of parental figures. The parent figure represents authority, control, desire to direct and the sense of concern and anxiety. Parent uses the language of command.


	The Adult: The adult ego state is manifested by a sense of objectivity and understanding of the outside world of reality and awareness of the thoughts and feelings of other people. Objectivity sense and reality characterize the maturity of adults.


	The Child: The child ego states are reflected as revival of fixated ego states from earliest years of one’s life. A child has its own organized view of the world and its own will and innocence.





The Three Aspects of Human Personality


These above discussed ego states compose the personality of all human beings. According to Berne, these ego states are real and well organized patterns of feelings, attitudes, and behavioural patterns of actual child, adult, and parent (present in every individual).


They represent real people who live and interact with us in social organizations and at work places. These ego states are ‘phenomenological social realities’. They constitute the three aspects of human personality.


The Structure of Human Personality


The three aspects of human personality are diagrammatically shown in Exhibit 5.4.


 




Exhibit 5.4
Human Personality
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It is observed that the same individual speaks differently at different occasions while discussing about different things with different persons. As a therapist Eric Berne records one of his significant observations illustrative of the interplay of three ego states in an individual. He narrates the behaviour of Matthew, a new member in a group of welleducated psychos. ‘The group soon noticed that Matthew, a new member, exhibited three characteristic of ego states at the meetings. When he was discussing his wife, he spoke in loud deep, dogmatic tones, leaning back in his chair, with a stern gaze and counting off the accusations against her on his upraised fingers. At other times, he talked with another patient about carpentry problems in a manner of fact tone, leaning forward in a companionable way, on still other occasions, he taunted the other group members with a scornful smile about their apparent loyalty to the therapist, his head slightly bowed and his back ostentatiously turned towards the leader. The other patients correctly diagnosed these three ego states as parent, adult, and child respectively’.5


How to Identify the Ego States of Interacting Individuals


We can identify each ego state by noticing the facial expressions, language, and behaviour of a person. These characteristics are usually as follows:




	Parent: The parent ego state is a replica of parent attitudes behaviours. It is manifested by the language marked by expressions such as it, this, never do this, always right, must, should, raised voice and dominating tone. It could also be characterized by words of anxiety, concern, fear and wishes for good luck in situations of threat to the other person if he or she happens to be emotionally close to the person.


	Body movements: Raised finger or pointing fingers, gestures like stern expression and rarely smiling, showing a sense of reserve and aloofness.


	Eyes: Usually looking at you.







All these are clues to the structured mental state of a person in the parent ego frame of mind.




	Adult ego state: It is reflected from the logical and self controlled language of the individual. The choice of words such as ‘possibly’, ‘may be’, ‘perhaps’, ‘may’, can indicate that the person is objective and realistic. There is a good scope for mutual understanding between both the persons.





Gestures are related movements of hands and eyes.




	Child ego state: This state is essentially characterized by the sulkiness of a child, impatience to get things done, and desire to be stroked through endearing behaviour of the other.





Need to identify the ego states of each other


By recognizing these ego states, we promote effective interpersonal communication and create properly structured relations.


Conflicts and misunderstanding arise between individuals in society and work organizations when they interact with cross mental states. In such situations of communication if one person’s attitude is parent (ego state) and the other is an adult (ego state), the interaction is bound to be unpleasant. The parent will speak in an authoritative and domineering manner which would be resented to by the other person of adult mental state, who loves to be objective and mature in being aware of the psychological reality of the other person. Therefore, to improve our interpersonal transactions (communications) we should know the following transactional scheme.


In the act of communication, which is transaction between two persons, one speaks first and provides a stimulus from one of the three ego states, and the other responds from her/ his ego state as shown below. There are three schemes of transactions (communication)—complementary, crossed and ulterior.


Complementary Transaction


As shown in Exhibit 5.5, in this situation, stimulus and response lines are parallel. The transaction is harmonious. Both A and B speak from the same parent attitude and state of mind. For example:


A asks his wife: Where have I kept my glasses? I am sorry, not remember it.


B replies: Here they are. At our age, we just tend to forget.


The question and response, both are direct; hence, no conflict.


Second example of direct complementary transaction is when two persons communicate with the parent and child attitudes. Let us remember that when we speak of an ego state, we talk about the attitude and the frame of mind of the speakers, and not their actual age or relationship. As shown in Exhibit 5.6, the transactional stimulus is parent to child (in terms of ego states and not of actual relationship).


X: ‘Never give up. It is Cowardice’.


Y: ‘Yes, Sir. I will try’.


 




Exhibit 5.5
Direct Transaction Type 1
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Exhibit 5.6
Direct/Complementary Transaction
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Here, both the stimulus ego state and response state are of the complementary nature of parent and child. Therefore, the transaction is smooth and psychologically properly structured.


Crossed Ego State Transaction


But suppose in the same situation X patronisingly speaks to Y as parent and Y reacts as an adult, for example:


X says: ‘Never give up; it is Cowardice’


Y replies: ‘It is easy said than done’.


Here X speaks as parent but Y treats him as adult and responds accordingly.


In this situation, the transaction is crossed. The two ego states, of the stimulus and response are not parallel. They cross each other; the transaction is not smooth. The communication may grow into a conflict between the two persons. This crossed ego states’ scheme of transaction is diagrammatically shown in Exhibit 5.7.


 




Exhibit 5.7
Crossed Ego State Transaction
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The response represents adult state.


 


From A → A


 


In this example X speaks with parents’ feelings and attitude to encourage Y, treating him as a child but Y responds with the factual attitude of an adult who knows the difficulties of life and its challenges. Y responds with a sense of reality and objectivity. Therefore the stimulus and response cross each other. The transaction is therefore not well structured and would fail.


In life, this form of crossed transaction is the most common cause of bickering and misunderstanding in personal relationship between friends, couples, and other social and work situations. The stimulus from parent to child is not properly perceived by the receiver and is responded as one adult to another adult with a sense of resentment.


Ulterior Transactions


Ulterior transactions are ‘those which take place at two levels simultaneously. At the superficial social level they usually appear to be adult to adult while at the deeper psychological level they involve parent to child’. 6


Himstreet and Baty call it ‘Stroking’ aspect of human communication. ‘Just as a baby requires coddling, patting, and loving (stroking); an adult requires communication. A simple “Good Morning is a stroke”, the reply “Same to you” is another stroke’.7


Himstreet and Baty point out the great psychological significance of this commonplace adult exchange of greetings between two persons. As transaction it may not seem very important, but imagine the feelings of two friends if they met and no exchange took place. ‘A pat on the back from the boss, a congratulating phone call, and taking the time to listen to another’s problems are examples of everyday stroking that occur in business’. 8


‘We all require stroking for our mental health, and attention to strokes can greatly improve communication and people’s feelings about their work’.9


APPLICATIONS OF CONVERSATION CONTROL


Conversation control is particularly applicable in certain business situations. Note that detailed discussions on interviews and negotiations are given in Chapters 18 and 17, respectively.
 

 


6
Know how to control the direction of conversation in meetings, oral presentations, and negotiations, and how to influence or motivate the listener or audience.


Meetings


One often hears the chairperson of a meeting saying, ‘We are drifting away from the point’ or ‘Let us keep to our agenda’. Sometimes at the end of a meeting, it seems that nothing has been gained and everyone’s time has been wasted. Such feelings arise when there is no conversation control. According to Charles J. Margerison, ‘Conversation control is concerned with ensuring that people communicate clearly to resolve problems and make the best of opportunities’.


The Agenda As a Control


For formal meetings, the first requirement is to prepare a complete agenda of the issues to be discussed in the order of the sequence of discussion. The agenda indicates which issues will be taken up when and how much time will be devoted to them. To enable attendees to understand the issues and present their viewpoints, it is desirable to circulate the necessary agenda in advance, so that participants can read the supporting papers before the meeting.


Agendas create the necessary framework for holding discussions. They also provide cues to keep the discussion to the point. A carefully prepared agenda is the first step to control the proceedings. The chairperson can always use it to draw the attention of speakers who drift from the relevant points.
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An agenda also helps in fixing the duration of the meeting by allotting appropriate time for discussing each item at the outset. As a precaution, the agenda should include a provision for raising/discussing any other matter with the permission of the chair. The agenda is usually sent along with the notice/invitation for the meeting with the proposed date, place, and time.


The Chairperson


A meeting is chaired by a person whose role is to direct and conduct the proceedings in an orderly manner. During the meeting, the ruling of the chair is to be taken as the final word to be followed and respected by all those attending. The chairperson should be fully conversant with the rules of conducting meetings. He or she should know the rights and privileges of members, non-members, invitees, and observers at the meeting. He or she should also know the voting rights of members and also how voting is conducted, if required. Above all, the chairperson should be able to control the direction of conversation by focusing on important issues and creating conditions for sequential, linked, and meaningful discussions with the aim of finding solutions and not confrontations.


 






The chairperson should be able to control the direction of conversation by focusing on important issues and creating conditions for sequential, linked, and meaningful discussions aimed at finding solutions and not confrontations.








The chairperson begins the meeting on schedule and conducts business by first reading out the complete agenda or, in case of a long agenda, the first item on the agenda, which is invariably the confirmation of the minutes of the earlier meeting. If no objections are received, the minutes are taken as approved and are signed by the chairperson.


It is customary to assume that all papers have been read if they have been circulated among the members before the meeting. The meeting then takes up issues that require discussion. It is at this point that communication skills are required to make the discussion meaningful and controlled. During the meeting, members may enter into irrelevant conversations in which all kinds of non-issues or off-topic matters are raised. The discussion may degenerate into personal criticism too. Sometimes, objectivity may be lost, which can result in the meeting slipping into confusion and unproductive argument. This can be avoided by observing clues and cues and by exercising conversation control.


The chairperson has a significant role regulating the discussion by drawing attention to the main issue being discussed. He or she can summarize what is being said and then ask how it relates to the point under discussion. In a meeting, each person should follow the cues for the important topics being discussed.


The chairperson can also bring the discussion from the past to the present, by asking for the implications of all that has been said about the past in relation to the present situation. He or she should have the skill of changing the direction of conversation by providing transitions, such as from the past to the present and to the future or from problem-centered to solution-centered themes. Above all, the skills of avoiding parallel conversation, ensuring linked, sequential conversation, disagreeing without offending, and asserting without being aggressive are basic for the smooth conduct of business in a meeting.
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Being Assertive Without Being Aggressive


At the workplace, hierarchy may make some individuals submissive. Sometimes, asserting one’s point of view runs the risk of being perceived as rude. In such a situation, the skills of assertive conversation become useful.


To be assertive is to be confident. An assertive person does not say ‘yes’ when he or she means ‘no’. Assertive individuals can say ‘no’ in a positive and firm manner; being firm requires stating one’s point of view clearly and without hesitation. This is the key to being assertive. It is important not to fumble or be indirect when conveying one’s concerns.


An assertive and firm person should be able to analyse the situation as he or she sees it, and should indicate relevant concerns by drawing the attention of seniors to the consequences. Firm communication with seniors or supervisors compels them to evaluate their assumptions, even if there is to be no change in the line of action to be taken.


In business, you have to be assertive when you strongly believe that someone’s course of action involves risk and danger and may have undesirable consequences that you might be held responsible for. In such situations, say what you must say.


Negative thinking results from a negative attitude or negative perception, which, at times, is part of a person’s personality. Some persons always focus only on the dark side of a situation. They say things such as ‘This is impossible’, ‘It is too difficult’, or ‘This is useless’.
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When negative consequences are foreseen as a result of an expert’s critical thinking, their assertion is valuable to discussion. Sometimes, even pointing out loopholes in assumptions is necessary. For example, take the case of the Bhopal gas tragedy that took place on 2 December 1984. The internal reports of the U.S.-based undertaking, Union Carbide, show that the officials were aware of the growing safety and maintenance problems since 1982 when management cut staff at the methyl isocyanate (MIC) facility from twelve to six operators and reduced the number of maintenance workers. Faulty safety devices remained unattended for weeks. In fact, a 1982 report by a group of Carbide’s U.S. engineers had listed the problems, but the parent corporation made no effort to ask the Indian executives responsible for running the plant to correct them.


Obviously, the U.S. engineers failed to assert the need for safety. The Indian executives, also responsible for day-to-day operation of the plant, failed to point out the loopholes in the management’s extensive cost-cutting plans. The management was attempting to reduce losses by cutting maintenance costs. The failure of engineers and executives to be assertive on the subject of safety measures led to one of the worst disasters of the twentieth century.


Controlled Response to Conversational Attacks


When an individual is charged with negative feelings, it is natural for him or her to attack and say unpleasant things. If the other person happens to be a client, customer, or supervisor, a controlled response is necessary because larger business interests and long-term personal career interests are at stake.


In such situations, it is best to answer emotion with cool facts and to try to change the direction of conversation if possible; strong, abusive language that will complicate the situation should be avoided. One way to respond is to listen thoughtfully to the other person so that they know that their words are being heard. When responding, speak in a level tone and avoid harsh, strong, or abusive words. Do not react emotionally because by being calm, understanding, and rational, one can draw the other person’s attention to objective facts and focus on constructive solutions.


Remember that in business, rudeness and discourtesy should never be allowed to creep into your communication. Neither a client nor a supervisor should use rude words, whatever be the provocation; nor should you respond without courtesy. Conversation control teaches us self discipline. It trains us to convey to others that we really believe, understand, and appreciate their feelings, views, and grievances. Listen with full attention to grievances so that the other person feels that you are genuinely interested in his or her feelings. Conversation control will help manage situations of aggressive communication successfully.


Negotiating Through Conversation Control


Negotiation is an important activity in communication and will be discussed in detail in Chapter 17. Effective negotiation requires the skills of managing and controlling the interaction between two sides. Both sides try to present a case tactfully and achieve their goals. The strategy of using conversation control for negotiation basically involves showing an understanding of the other party’s position without necessarily agreeing with it. The entire verbal exercise of give and take to reach a win–win end is skillfully managed by conversation control.
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SUMMARY




	Conversation is the lifeblood of social life. It creates a sense of togetherness. It is the primary form of face-to-face communication and is live, as it is done in person.


	The chief characteristics of good conversation are naturalness, simplicity, spontaneity, sensitivity, and responsiveness to the listener’s reactions.


	Conversation shares elements of visual communication such as body language, facial expressions, and gestures.


	Effective conversation needs conversation control to make it a fruitful dialogue.


	Speakers skilled in conversation control are able to link their conversations by avoiding parallel conversation.


	Smooth transaction requires identification of the ego states of each other.





CASE: DISCUSSING VANDALISM


Meera was the group leader of a discussion that included Ritu, Amit, Chawla, Priti, Hema, and Reema. The group had been requested by the school board to make some recommendations on how vandalism could be reduced in their school. Here is a transcript of their discussion:






	Meera:

	We’re trying to formulate some recommendations on what can be done to help reduce vandalism in our school. So far, our group seems to have different opinions on whether vandalism is a serious enough problem that merits really strong action. Some of us feel the problem is large and growing. Others say that a few childish pranks have been exaggerated out of all proportion by the school board. Can we, as a group, reach some agreement on whether vandalism is really a serious problem?




	Ritu:

	Frankly, I feel that any amount of vandalism is too much. Vandalism not only destroys school facilities and property, it also lowers the quality of our education. At the high school I attended last year, some students who were mad at the librarian set fire to the library. The entire senior class, who were working on their term papers for English, had to go across town to use the public library for the rest of the semester.




	Amit:

	And if you’ve…




	Chawla:

	Ritu’s experience really opens my eyes about vandalism. I never thought of it that way before. We’re losing out on educational resources, which will hurt us all in the long term.




	Meera:

	Amit, were you going to say something?




	Amit:

	I just wanted to add that this incident shows that vandalism has spread beyond the stage of childish pranks. There’s big difference between soaping windows and burning libraries. The damage done to the library cost the school ₹ 1000 per student. I’m sorry to say that vandalism has become a real economic problem in our school as well. In 2000, the cost to replace school property destroyed by students was ₹ 30,000.




	Priti:

	You know, it really makes me sad to think about kids who are vandals. Psychologists say these kids cause all this destruction just to get some attention, even if it’s negative.




	Meera:

	You’re right, Priti, it is sad but let’s get back to our original question. Do the rest of you feel, then, that vandalism is a serious enough problem in our school to require serious action? Since no one seems to disagree, let’s move on to consider what can be done to reduce vandalism vandalism. We might consider this question in two parts: what can the school board do about it and what can the students do about it? First, let’s discuss what the school board can do.




	Amit:

	I talked to the security officer in the neighbouring district, and she said security guards had been hired to patrol the schools with the highest vandalism rate in her district. What do the rest of you think of recommending this to our school board?




	Meera:

	I’ve always hated the idea of guards patrolling the school! School should be a place to learn, not a prison!




	Chawla:

	I don’t like the idea of security guards either. Most of the students aren’t vandals, and they are naturally going to resent being patrolled. Besides, having security guards during the day may not help the problem at all, since all the vandalism this year has occurred at night.




	Amit:

	Chawla, you’ve always got something bad to say about every suggestion! All you ever do is criticize!




	Meera:

	Wait a minute! I think Chawla has just contributed something really very constructive. He’s reminded us that most vandalism occurs at night. Maybe the best action the school board could take would be to hire a security guard to patrol the school grounds at night.




	Hema:

	That sounds like a good idea to me. Let’s make it one of our recommendations.




	Meera:

	Does everyone agree that asking the school board to hire a security guard to patrol the school grounds at night is a worthwhile recommendation? Since there’s no disagreement, go ahead and add that to our list, Priti.




	Priti:

	Okay, I have got it down.




	Meera:

	Are there any more ideas about what the school board can do? Since there don’t seem be any at the moment, let’s move on. What ideas can we come up with for how the students can control vandalism in our school?




	Chawla:

	One school solved its problems when the school board agreed to give the student council the money that had been budgeted for vandalism but ended up not being used because students found ways to reduce the damage done to the school.




	Priti:

	That sounds like the students were holding up the board for protection money. It shouldn’t be necessary to pay off students to get them to stop tearing apart their school.




	Meera:

	Chawla, you say the students found ways to reduce the damage done to the school, but you don’t say how. Who has some concrete ideas about what students can do to reduce vandalism?




	Reema:

	I belong to the senior class service club, the Olympians. Our group could be divided into teams that could take turns monitoring the empty halls and classrooms during lunch. Even though we haven’t had any daytime vandalism yet, this would be a good deterrent.




	Priti:

	That’s a great idea, Reema! And economical— the board will like that.




	Hema:

	I’d like to expand on Reema’s idea. If the Olympians patrol the grounds during school hours, there will be money for regular security guards from when school lets out at 3:00 until the time the night security comes in. We have had some vandalism during those hours.







Questions to Answer




	How does Meera guide the group’s conversation?


	During the discussion, one of the group members becomes more concerned with expressing ideas about the causes of vandalism than with helping the group think of ways to control it. What does Meera do to get the group back on the right track?


	Why is it important for the group leader to refrain from imposing his or her views on the group? Why do you suppose that in parliamentary procedure the chairperson is not allowed to participate in the discussion of a motion? Discuss why such requirements for group discussions in small and large groups are important for maintaining an atmosphere in which participants feel free to express themselves.





REVIEW YOUR LEARNING




	Explain the nature and purpose of ‘phatic communion’. Describe an example of such a conversation in your personal life.


	What is conversation control? Discuss with examples.


	‘A key conversation skill is to know the difference between opinion and fact and to use it to your advantage’. Discuss.


	Discuss the important characteristics of conversation as a spontaneous form of communication?


	Discuss the structure of social conversation. Give some examples.


	What is parallel conversation? Illustrate with an example you have encountered.


	What is ‘one-upmanship’ in conversation?


	Explain and contrast the nature of the binary and multivalued approaches to conversation.


	What are keywords in the context of conversation control?


	What are the benefits of identifying the ego states of the interacting persons?





REFLECT ON YOUR LEARNING




	What is the role of conversation in our business and personal lives?


	How important is informality in conversations?
 	According to Hayakawa, ‘The togetherness is not merely in the talking itself, but in the opinions expressed’. Do you agree with this assessment?


	As rational human beings, what should be our attitude towards others’ opinions and beliefs?


	Reflect on the difference between rejection and agreement in conversation. How would you behave if your suggestion as a manager is turned down by the vice-president of your company in a high-level meeting?


	Reflect on the importance of noticing clues and cues in negotiations.


	Do you believe one can be assertive without being aggressive at the workplace? Give reasons for your answers.


	‘We all require stroking for our mental health’. Do you agree?





APPLY YOUR LEARNING


Analyse the following conversation10 with respect to the psychological structure of conversation and the element of empathy.


‘We have two weeks before we leave,’ I said.


‘They have agreed to let us stay till then’.


‘You think that is good of them’? Selvan said, his voice hard and sharp like crystals. He lifted his eyes to mine. I saw they were black and smouldering, as if some deep flame of anger or hatred burned in him. Nathan replied for me.


‘It is better than being sent out at once as others have been’.


Selvan turned on his father.


‘You have accepted it? You have made no protest’?


‘What options have I, my son! Naturally, I have protested but it has availed me nothing’.


‘It is not just,’ Selvan said. ‘It is not right’.


‘Yet there is no law against it,’ said Nathan wearily. ‘We may grieve, but there is no redress’.


SELF-CHECK YOUR LEARNING


From the given options, please choose the most appropriate answer:*




	Conversation, in general, differs from other forms of oral communication with respect to its:



	structure


	informality


	purpose


	technique








	Social conversation is also known as:



	gossip


	idle talk


	chit-chat


	meaningless communication








	Phatic communication uses words to express and share:



	togetherness


	meaning


	beliefs


	fear








	The structure of social conversation is basically:



	psychological


	emotional


	logical


	moral








	The underlying assumption of binary communication is that reality is:



	multi-valued


	black and white


	personal


	based on self-assertion








	A conversation is successful when its direction is:



	divergent


	parallel


	sequential


	opposite








	Our endeavour in effective business conversation should be to arrive at:



	consideration


	agreement


	commitment


	acceptance








	At the workplace, to be a successful conversationalist, you should be:



	submissive


	aggressive


	rude


	assertive








	An emotional outburst should be answered with:



	facts


	strong language


	tolerance


	humour








	Conversation control means that, through practice, you can control the conversation of:



	someone else


	your own self


	the whole group


	your opponent








	A ‘cue’ is a key word or phrase used by a person to:



	show that what is said is not important


	hide his or her real intentions


	mislead the listener


	indicate to the listener that something is important for the speaker








	Summarizing given facts is an act of:



	comprehension


	repetition


	shortening


	hiding








	To be assertive is to be:



	firm


	loud


	indirect


	aggressive








	Conversation control teaches us:



	self-control as speakers


	control of listeners’ responses


	how to prevent others from speaking


	the use of strong, authoritative language








	Complementary transaction takes place when the stimulus and response lines are:



	cross each other


	run parallel to each other


	part from each other


	stand vertical to each other
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CHAPTER 6


Listening Skills


“Are you listening?”


�— R.G. Nichols and L. A. Stevens




Upon completion of this chapter, you should be able to:







	Understand how listening is an essential component of communication and management.


	Know the internal and external causes of poor listening.


	Know some guidelines for improving listening skills.


	Understand how to craft reflective and clarifying responses that demonstrate good listening skills.















 COMMUNICATION AT WORK





Picture yourself teaching a class on business research methods—not an equally interesting subject for all students. During the course of the lecture, you see that a girl in the last row is busy writing in her notebook, not even once looking towards you. Next to the wall, a student is reading silently from a book. In the middle row, a half-asleep boy struggles to keep his eyes open. Only in the front two rows do you find students paying attention to what you have been discussing. They have been looking towards you and have been also taking notes from time to time.


You have explained the causal relationship between two variables, A and B. You have given a few examples of this relationship from actual life. Now, to ascertain how much of what you have been discussing has been followed by the class, you ask some students about


Why is this so? They all have attended the same lecture. You were loud enough to reach everyone, clear enough to be understood, and logically ordered in your discourse. Then how did some students miss your point so completely? It seems as if they were not even present in the lecture.


The fact is that those who failed to answer you heard you, but did not listen to your exposition of the variables and their relationships. They heard you, for they could not fail to hear you. They were not deaf. But their minds did not absorb what you said.








WHAT IS LISTENING?


To listen is to pay thoughtful attention to what someone is saying. It is a deliberate act of attentively hearing a person speak. It is the mental process of paying undivided attention to what is heard. Listening is more than hearing, which is just the physical act of senses receiving sounds. Hearing involves the ears, but listening involves the ears, eyes, heart, and mind. It is rightly said that listening is an essential component of communication. Without this element, fruitful communication is not possible. Listening occurs when the receiver of the message wishes to learn, or be influence or changed by the message. When someone is interested in actively hearing, they are listening. Exhibit 6.1 shows the importance of listening in our daily lives.


 






Listening is more than hearing, which is just the physical act of our senses receiving sounds. Hearing involves our ears, but listening involves our ears, eyes, heart, and mind.








Exhibit 6.1
The Importance of Listening






Studies conducted since the 1930s reveal that 70 per cent of our waking time goes into communication. The pie chart below illustrates the activities that take up various portions of this 70 per cent:
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Note that this break-up reflects the norms. The figures would differ from group to group. For example, for a group of young students, �speaking� would be lower than �hearing� (or listening), and their �reading� and �writing� figures will also be higher. For a group of teachers, �speaking� would be high.








How Do We Listen?


Listening is not passive. It is a deliberate act of concentrating on sound waves that the auditory nerve sends to the brain. As a first step in the listening process, the listener focuses his or her attention on what is essential in the communication. At the same time, he or she tries to understand, interpret, and register what is received. It is not easy to pay undivided attention to a speaker, and without giving proper attention to developing listening skills, many people remain poor listeners.


An Indian saying draws attention to the natural fact that we have two ears but one tongue. Hence, we should listen twice as much as we speak.


Listening, like speaking, reading, and writing, is a skill that can be dramatically improved through training. In this chapter therefore, we will discuss some basic things about listening such as the complete process from hearing to conceptualizing, causes for poor listening, and some techniques of improving listening as a voluntary behaviour.


 


1
Understand how listening is an essential component of communication and management.


Listening As a Management Tool


The Longman Dictionary of Contemporary English defines listening ‘considering what someone says and accepting their advice’. In this sense, far-sighted business heads and senior executives use careful listening to benefit from the valuable views, perceptions, and experiences of junior and middle level workers of the company. They often owe many an initiative or cost-cutting measure to suggestions given by juniors in informal sessions. By listening to what others say about a specific situation, that is by considering and accepting the advice of others, the company succeeds in taking the best possible decision and effectively implementing it.


An example of successful ‘Management by Listening’ is the case of Maruti Udyog, which has flourished using former Managing Director Jagdish Khattar’s innovative methods of seeking suggestions from employees.1 Maruti’s decision to showcase a concept car at Delhi’s annual Auto Expo was born out of an event called ‘Tea with the MD’. Almost every fortnight, Khattar used to get together with a group of young Maruti engineers and managers in an informal meeting that encouraged them to articulate their ideas for the company’s growth. Khattar’s purpose was to elicit valuable suggestions for Maruti’s growth by holding informal tea-sessions with his engineers and managers or by walking around at dealers’ conventions, urging his dealers to make suggestions for improving sales and distribution. This was how he hit upon a formula that saved the company nearly INR 4 million.


Realizing that dealers hesitated to express themselves in an open forum, Khattar urged each of them to put down three of their suggestions on a piece of paper. He said, ‘On the five-hour flight back from Bangkok to Delhi, I went through each and every sheet. Our dealers had made several suggestions on how we could de-bottleneck distribution. I realized that increasing the sales force and opening small dealership extensions in rural and semi-urban areas could easily cut down on investments’.


Khattar would routinely talk with and listen to youngsters before walking into his office. His example demonstrates how providing opportunities to others to express valuable suggestions holds the key to the successful management of problems.
THE PROCESS OF LISTENING


Listening is an integrated process, which consists of the following phases: undivided attention, hearing, understanding, interpreting, evaluating, empathizing and conceptualizing.


An explanation of these aspects of the process of listening would be helpful before proceeding. These phases do not occur in succession, but instead operate concurrently and in tandem. All aspects of oral verbal communication require one to focus on what is being said, understand it, and register it as part of one’s body of knowledge and experience.




	Undivided attention: Effective listening requires a certain frame of mind. The process of listening is rooted in attentively hearing the message. Undivided attention admits no distractions and no intrusive thoughts or ideas that are unrelated to the message. To concentrate on what is being said, an earnest listener would focus on the message and not let other things compete for his or her attention. The listener in this phase discriminates between thoughts, ideas, or images that belong in his or her focus of attention and those that float on its margin and must be kept from entering into conscious consideration.


	Hearing: Listening involves hearing distinct sounds and perceiving fine modulations in tone. The receiver recognizes the shape of words and intonation patterns. Familiarity with the sound of words and the spoken rhythm of speech contributes to the attentiveness of the listener. Pitch, voice modulations, and the quality of sound are equally important for hearing with the right attention.


	Understanding: A listener can hear words but must listen to know their intended meaning. Perfect communication is when the full meaning of what is said has been understood. This includes words, tone, and body talk. A good listener hears words, observes body movements, gestures, facial expressions, and eye movements, and notices variations in tone and pitch of voice. If the listener attends only to words without paying close attention to how they are said, he or she may be missing the real, intended meaning of those words.


	Interpreting: Understanding and interpretation follow the phase of hearing. The listener attempts to comprehend what is heard. Understanding the language may not be enough for fully comprehending the message and successfully participating in the act of communication. It should be accompanied by the ability to interpret what is communicated, which occurs when the listener takes account of his or her own knowledge and experience.


	Evaluating: Communication requires that the listener have the critical ability to see for himself or herself the value of what is being discussed or heard. It is only then that the listener can closely follow the argument. The evaluation of content is closely related to the listener’s own interest in what is being communicated.


	Empathizing: A sympathetic listener sees the speaker’s point of view. He or she may not agree with what is said, yet such a listener allows the other person to say what he or she wants to say.


	Conceptualizing: Conceptualization occurs when the listener finally assimilates what has been heard in the context of his or her own knowledge and experiences. This is why listening is not only important but also indispensable for perfect communication.





FACTORS THAT ADVERSELY AFFECT LISTENING


Listening is a voluntary behaviour that can be easily affected by internal or external factors that can act as barriers to good listening.


 


2
Know the internal and external causes of poor listening.


Lack of Concentration


Many times listeners are not able to concentrate on what is being heard. There may be several reasons for this. There could be external factors responsible for the inability to listen properly. For example, there may be noise inside the room or loud music being played nearby. This external noise can be shut off in several ways. But the internal factors within the listener’s mind that interference with concentration are more serious and difficult to avoid or manage. These can be overcome through practice once the listener is made aware that they are problematic.


Reasons for not concentrating include:




	Hearing faster than speaking: Humans normally talk at nearly 120 to 125 words per minute, but the brain is capable of receiving 500 to 600 words per minute. The listener’s brain, therefore, must deal with gaps between words, and this gap tends to be filled by other thoughts and images. This phenomenon interferes with concentration. For example, some political leaders or religious preachers deliver t heir speeches with prolonged pauses every few words or sentences. They may be using the pauses as a rhetorical device to emphasize their point. However, these pauses may instead break the listener’s attentiveness by letting him or her mentally wander away from the topic to thoughts about the speaker’s fluency or halting speech, or altogether unrelated issues such as what he or she ate for breakfast. In such situations, there may not be much a listener can do to remain attentive. However, if he or she keeps looking at the speaker with steadfast eyes, the mind’s tendency to wander could be significantly controlled.


	Paying attention to the speaker and not the speech: Many times listeners fail to listen properly because they are distracted by the speaker’s face or dress or manner of delivery, just as if a dancer is very beautiful, we may be distracted by his or her beauty and miss the beauty of the dance. Thus, it is important to pay attention to the speech and its contents rather than focus on external factors that are not relevant.


	Listening too closely: The purpose of listening is to get the full meaning of what is said. The speaker’s point is understood by looking for the central idea underlying individual words and non-verbal signs and signals. So when the listener tries not to miss a single word or detail of what the speaker is saying, he or she may get lost in the details and may miss the point.





Unequal Statuses 


In organizations, there are formal and informal status levels that affect the effectiveness of face-to-face oral communication. A subordinate would generally listen more and speak less while interacting with his or her superior. The exchange of ideas is blocked by diffidence on the part of the subordinate because of the superior position of the speaker. Upward oral communication is not very frequent in organizations. Fear of the speaker’s superior status prevents free upward flow of information. This limits free and fair exchange of ideas.


The Halo Effect


The awe in which a speaker is held by the listener affects the act of listening. If the speaker is greatly trusted and held in high esteem as an honest person, his or her statements are readily taken as true. Oral communication is thus conditioned by the impressions of the listener about the eminence of the speaker. The listener’s impressions and not the intrinsic worth of the message determine the effectiveness of such communication. For instance, due to the halo effect, buyers may go by a trusted seller’s view rather than by their own judgment of a product’s quality.


 






Oral communication is conditioned by the impressions of the listener about the eminence of the speaker. The listener’s impressions and not the intrinsic worth of the message determine the effectiveness of such communication.








Complexes


Lack of confidence or a sense of superiority may prevent proper interaction between persons in different positions. Sometimes an individual may suffer from a sense of inferiority and therefore fail to take the initiative or involve himself or herself in conversation, dialogue, or other forms of oral communication. Similarly, some persons consider themselves too important to condescend to talk with others. Often, these are misplaced notions of self-worth, but they do block oral communication.


A Closed Mind


Listening, to a large extent, depends on one’s curiosity to know things. Some individuals believe that they know everything in a field or subject. Their minds refuse to receive information from other sources. In addition, some persons feel too satisfied with their way of doing things to change or even discuss new ideas. A closed state of mind acts as a barrier to oral communication, which demands a readiness and willingness on the part of the listener to enter into dialogue.


 






Listening, to a large extent, depends on one’s curiosity to know things.








Poor Retention


In dialogue or two-way oral communication, a logical sequence of thoughts is essential for successful communication. To speak coherently and comprehend completely, one has to understand the sequence of ideas. The structure of thoughts must be received and retained by the listener to understand arguments. The cues that signal the transition from one set of ideas to another must be retained by the listener to be able to grasp the full sense of the message. In case of poor retention, the listener fails to relate what he or she hears with what he or she had heard earlier. Moreover, if the listener fails to remember previous discussions, the whole conversation is likely to be lost in the absence of any written record.


 






The cues that signal the transition from one set of ideas to another must be retained by the listener to be able to grasp the full sense of the message. In case of poor retention, the listener fails to relate what he or he hears with what he or she had heard earlier.








Premature Evaluation and Hurried Conclusions


Listening patiently until the speaker completes his or her argument is necessary for correct interpretation of an oral message. The listener can distort the intended meaning by pre-judging the intentions of the speaker, inferring the final meaning of the message, or giving a different twist to the argument according to his or her own assumptions or by just picking out a few select shreds of information. These mental processes may act as a block to listening, affecting accurate exchange of information.


Abstracting


Abstracting is the mental process of evaluating thoughts in terms of the relative importance of ideas in the context of the total message. This is possible only by listening to the whole message. Abstracting acts as a barrier when a listener approaches a message from a particular point of view and focuses his or her attention on selected aspects of the conversation. This acts as a barrier to a full understanding of whatever is exchanged between two persons.


Slant


Slant is the biased presentation of a matter by the speaker. Instead of straight and honest communication, the speaker may adopt an oblique manner that could verge on telling a lie. When a matter is expressed with a particular slant, important aspects of the message are suppressed, left out, or only indirectly hinted at. Well-informed listeners usually do suspect the cover-up/slant. But uninformed listeners may accept the slanted message.


Cognitive Dissonance


At times listeners fail to accept or respond to assumptions deriving from new information as they may be unprepared to change the basis of their beliefs and knowledge. In such a discrepancy between a listener’s existing assumptions and the position communicated by the speaker, some listeners try to escape from the dissonance by reinterpreting, restructuring, or mentally ignoring the oral interchange. Cognitive dissonance interferes with the acceptance of new information. It may also lead to several interpretations of a new message or view. In the absence of cognitive dissonance, a listener has the skill, ability, and flexibility of rational thinking, promoting effective oral communication. For business executives, the skill to move from one mental frame to another is essential for efficient oral exchange of ideas, beliefs, and feelings.


 






Cognitive dissonance interferes with the acceptance of new information.








Language Barrier


The language of communication should be shared by the speaker and the listener. In business, English is widely used in most parts of the world. The ability to converse in English is essential for executives in a multi-lingual country like India. English is now the global medium for conducting business, and the lack of knowledge and practice of spoken English acts as a barrier to verbal communication.


The listener should also be familiar with the accent of the language in use, as a new accent can often be difficult to follow for those unfamiliar with it. For instance, in India, even those who speak English fluently need special training to work in call centres so that they can understand what overseas callers say over the phone. Workers involved in outsourced businesses tend to overcome their initial language barrier.


The effects of most of these barriers that interfere with the proper response to oral messages can be reduced or even removed through effective listening. In order to develop good listening skills, we must first identify and understand the characteristics of effective listening.


Besides the barriers in listening discussed in this section, there may be other factors that affect listening, as shown in Exhibit 6.2. For instance, many studies show that men listen mostly with the left side of the brain while women tend to use both sides. Further, studies also suggest that left-handed people may use a part of the brain to process language that differs from their right-handed counterparts. Such differences in brain dominance and lateralization could affect listening, either positively or negatively.


CHARACTERISTICS OF EFFECTIVE AND INEFFECTIVE LISTENERS


To improve our listening skills, we must know the characteristics of effective as well as ineffective listeners and identify our own weaknesses as listeners. Exhibit 6.3 contrasts the characteristics of effective and ineffective listeners.


Good listeners try to encourage the speaker by their body language and expression. They indicate interest and understanding regarding the subject of discussion. Poor listeners, on the other hand, annoy and disturb the speaker. They may have the habit of interrupting or showing little interest in what is being discussed. Unnecessary interjections such as ‘yes’, ‘but’, and ‘ifs’ should be avoided when they disturb the speaker.


After knowing how effective and ineffective listeners differ in their listening behaviour, try to recognize your own behaviour and attitude.


 


Exhibit 6.2
Differences in the Listening Process






Left-sided Listening in Men


Our brains are divided into four parts, and each part performs different functions and has different abilities. The right frontal part is best at creative tasks and ideas; the right basal part is responsible for feelings, intuition, compassion and interest for others. Logic and reasoning are governed by the left frontal part, which is responsible for abilities such as problem solving, strategic vision, leadership, and decision-making skills. The left basal part is best at organizing the world; sorting, arranging and filing; and keeping order and maintaining routine.


Each of us possesses the abilities governed by the four parts of the brain to some extent, but there are differences in how much we use each part. About 95 percent of us use some part of the brain more than others (only 5 percent of us use all the parts equally). Studies show that men tend to use more of the left part of their brain while women usually use more of the right.


Studies also suggest differences in listening in men and women. According to some research studies, men listen with only one side of their brains while women use both. Researchers have compared the brain scans of men and women and found that men mostly use the left side of their brains, the part long believed to control listening and understanding.


The question is: which is normal? Maybe the normal for men is different from the normal for women. Could this be the reason why men don’t like to listen to what doesn’t interest them, and listen repeatedly to something they like?


Listening in Left-handed People


Right-handed people are many more in number than left-handed people on earth. But, when it comes to processing language, a higher proportion of left-handed people process language effectively, as compared to right-handed people.


Normally, people use both sides of the brain to process language. The dominant hemisphere deals with articulation and calculation, and the non-dominant part is used for abstract thinking. According to the findings of the American Academy of Neurology in Philadelphia, the United States, left-handed people may use a (dominant) part of the brain to process language which differs from their right-handed counterparts. As a result, left-handed people could have different types of intelligence. For example, a person could be the CEO of an organization and yet not have good road sense.





Sources: Information from ‘Men Do Hear—But Differently Than Women, Brain Images Show,’ ScienceDaily, 29 November 2000, http://www.sciencedaily.com/releases/2000/11/001129075326.htm, accessed October 2010; and Steve Smith (ed.), ‘Be Your Best! Readymade Tools for Personal Development’, 1st South Asian edition (Cogan- Page India Ltd, 1999).










Exhibit 6.3
Characteristics of Effective and Ineffective Listeners


[image: images]




GUIDELINES FOR IMPROVING LISTENING SKILLS


Effective communication is associated with the power of speaking well, but without good listening, successful communication is not possible. The spoken word fulfils its purpose only when it is carefully heard, understood, interpreted, and registered in the listener’s memory.


 


3
Know some guidelines for improving listening skills.


The effectiveness of communication is the function of both effective speaking and effective listening. To communicate successfully, the speaker’s words should be well articulated and, at the same time, they must be well received. The guidelines given here should be helpful in improving one’s listening skills.


When two people are talking simultaneously, neither can listen to the other. To have a successful dialogue, it is necessary that when one person wants to speak, the other person keeps quiet and listens. No one can talk and listen at the same time. In classrooms, it is common for teachers to ask students to stop talking to ensure that they are able to listen to the lecture. Similarly, the teacher stops talking when a student wants to say something.




	Speak less, listen more: The purpose of listening is to know what the speaker wants to say or to learn from the speaker. Listening is an act of cooperation in the sense that it takes advantage of others’ knowledge and experience. Therefore, devoting time to listening rather than speaking is in our self-interest.


	Do not be a sponge: It is not necessary to concentrate on every word of the speaker’s. Instead, it is more important to get the main point, theme, or central idea and concentrate on it. Minor details are not as important.


	Observe body language: Effective listeners do not pay attention only to what is being said, but also notice how it is said. They observe the feelings, attitudes, and emotional reactions of the speaker based on his or her body language.


	Focus on the speaker: Facing the speaker and making eye contact make the speaker feel that the listener is interested in what he or she is saying.


	Separate the ideas from the speaker: Good listeners do not allow themselves to be overly awed by the speaker’s status, fame, charm, or other physical and personal attributes. They separate the person from his or her ideas. Effective communicators are not conditioned by their personal impressions and prejudices, but are able to focus on the content of what is being spoken.


	Listen for what is left unsaid: Careful attention to what is not said, in addition to what is said, can tell the listener a lot about the speaker’s feelings and attitude towards the subject of discussion.


	Avoid becoming emotional: Good listeners remain calm and do not become emotionally charged or excited by the speaker’s words. Becoming too angry or excited makes it difficult for the listener to respond or express himself or herself objectively and rationally.


	Do not jump to hasty conclusions: Listeners should allow the speaker to conclude his or her point. Only then should they try to interpret and respond to it. Hasty inferences may not represent what the speaker intended to communicate.


	Empathize with the speaker: Effective listeners keep in mind the speaker’s point of view by focusing on the big picture, background constraints/limitations, and special needs and the emotional state of the speaker.


	Respect the speaker as a person: It is important to listen with respect for the other person. Do not allow the speaker to feel hurt, ignored, or insulted.





Exhibit 6.4
Effective Listening—Six Steps Away






Step1: Keep quiet—as much as possible.


Step 2: Don’t lead—unless you want to hear the opposite of what is being said.


Step 3: Don’t react defensively—if what you hear bothers you.


Step 4: Avoid clichés—to make meaningful statements.


Step 5: Remain neutral—no matter what you think of others.


Step 6: Resist giving advice—until asked for directly.





Source: Based on Michael Purdy and Deborah Borisoff (eds), Listening in Everyday Life: A personal and Professional Approach (University Press of America, 1997).








There may be nothing new in these guidelines. However, a reminder of the ways of improving listening, as illustrated in Exhibit 6.4, can be of great value for improving the effectiveness of communication.


RESPONSIVE LISTENING


Distortions in communication take place because of the nature of its three elements: the sender, the receiver, and the message. In earlier chapters, we have seen how messages get filtered and mixed with the thoughts, feelings, and experiences of both the sender and the receiver. Moreover, the message itself is subject to distortions resulting from the limitations of language as an adequate vehicle for communication.


 


4
Understand how to craft reflective and clarifying responses that demonstrate good listening skills.


Lynette Long, in her book Listening/Responding: Human Relations Training for Teachers2, questions the possibility of appropriate communication between the speaker and listener. She defines the communication process as one in which:




	What the speaker feels and what s/he means to say are not the same,


	What s/he means to say and what she/he actually says are different, and


	What s/he says and what the listener hears are also different. It’s a wonder, then, that what the speaker thinks is ever what the listener hears.3





However, Long suggests a course of training to enable a listener to respond to what the speaker thinks and not what the listener hears.


In light of their value for teachers, managers, and interpersonal communicators, Long’s two basic concepts of responses, basic reflective response and basic clarification response, are briefly discussed here.


Basic Reflective Response


Listening should be facilitative. The speaker should feel encouraged to speak out. He or she should feel that he or she has been heard and rightly understood. According to Long, the easiest way to show facilitative listening is reflection, ‘which requires that the listener accurately paraphrase the essence of the speaker’s message. This paraphrasing lets the speaker know that you have accurately heard him/her’. A reflective response should not, however, have any new information based on the listener’s own thoughts or views.


 






Listening should be facilitative. The speaker should feel encouraged to speak out.








As an example of a reflective response, consider the following example in which Manisha accurately paraphrases Abhinav’s thought:


Abhinav: I’m feeling so stupid. I expected it to be a most entertaining movie. The way you described it, I thought it would be a fun. But the whole thing makes no sense. Like most Indian movies, it’s just so lousy.


Manisha: The movie does not meet the expectations I had raised on the day of its release.


Manisha’s response rephrases the essential disappointment Abhinav expresses about the movie, and thus it makes him feel that he has been correctly heard and understood by her.


But suppose, Manisha responded as follows:


�Yes, most Indian movies turn out to be boring�.


Abhinav would have felt that Manisha missed what he wanted to convey—his disappointment. He was led to believe the movie was highly entertaining, but it turned out to be quite boring.


In crafting a reflective response, the listener responds only to what is presented by the speaker. For example, if only feelings are presented, the listener must respond to those feelings; if a cognitive matter is presented, he or she must respond to those components of the thought alone. The listener just repeats (mirrors/reflects) what the speaker communicates. He or she adds no new material while responding reflectively.


A message can have three component elements. The first is the experiential component, which answers the question, ‘What happened’? The second is the cognitive component, describing what the speaker thinks about what happened. These two components form the content of the message. The third component is the affective element of the message, which reveals how the speaker feels about what happened—this is more emotional than analytical. Most messages contain at least two of these three components. The listener must identify experiential, cognitive, and affective components and then decide which of these components to respond to. He or she also has to decide whether to respond with reflection or with some other listening technique.


As an example, let us break the following statement into its three component parts.


Ankit: Sometimes only luck saves us. Today, while driving to my office, I happened to get delayed, and, therefore, I reached the office parking lot just after the blast.




	The experiential component: What happened? While driving to his office, Ankit happened to get delayed and reached the parking place after the blast.


	Cognitive component: What is Ankit’s cognitive reaction to this happening? He explains what happened by attributing it to luck (‘Sometimes, only luck saves us’.).


	Affective component: How does Ankit feel about what happened? No feelings are explicitly expressed in his statement, but it is implied that Ankit feels lucky to have been delayed while driving to this office.





Here, I may point out that many of you may not agree with Ankit’s sentiment ‘sometimes, only luck saves us’. It is indeed hard to differentiate between thoughts and feelings. Many times, we use the expression ‘I feel’ to convey what we think about someone. For example, we might say ‘I feel he is a good person’. In fact, this is a thought, not a feeling that we are talking about.


We can now see that the listener should respond to all the components of the message: the experiential, the cognitive, and the affective. Of course, all the three parts may not always be present in a message. But whenever the affective component is present, the listener must respond reflectively to it because this part communicates the speaker’s feelings and is therefore most important from the speaker’s point of view.


Now, assuming yourself to be a listener, analyse the following conversation and try to respond reflectively to the speaker’s message.


Abhishekh: I mostly go out for an evening walk with Juhi, but this evening when I reached her house, she had already left. She knew that I was on my way to her place. She is really so inconsiderate.


To respond to Abhishekh, first break the statement into the following three components:




	What happened to Abhishekh?


	What does Abhishekh think about what happened?


	How does Abhishekh feel about what happened?





In your response, you may repeat the gist of the event, but you should reflect on the affective part by restating it completely. You can therefore respond by saying: ‘You were delayed on your way to her place, but Juhi should have waited for you’. Another possible response is: ‘You were late. But Juhi’s going out without you must really be so irritating’.


Basic Clarification Response


A clarifying response is more refined than a reflective response. The clarifying listener tries to understand the thoughts and feelings of the speaker by placing/projecting himself or herself in the speaker’s situation. Such a listener ‘assumes the internal frame of reference of the speaker’ according to Long. It is important to note that clarifying listeners do not identify their own experiences with the speaker’s. Instead, they focus and elaborate on the speaker’s thoughts and feelings.


 






The clarifying listener tries to understand the thoughts and feelings of the speaker by placing/projecting himself or herself in the speaker’s situation. Such a listener ‘assumes the internal frame of reference of the speaker’.








The reflective listener repeats the content of the message, whereas the clarifying listener ‘amplifies the stimulus statement’ by elaborating on the unstated thoughts and feelings underlying the speaker’s expression. Both what is said as well as what is left unsaid (but is implied by non-verbal body language) are together analysed to understand the finer workings of the speaker’s mind.


According to Long, clarifying listeners integrate verbal and non-verbal messages to gain a full understanding of the message and bring into focus and ‘attend to details of the communication that might otherwise go unnoticed’. In clarifying what the speaker has told them, they expand on both the feeling and content expressed by the speaker. Many times speakers may not be aware of the full meaning of their statements. Clarifying listeners help speakers better understand themselves.


A clarifying response responds to what is not said as well as what is said. Clarifying listeners amplify and elaborate on the comments of the speaker. They add deeper feeling and meaning to the expressions of the speaker by responding to his or her underlying thoughts and feelings.


Some of the words in this elaboration may need to be explained. Let us see how Longman Dictionary of Contemporary English defines these terms. Amplify means ‘to explain something that you have said by giving more information about it’. Elaborate means ‘to give more details or new information about something’. Clarify means ‘to make something clearer or easier to understand’.


Difference Between Clarifying Listeners and Interpretative Listeners


The focus of clarification is on the speaker. The listener is engaged in interpreting the speaker’s feelings and thoughts, which may remain incomplete or unexpressed. It should be noted that the clarifying listener adds no new information to the speaker’s statement. The listener’s comments expand—but do not interpret—what has been said. Clarification is done in terms of the speaker’s thoughts and feelings. It starts by referring to the speaker. For example, it could begin with phrases such as ‘It seems you…’ or ‘Perhaps you feel…’. The exercise of clarification is done with the purpose of helping the speaker understand his or her own feelings more fully.


According to Long, an interpretative listener on the other hand adds ‘new content and feelings to the expressions of the speaker—content and feelings that are not contained in the previous expressions of the speaker but are based on the listener’s projections concerning the speaker as a person’4. Interpretations are based on the listener’s knowledge of the speaker, on the ways human beings act in similar situations, or on the listener’s personal biases and opinions, with which the speaker may or may not agree. Incorrect interpretation shows lack of understanding on the part of the listener. To be helpful as a listener, one should first listen to what is said and not ask why it is said. The listener should develop the ability to clarify rather than interpret what others say to be able to respond successfully.


Consider the following example:


Divya: I do not like oral reports. May I submit a written report, instead?


Mr Chakrapani: I know speaking before the whole class is difficult. You feel nervous. It seems everyone is looking at you and you become self-conscious.


Mr Chakrapani responds to Divya in a clarifying way. He focuses on her and her feelings. He gives his response in terms of Divya. He projects himself in the situation and feels what she feels. He uses the phrase ‘You feel…’, which communicates empathy. Finally, he amplifies her dislike of oral reports by bringing in her feeling of nervousness in standing before the whole class. Of course, this amplification is based on what Mr Chakrapani assumes about Divya’s preference for a written report. And it may not be absolutely true. She may also be thinking that a written report could result in a better grade. One can be certain about the correctness of his clarification only when Divya nods ‘yes’ in response to Mr Chakrapani.


Now, here is an example of interpretive listening:


Divya: ‘I do not like oral reports. May I submit a written report, instead’?


Mr Chakrapani: ‘I know it’s easy to get a report written by a senior and submit it’.


Mr Chakrapani responds to Divya’s statement not in not in terms of what is said, but in terms of what he believes or knows about the practice of submitting reports. His listening is conditioned by his knowledge/information about student practices that Divya may not be aware of. In this case, the listener responds to what he assumes, not what he hears.


Recognizing Unexpressed Feelings and Thoughts


It is most important to understand the feelings in a message. Even the speaker may find it difficult to express his or her feelings properly and fully. The listener should help the speaker express his or her feelings more freely. This can be done by amplifying the speaker’s feelings, which may be implied and not openly expressed. By listening to verbal expressions and non-verbal clues, the clarifying listener can get an idea of the problem that is bothering the speaker. The listener puts together the clues provided by the speaker’s tone, choice of words, pace of speaking, and intonation pattern to sense the underlying feelings of the message. Non-verbal clues such as gestures, facial expressions, body movement, and eye contact and movement, in combination with verbal clues, affirm the unsaid feelings and thoughts of the speaker. The clarifying listener then conveys to the speaker that he or she has recognized the feelings and thoughts he or she has not openly shared. This encourages the speaker to open up and talk about suppressed feelings and thoughts.


To understand clarification further, let us analyse the expressed and implied feelings in the following statement:


Monica: Of late, I have started feeling very distant from my family. I am unable to talk with anyone. I do not know what has gone wrong. Even when I talk to my brother or sister, I feel as if I am talking to some unknown person.


Expressed feeling: Feeling of distance


Implied feelings: Loneliness, worry, and anxiety about the loss of family ties and closeness


Now analyse the following statement for the speaker’s expressed and implied thoughts:


Surbhi: I tried hard to become the Indian Idol. I thought as a singer I was as good as anyone else. But, in the finals when I heard the other contestants, I realized I could not make it.


Expressed thought: I thought as a singer I was as good as anyone else


Implied thought: I did not estimate my singing ability correctly


We have now discussed some of the characteristics that help a speaker express his or her thoughts and feelings freely. Broadly speaking, a good clarification response has the following characteristics:


	Encourages disclosures by the speaker


	Pays close attention to the speaker’s feelings


	Communicates understanding of expressed as well implied feelings and thoughts


	Helps the speaker understand his or her problem





To test your understanding, choose which of Meera’s responses to Nidhi is a clarifying response and give reasons for rejecting the other three responses.


Nidhi: I have lot of problems with my finance professor. She does not like me. Can you do something about this?


Meera:




	I do not know your finance professor


	You believe your finance professor dislikes you and you want me to do something to help.


	When I was getting my MBA, my marketing teacher hated me. I was always scared about my grade in marketing because of our personal relationship.


	You are worried about your relationship with your finance professor. You believe she does not like you. You fear you may not get a good grade in her course.





If you chose D as the clarifying response, you are correct. Here are the reasons for rejecting statements A, B, and C as clarifying responses. Response A does not reflect a deeper understanding of the problem of personal relationships in professional settings. Nor does it identify Nidhi’s fear of not getting a good grade. Instead, it seeks to know more about her professor. Response B just reflects the feelings of the original statement; it does not amplify them or help Meera understand her feelings better. Response C is an example of the listener identifying with the speaker’s experience. A clarifying response, however, should focus on Nidhi’s experience and her feelings about it. Response D, on the other hand, is a correct clarifying response. In this response, Meera focuses on Nidhi’s worries and concerns about her relationship with her professor and her grade in the course. Nidhi did not directly state these concerns, but Meera perceives them as fears hidden in Nidhi’s mind. The original statement talks only of the teacher’s dislike of Nidhi and asks for some help in this regard. Meera elaborates on this and helps Nidhi understand her worry more clearly. The speaker can get a lot of satisfaction and fulfillment from knowing that he or she has been heard, understood, and accepted by someone.


SUMMARY




	This chapter explains how listening means paying thoughtful attention to what someone is saying.


	Listening carefully is an important skill for managers, and the skills of thoughtful listening should be cultivated by managers.


	The listening process includes giving undivided attention to the speaker, hearing, understanding, and interpreting the words, evaluating non-verbal expressions, empathizing with the speaker, and conceptualizing.


	There are various factors that adversely affect listening: lack of concentration, unequal statuses of the speaker and listener, a halo effect or complex, a closed mind, poor retention, premature evaluation, abstracting, biases or slant, cognitive dissonance, and language barriers.


	Some guidelines for improving listening include speaking less and listening more, observing body language, and focusing on and empathizing with the speaker.


	There are two basic concepts of responses: the basic reflective response and the basic clarification response. A reflective response paraphrases the speaker’s words and lets the speaker know that the listener has accurately heard him or her. A clarifying response ‘assumes the internal frame of reference of the speaker’ and elaborates on the speaker’s thoughts to draw out the speaker’s unsaid thoughts and emotions.





CASE: TOO BUSY TO LISTEN?


There are times when teachers are too busy to listen to their students’ difficulties. Students find them preparing the next day’s lecture, correcting scripts, or discussing college problems with other teachers.


Geeta, a BBA student, finds herself approaching her program coordinator, who seldom encourages students to discuss their personal problems or any course-related questions or concerns. The teacher brushes her off saying she is too busy.


Geeta: Madam?


Ms Srivastava: Yes?


Geeta: Can I talk to you just for a minute? I need your help.


Ms Srivastava: Not now, Geeta. I am marking papers.


Geeta: Can I see you after my class, please?


Ms Srivastava: Not today. I have to attend the faculty meeting and then I have to prepare tomorrow’s lecture. And I also have to enter these marks in the grades sheet. Today, I am too busy. Why don’t you go to Rita madam?


Geeta: Madam, I had actually first gone to Rita madam. She also told me she was not free. She was very busy with the college’s Annual Day function preparations.


Ms Srivastava: Yes, Geeta, we all are very busy till the end of this month.


Questions to Answer




	Discuss the barriers to sympathetic listening as shown by the responses of the teacher to Geeta.


	What, according to you, is the real reason for the teacher’s inability to listen to Geeta? Are they really too busy to listen to students’ problems?


	�‘I am too busy’. What does this statement show about the nature of the responses of some teachers?





REVIEW YOUR LEARNING




	�‘Listening is hearing with thoughtful attention’. Discuss.


	What is the advantage of being a good listener for a business executive?


	Describe in detail the process of listening.


	Describe some internal factors that act as barriers to proper listening.


	‘Premature evaluations and hurried conclusions distort listening’. Discuss.


	Describe some methods of improving the listening ability of a person.


	Explain how a reflective response facilitates listening.


	Bring out the difference between ‘clarifying’ listeners’ and ‘interpretative’ listeners.


	What do you understand by the term ‘responsive listening’?





REFLECT ON YOUR LEARNING




	Consider the reasons for one’s occasional lack of concentration on what is said.


	How would you evaluate yourself as a listener on the basis of the listening characteristics described in this chapter?


	In this chapter, there are some guidelines given for improving listening. Which of these would you find suitable for improving your listening?


	Do you believe that proper training can improve one’s listening skills?


	Do you agree with the view that it is not possible to have appropriate communication between a speaker and a listener?





APPLY YOUR LEARNING


Identify the nature of listening/responding given in the example below and give reasons for your choice:


Gaurav: I don’t believe I can complete this project report. I’m so frustrated. I have no background information.


Prasant: You feel discouraged because you feel you do not have the skills to write the project report.


Prasant’s response is:




	Interpretative


	Reflective


	Clarifying


	Responsive





SELF-CHECK YOUR LEARNING


From among the given options, choose the most appropriate answer:*




	Most of our waking time goes in:



	hearing


	speaking


	writing


	reading








	Listening, like speaking, reading, and writing, is:



	a skill


	a gift of nature


	an art


	a habit








	A serious listener concentrates on:



	the speaker’s physical appearance


	the speaker’s body language


	the message


	other thoughts








	As a sympathetic listener, you should consider the message from the point of view of:



	the audience


	yourself


	the speaker


	others








	When a listener abstracts partially, listening is:



	helped


	distorted


	obstructed


	slanted








	Good listeners concentrate on:



	the speaker’s main thought


	the speaker’s every word


	important words


	minor details








	A reflective listener:



	thinks about the speaker’s message


	appreciates the message


	ignores the details


	repeats the message’s essential parts








	A clarifying listener:



	explains the message


	repeats what is said


	illustrates the message with examples


	elaborates the speaker’s underlying thoughts and

feelings








	Listening and hearing refer to:



	the same thing


	different things


	a specific act versus a general act


	mental and physical acts, respectively








	Listening, to a large extent, depends on a person’s:



	desire to know


	interest in others


	taste for gossip


	closed mind
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CHAPTER 7


Non-verbal Skills


“Heard melodies are sweet, but those unheard Are sweeter; therefore, ye soft pipes, play on; Not to the sensual ear, but more endear’d, Pipe to the spirit ditties of no tone”


�—John Keats






Upon completion of this chapter, you should be able to:









	Know the meaning and characteristics of non-verbal communication.


	Understand the function of body talk in fully interpreting the underlying message of words.


	Learn positive gestures, body movements, and facial expressions.


	Recognize different cues and clues indicated by facial expressions, gestures, postures, body movements, and eye contact.


	Understand silence as a mode of communication.


	Learn how to build rapport.















COMMUNICATION AT WORK







In his first week at the Indian Institute of Management, Ravindra had a misunderstanding with one of his classmates. One fine evening, Rishi stormed into Ravindra’s room when he was studying. He asked Ravindra for a book, the work of a Nobel laureate, that Rishi had borrowed from the library. Giving Rishi the book was not an issue, but the way Rishi asked for it surprised Ravindra. Rishi came into the room and said rather abruptly: ‘What the hell are you going to do with the book? Why not hand it over to me?’ This sounded a bit insulting to Ravindra; he felt that for some reason Rishi thought he could not read or understand the book. He was hurt. Still, he gave Rishi the book as he was not studying from it at that time.


Though Ravindra did not tell Rishi that he did not like his language and tone, Rishi could tell something was wrong from Ravindra’s face. Before leaving, he told Ravindra that that was the usual way he spoke with his friends and he should not be offended. Initially, Ravindra was not satisfied by this explanation, but after interacting with Rishi for a few weeks, he no longer minded his brusque style.



 




WHAT IS NON-VERBAL COMMUNICATION?


Non-verbal means not involving words or speech. Thus, non-verbal communication refers to the wordless messages received through gestures, signs, body movements, facial expressions, tone of voice, colour, time, space and style of writing, and choice of words.


Animals communicate their deepest feelings of love, anger, joy, hunger, and desire for mating through gestures, cries, whistling, body movements, and many other signals known through instinct. Of course, the exact interpretation of such signs and gestures does vary, but they are mutually understood within their species.


It is human beings alone who have evolved the language of words to convey our thoughts in a structured manner. Still, in moments of excitement, we tend to convey our feelings and emotions of joy, love, anger, and hatred by smiling, shouting, frowning, or using other wordless clues. Such nonverbal expressions of feelings come spontaneously. However, at times, we can deliberately lace our words with expressive tones, gestures, and facial expressions to heighten and modify the meaning of our words.


Some non-verbal message usually accompanies a verbal message. The verbal and the non-verbal together form the total meaning of the message communicated. In addition to the words uttered by the speaker, there is also usually something unsaid and implied, so to fully understand the message, the listener should pay attention to body language and non-verbal signals.


Unspoken messages are transmitted by non-verbal clues and signs (body movements and gestures). They exist in the form of meta-communication and kinesic communication (body talk). The receiver’s response to them influences the interpretation of messages received through words. Body language is not mindreading. Rather, it involves instant revelations—flashes that are communicated from one subconscious to another. There is no deliberate attempt to give or receive nonverbal messages. The exchange happens spontaneously.


 


1
Know the meaning and characteristics of non-verbal communication.


 


Meta-communication


Meta-communication is an implied meaning conveyed by the choice of words, tone of voice, fumbling, silence, or omission. It is a message communicated not by words, but along with words. Meta-communication can be intentional or unintentional. For example, consider the following statement: ‘Try to reach the airport well on time’. The remark offers sound advice. But the sentence, without stating it explicitly, implies that the listener is not punctual or is habitually late. Similarly, when someone wishes another person ‘best of luck’, it generally conveys good wishes, but also implies a sense of anxiety or fear that something untoward may happen.


 






Meta-communication is an implied meaning conveyed by the choice of words, tone of voice, fumbling, silence, or omission. It is a message communicated not by words, but along with words.
 







Meta-communication also occurs through the use of paralanguage. Paralanguage includes pitch, loudness of voice, and speech breakers such as ‘er’, ‘ah’, and ‘uh’, which show hesitation or caution. Just as a normal or low pitch of speaking shows calm and control, a loud voice communicates displeasure or anger. Prolonged gaps, pauses, or silence are also forms of paralanguage. When a leader speaks slowly with many uses of ‘er’ and ‘uh’, he or she is usually being very careful and suspicious.


 






Paralanguage includes pitch, loudness of voice, and speech breakers such as ‘er’, ‘ah’, and ‘uh’, which can show hesitation.








Kinesic Communication


Kinesic communication is the message conveyed through non-verbal acts in the form of body movements such as gestures, winking, smiling, posture, or style of dressing and grooming, which send out a message that supports or contradicts the verbal message.


 






Kinesic communication is the message conveyed through non-verbal acts in the form of body movements such as gestures, winking, smiling, posture, or style of dressing and grooming, which send out a message that supports or contradicts the verbal message.








Kinesic communication is also known as body language or body talk. It includes the entire non-verbal behaviour of the communicator. A non-verbal act is often subconscious. It transmits unstated feelings and attitudes and hidden intentions. Non-verbal signs offer clues to the receiver, and help the receiver understand and correctly perceive the total meaning of the message.


A non-verbal message conveyed through body movements is known as leakage. A successful receiver is able to observe and interpret the leakage. Though it is not possible to have an exhaustive account of all leakages and what they signify, a few examples that illustrate the modifying effect of body movements on communication are given in Exhibit 7.1.


 




Exhibit 7.1
 Some Examples of Kinesic Communication


[image: image]




CHARACTERISTICS OF NON-VERBAL COMMUNICATION


A writer’s style or a speaker’s tone of voice and facial expressions indicate his or her attitude and feelings beyond what is being expressed through words.


 


2
Understand the function of body talk in fully interpreting the underlying message of words.


 




	Non-verbal communication occurs via instrumental body movements. When someone moves their hands to perform some function, such as wash their face, it is an instrumental movement and not a symbolic clue. Most body movements, with the exception of instrumental movements, have meaning and communicate something. Communicative movements act as non-verbal clues. For example, wiping one’s mouth when confronted by an authority figure communicates nervousness and using the hand gesture to wave goodbye communicates courtesy and friendship.


	Non-verbal cues may be conscious or unconscious. They reveal the speaker’s state of mind and inner feelings and emotions, which may be real or affected. Trained actors and orators intentionally use gestures, facial expressions, body movements, and postures to create the intended impact on their audience. Effective writers use stylistic devices to convey hidden feelings and attitudes.However, in real-life, most people betray their inner thoughts and feelings through unconscious signs. The speaker may not realize that he or she is conveying these feelings. For example, consider the following statement on bilateral talks between two unfriendly countries made by the representatives with tense facial expression or without a smile: ‘The meeting has made history’.



	The interpretation of non-verbal clues differs from person to person. For example, if a listener maintains continuous eye contact, the speaker may take it as a sign of perfect attention and full acceptance, but to someone else it could be a sign that the listener feels helpless or trapped.

The visible is usually more convincing than what is heard as it may support or contradict the verbal message. Non-verbal clues are often taken as indicators of reality. For example, the pale face of a person in danger contradicts his or her claim of fearlessness. The trembling of a speaker indicates nervousness even though the speaker may say, ‘I feel encouraged and inspired to stand before such a learned audience’. Dress or language can also reveal the communicator’s status or education.


 






Dress or language can also reveal the communicator’s status or education.











	The same gestures may also be interpreted differently in different circumstances. For example, consider two colleagues, A and B, who are good friends. When A pats B on the back endearingly to congratulate her on a successful project, the pat is taken as a friendly gesture. Now, suppose A is the chairperson of a promotions committee and B is a candidate for promotion. To create a misunderstanding between A and B, someone tells B that A, as chairperson, opposed her promotion. When, on meeting her the next evening, A congratulates B and as usual pats her on the back, she recoils. This example shows that the relationship between two people also determines how they interpret each other’s gestures.





CLASSIFICATION OF NON-VERBAL COMMUNICATION


Non-verbal forms of communication include the following modes—paralanguage, meta-communication, kinesics, grooming, proxemics, and time language. The symbolic meaning associated with different body movements, gestures, and expressions is only suggestive and not specific in its import.


 






 The symbolic meaning associated with different body movements, gestures, and expressions is only suggestive and not specific in its import.








Ekman’s Classification of Communicative Movements


Let us consider Ekman’s classification1 of communicative movements into five types:




	Emblems: When the movement of body parts represents ideas visually, the communicative act is emblematic, meaning it reflects the meaning non-verbally through a physical image. For instance, a circle made with the thumb and index finger, with the rest of the fingers stretched out straight, acts as an emblem for the ‘okay’ sign in America. This sign is meaningful for those cultures that use the English alphabet. The circle is an image of the letter ‘O’. But in a different culture, the same circle ‘O’ can represent a coin, just as it does in Japan. Another instance is that of the arbitrary gesture of holding up the thumb, which in Japan refers to a ‘boss’, and in India, means ‘perfect’.


	Illustrators: Illustrators are movements of hands and arms for representing the size, shape, frequency, or speed of something. For instance, widely stretched arms show enormity of size. According to Ekman, a speaker uses illustrators when he or she is enthusiastic or fully involved in the subject being discussed. In such a state, the speaker involuntarily dramatizes ideas by using the movements of arms to focus on an idea or an event.


	Body manipulators: These are acts of touching one’s own body or an object for no reason. Examples include fidgeting with jewellery or touching one’s buttons. These are unintentional acts. However, some consider them to be clues of nervousness, anxiety, or boredom.


	Facial expressions: The most expressive part of our bodies are our faces. Our faces reflect our thoughts and feelings. Smiling, frowning, blushing, paleness, and so on reveal positive and negative feelings. These are emotional expressions that show on the face. The most fundamental emotions of happiness, sadness, anger, disgust, surprise, and fear are involuntarily marked on our faces.


	Regulators—eye movements: Eye movements such as squinting, winking, and staring are called regulators. Eye contact, a smile, or a frown is a strong message of interest, involvement, acceptance, rejection, or annoyance. Other people notice these and form impressions about the person communicating based on these. While communicating, remember the popular saying: the face reflects the mind; the eyes reveal the heart. For example, eye contact shows attentiveness and interest. On the other hand, rolling one’s eyes is associated with restlessness and contempt. Staring can communicate threat. Wide open eyes show wonder or shock. A wink following a statement negates the seriousness of the statement made. Similarly, raised eyebrows or a wrinkled forehead symbolizes objection and questioning. Avoiding eye contact shows nervousness or evasiveness.



 

A favourable impact can be created by using eye contact, natural facial expressions and eye movements, and a smile that reflects a pleasant state of mind.


Face Facts


A smile shows that an interaction has been pleasant for the participant in a conversation. Perhaps, it would not be wrong to say that in most face-to-face communications, the most positive impression is made by a smiling face. The situation may be an interview, a negotiation, or a one-on-one meeting. Even in telephone conversations, one is able to feel the impact of a smiling voice. Unlike smiling, frowning is uninviting. It might suggest to other people that the person wants to be left alone.


 


3
Learn positive gestures, body movements, and facial expressions.


 


By practising positive body language, one can gradually develop positive feelings. Body language can induce a state of mind that can act as a positive shield against negative feelings. One can learn to communicate sincerity and concern in business dealings by using positive body language to support words of greetings, courtesy, and customer care. Avoid negative leakage. Learn to look confident, assertive, and positive. Avoid appearing nervous, aggressive, rude, pompous, indifferent or overbearing, and superior to others.


As discussed earlier, most people are not aware of the non-verbal messages they give out to others. Therefore, it is important to develop awareness about various body movements and gestures and their possible interpretations by others. The associated messages of some significant body movements and gestures are discussed in this section.


 






Most people are not aware of the non-verbal messages they give out to others. Therefore, it is important to develop awareness about various body movements and gestures and their possible interpretations by others.








Positive Gestures


When a person speaks, his or her hands move freely to indicate the meaning of his or her words. Such gestures are natural. They cannot be avoided. They give strength to the speaker’s words. But gestures should be seen in terms of whether they have a positive or negative message. Although gestures are spontaneous, we can learn to monitor and use positive gestures and minimize, if not avoid, the negative ones.


Positive gestures are body signals that make the communicator look relaxed, confident, and polite. Positive listening gestures include leaning a little towards the other person, tilting the head, making eye contact, and gently nodding as a sign of agreement or understanding. Such gestures encourage the speaker to a great extent. Positive speaking gestures include keeping the hands open and avoiding clutching or folding them across the chest.


 






Positive gestures are body signals that make the communicator look relaxed, confident, and polite.








When walking, keep your head upright. Hands should swing freely by the sides. Eyes should look straight in front. Steps should be well measured and steady. Many people carry books, files, and documents held against the chest. This makes the person look nervous and defensive. To avoid being perceived as a nervous person, one could carry them on one side. We can use our gestures to politely communicate what we want when we are unable to speak or are interrupting someone. For example, during a serious, formal conversation, if you are offered water or tea, you may politely hold up your palm to ask the other person to wait or to decline if you do not want to interrupt the conversation. Similarly, if you are on the phone and someone asks you something, you can politely request him or her to wait a minute by holding up one finger or some other symbolic gesture. This ensures that you do not ignore the visitor.


Gestures can be adequate substitutes for words. We should develop the skill of using them effectively. Equally importantly, we should recognize our negative gestures and learn to hide them.


 


4
Recognize different cues and clues given by facial expressions, gestures, postures, body movements, and eye contact.


 


Negative Gestures


Negative gestures involve certain body movements, postures, gestures, or non-verbal activities such as shaking, tapping one’s feet, looking at the watch, and so on. Putting one’s hands in the pockets is also a negative gesture. If you put one hand in your pocket, it usually suggests arrogance. If you put both, it might show nervousness. However, if you want to look confident, but not nervous or arrogant, thrust your hands in your pockets, then keep the thumb out, so that you do not fully insert your hands inside the pockets.


Take note of the clues in Exhibit 7.2.


Lateral Gestures


Besides non-verbal gestures that convey wordless messages through body language and facial expressions, there are other wordless signs of power, position, taste, and culture such as decoration and size of one’s office, dress, grooming, and so on. These are called lateral gestures and include the following broad categories: (1) physical setting, (2) dress—clothes and shoes, and (3) personal space.


 






Besides the non-verbal gestures that convey wordless messages through body language and facial expressions, there are lateral wordless signs of power, position, taste, and culture such as decoration and size of one’s office, dress, grooming, and so on.








 


Exhibit 7.2 
Non-verbal Clues






Signs of nervousness include the following:


putting hands in one’s pockets, covering the mouth with the hand while speaking, scratching, nail biting, sideways glances, finger-drumming, clearing the throat too often, foot tapping, hand-wringing, crossing arms or legs, a slumped posture, sitting on the edge of the chair, rocking one’s legs, looking at the ceiling, straightening one’s tie, fixing one’s hair, speaking too fast or too haltingly


The following are the loudest gestures of nervousness:


adjusting one’s glasses; blinking excessively; fidgeting with jewellery, watches, or cufflinks; clicking a pen; frequently sipping water; playing with a paperweight; smoking


Gestures showing aggression are as follows:


staring, pointing at someone, showing one’s fist, folding both arms, bending over someone


Gestures showing rudeness include the following:


shaking hands too firmly or too limply; standing too close; whispering at a social gathering; talking, checking e-mail, or sending text messages on one’s cell phone or BlackBerry in meetings or social situations; working while someone is talking; yawning; smirking; glancing at the clock frequently during a conversation; making ‘tut-tut’ sounds; grooming, specially fixing one’s hair, when listening or speaking; gathering and folding papers before the meeting is over


Gestures that show self-importance and should be carefully avoided in situations that demand solutions and negotiated settlements are:


keeping one’s eyes closed while talking, tilting one’s head backwards while talking, looking at the tip of one’s nose while talking, pursing the mouth, steepling the fingers, peering over the top of one’s spectacles, waving a glass or key while talking


Gestures showing lack of good sense include:


banging the table instead of laughing at a joke, chewing on the end of a pen, using air quotes and making a ‘T’ in the air when asking for tea, waving one’s hands around excessively while talking, wringing one’s hands, opening or closing buttons or fidgeting with one’s watch strap while talking, wiping one’s hands on the face, touching the nose time and again


Some authority figures, without saying anything, can make one feel subordinate by behaving in the following ways, which display a sense of superiority:


not responding to or acknowledging the other’s greeting, staring, shouting orders, standing too close, leaning or sitting on someone’s desk, standing behind someone’s seat and watching over his or her shoulder as he or she works, smoking in someone’s space, attending to one’s cell phone during meetings, making any unwanted or unwarranted physical contact, continuing to work when others address you, having a crushing handshake or holding the other person’s hand for too long, reclining in the chair with hands folded behind the head


Creating a feeling of subordination and hierarchy adversely affects good working relationships and makes others uncomfortable. Therefore, executives should avoid such power posturing.








 






Creating a feeling of subordination and hierarchy adversely affects good working relationships and makes others uncomfortable.








Physical Setting


An executive’s position of power may be gauged from the size and furnishings of his or her office. The quality of furniture adds to the impression created by the setting of the room.


In an office, the executive’s table is usually placed a few steps away from the door. This compels visitors or subordinates to walk up to him or her and feel his or her presence. Space is one of the factors involved in indicating the proximity of a relationship.


Dress


Clothes can define a person. It is one of the first things people notice. A person’s clothes—their texture, colour, design, style, and stitching—reveal their taste and aesthetic sense.


In business, it is important to pay attention to one’s clothes, especially at an interview or presentation. While one should look impressive, it is important not to be overdressed. Instead of highly fashionable and trendy designs and styles of suits, business executives should favour elegant, conventional styles. Clothes should not distract from the conversation.


 






In business, it is important to pay attention to one’s clothes, especially at an interview or presentation. While one should look impressive, it is important not to be overdressed.








In addition, one’s clothes should be neither too loose nor too tight. It is important to feel comfortable in one’s clothes, particularly in a high-stress situation such as an interview or presentation. Never try a new set of clothes for such occasions. New clothes may not sit comfortably, and they may distract the wearer from time to time. So, the first rule to follow is the principle of comfort.


Shoes should also be formal and in keeping with the colour of the clothes. Business bags, briefcases, handbags, or portfolios also indicate one’s status as a professional. An overstuffed handbag is not as impressive as a sleek briefcase or a smart handbag.


Personal Space


The personal space between two interacting persons indicates the level of formality, informality, intimacy, or distance between them. Business executives should observe the personal territory that each individual wishes to enjoy. Breaking into someone’s personal territory is likely to make him or her feel uncomfortable. When placed under such an intrusion, an important person is bound to show displeasure and signs of withdrawal from the interaction. Thus it is also important to understand the non-verbal message of displeasure and correct the space-relationship to have a fruitful interaction.


Two interacting parties have a zone of invisible space between them, which is delineated by the nature of their relationship. A public figure for instance, would be used to more space around him or her, whereas one would maintain a smaller distance with a friend or relative.


 






Two interacting parties have a zone of invisible space between them, which is delineated by the nature of their relationship.








According to the nature of relationships, there are four distinct zones: (1) the public zone, (2) the social zone, (3) the friendly zone and (4) the intimate zone.


The public zone is the widest territory between the speaker and audience. A public speaker addresses a large gathering of persons. He or she needs to speak from a raised platform at a distance of 10 to 15 feet from the audience. The distance and elevation of the speaker provide visibility and a sense of isolation and superiority for the speaker. An example of the public zone is seen in the armed services, where it is normal practice for army officers to issue commands from a distance of 8 to 10 steps from the troops.


A social zone is the space maintained between people who are known to each other in a formal way. All business transactions are to be treated as social interactions. An executive should keep a distance of 4 to 10 feet from his or her audience. This space will ensure the comfort of the listeners, especially if they happen to be seniors, customers, or clients. At this distance, one can observe the body language and facial expressions of the other party closely. The social zone will be applicable for new colleagues at work, new acquaintances, and small group training situations.


The friendly zone is the distance observed at business parties, seminars, and other informal business gatherings and get-togethers. In such situations, people remain close to each other, but not close enough to jostle against each other. The gap maintained is nearly 1½ to 4 feet. At this distance, people can comfortably chat, laugh, and joke with each other without invading each other’s space.


The intimate zone is the distance between an individual and those he or she loves, such as close relatives and family members. This zone is not appropriate in a professional environment. In this zone, people tend to be near enough to whisper, about 6 to 18 inches. This nearness signals closeness among those involved in the conversation. However, this close distance is possible only when one is sure of the relationship because it is a zone in which one can touch the other person. In all other zones, including the friendly zone, one should not risk touching the other person. Touching can be strongly offensive.


 






The intimate zone is the distance between an individual and those he or she loves, such as close relatives and family members. This zone is not appropriate in a professional environment.








Within the intimate zone, there are, according to the level of intimacy, further zones/bands. They are:




	Near intimate sphere (up to 6 inches): The zone for lovers, partners, children, family members


	Distant intimate sphere (6 inches to 18 inches): The zone for close friends, close colleagues and relatives





Both these spheres are sensitive. The difficulty lies in knowing how close is too close. When our intimate zone is intruded upon, we may feel embarrassed and, at times, threatened by the unwanted approach. We may have a ‘flight or fight’ response, either confronting the intruder or removing ourselves from the situation. If our friendly zone is violated, we hide our discomfort by smiling or raising questions.


There are times when one cannot help having personal and intimate spaces violated, such as when travelling in a crowded compartment or entering a packed lift. In such situations, people are not usually resentful of others because body language indicates their helplessness. Moreover, to avoid discomfort to anyone, it is best to avoid eye contact with others in such situations and to try to stand straight to avoid physical contact with anyone.


RESPONDING TO POWER POSTURING


Knowledge of non-verbal skills strengthens the communicative competence of professionals. However, these skills do not give one the power to control others. Understanding others’ body language does not mean having control over their responses or actions. It only means understanding them and their meaning better, which is helpful in fulfilling one’s purpose.


 






Knowledge of non-verbal skills strengthens the communicative competence of professionals. But these skills do not give one the power to control others.








One situation where understanding non-verbal communication can help a business executive is if he or she encounters power posturing by superiors or colleagues, which may lead to a sense of being subordinated or dominated. Consider a situation in which your boss, known for his arrogance and strictness, quietly enters your room from his side office and stands behind you. He keeps watching what you are working on for a few minutes. There is silence. You feel deeply nervous and upset. Finally, he says, ‘So, what’s on?’ in a stern voice. In such a state of nervousness, your body talk should not reveal nervousness. Nervousness can indicate that you were doing something wrong. Blurting out ‘Nothing’ in a shaky voice could imply that you were wasting your time. Instead, you should reply with confidence by standing up and facing him, greeting him, and calmly saying exactly what you have been doing.




	Power posturing makes its victim feel upset and nervous. It is the deliberate use of body language and behaviour to make the target feel inferior. The person responsible for it may shout, bully, not respond, interrupt, or pretend not to notice the target by continuing to work. Some interviewers choose to make interviewees nervous by using some of these gestures. For instance, when the interviewee asks permission to enter the room, they give a loud response, ‘Come in!’ Upon entering, the interviewee stands before the interviewer, but he or she continues to work, completely ignoring the interviewee. After a few minutes, the interviewer asks the interviewee his or her name, but by this time the interviewee’s confidence is already drained.

 






Power posturing makes its victim feel upset and nervous. It is the deliberate use of body language and behaviour to make the target feel inferior.











	When encountering power posturing, it is best to remain calm and not feel hurt. The power posturer’s goal is to bully the victim into such a state of mind. It is important to remember that the rude behaviour is not personal, but is directed by the particular professional situation at hand. The victim should not begin questioning his or her worth and should avoid nervous gestures such as wiping the mouth, biting one’s nails, or looking lost in thought. Instead, the victim should analyse the technique used by the other person. It is difficult but possible to confront power posturing skillfully and allow yourself to remain comfortable.


	If the victim is sitting when confronted by power posturing, he or she should not sit at the edge of the seat. This will make him or her look nervous and ready to run away. Instead, for comfort’s sake, he or she could cross his or her legs, but not the arms at the same time. The ‘double cross’ looks very defensive.


	The victim should use comforting gestures, such as touching the earlobes or the back of the neck or stroking the hair, skillfully. These acts restore confidence. But they should be done sparingly so that the bully does not take them as signs of nervousness or anxiety.


	The victim should maintain a reassuring standing posture. He or she can keep nervousness away by standing in a relaxed manner, with the arms down by his or her sides and feet apart by 9 to 10 inches. This posture gives a firm, balanced footing.


	The victim should be assertive. Most people tend to respond to an adverse situation by either fighting or fleeing. An alternative way of responding to unpleasant behaviour or negative situations is by being assertive. Assertiveness should not be taken to mean imposing one’s own will on others. It means understanding others’ points of view while putting one’s own point forward objectively. The victim should state what he or she thinks is right without being influenced by emotional considerations. In both fight and flight responses, one is affected by emotions. In being assertive, one should express facts as they are and say what should be said. The ultimate goal is to convince the other person that the assertion is correct.

 






Assertiveness should not be taken to mean imposing one’s own will on others.














To be assertive, one has to learn the skills of discussing and negotiating. However, negotiation is a time-consuming process and requires patience. Impatience makes one react aggressively and fight or run away (flight). Both these reactions—aggression and passivity—have negative effects. Aggression negatively affects the other party by hurting their feelings and provoking them to react with similar behaviour (anger). Passivity, on the other hand, is frustrating. It results in the feeling of failure and suggests that others take you for granted. Hence, the proper way to respond is to say what you want to say, with the firm conviction of being right.


GUIDELINES FOR DEVELOPING NON-VERBAL COMMUNICATION SKILLS


Most verbal communication is laced with emotional overtones expressed through body movements, gestures, facial expressions, and modulations of voice. These non-verbal elements indicate what is intended but not verbalized by the speaker. Those who pay attention to these non-verbal gestures can find something additional in their understanding of the message; the ability to do so can be improved.




	Watch and read non-verbal clues:



	Interpret non-verbal clues in relation to the situation and culture accurately.


	Be careful about false non-verbal clues deliberately given to deceive you.


	Consider the non-verbal message, along with what the speaker’s words say, to know the total message.


	Respond with self-control, but do not react to non-verbal signals.



 




	Know your body language:



	Develop self-awareness by visualizing yourself as others see you and interpreting your body movements and gestures.


	Try to develop positive gestures and expressions to present yourself as you wish to be seen by others—as a confident, pleasing, well-meaning team worker.


	Do not give conflicting non-verbal cues.


	Convey sincerity through your tone of voice and facial expression.


	Use symbols, non-verbal cues (gestures, posture, and so on), intonation (volume, pace of delivery, and enunciation), expressions, and so on to reinforce and clarify the meaning of the message.


	Maintain eye contact with the audience.


	Smile genuinely.


	Avoid power posturing.


	Remember that the first impression is the most important and lasting impression. Hence, present yourself well to make a positive and lasting impression.








	Know about culture-specific body language: Though body language is a universal phenomenon, its meaning differs across cultures. Culture, like language, lays down rules for accepted social behaviour of people sharing a set of knowledge, beliefs, practices, and ideas. In present day multi-cultural workplaces, communication between persons of different nations and backgrounds requires an understanding of non-verbal acts such as eye contact, touch, and the sense of time in different cultures. People attach great significance to what they learn from non-verbal clues in addition to what they hear through words. Non-verbal clues are taken as true indicators of the speaker’s subconscious mind. They are, therefore, considered more reliable than words. Be careful not to use non-verbal clues that violate the cultural norms of other countries. Persons who travel and work abroad or in multi-cultural environments must realize that gestures may not mean the same thing they do in their own country. Some of those gestures might even be unwelcome or offensive.

 






Culture, like language, lays down rules for accepted social behaviour of people sharing a set of knowledge, beliefs, practices, and ideas.











	Know about touching and its context: Touching has limited communicative symbolism. It primarily conveys intimacy and closeness and also love. But its meaning is very closely linked to its context. Take the case of a doctor, who can touch a patient of the opposite sex when medically necessary, without offending the patient. In this context, the doctor’s body movements, touching, and so on are instrumental acts, performing certain tasks. They are not communicative body movements that reflect the doctor’s state of mind, emotions, or attitude. The context characterizes the nature of a body movement and determines whether it is a communicative or instrumental message.

 






Touching has limited communicative symbolism. It primarily conveys intimacy and closeness and also love. But the act of touching has its meaning in relation to its context.












 

Among lovers, parents, family members, and very close friends, touching is a normal gesture and goes unnoticed, but between strangers it is at once marked and may be objectionable. Even among those who share the zone of intimacy, only some parts of the body can be touched while communicating.


 


5
Understand silence as a mode of communication.


 


Touch usually communicates intimacy. However, which part of the body can be touched by whom and when depends upon the culture of the people involved. In western countries, men and women can walk freely holding each others’ hands in public. But in India, Pakistan, and other conservative countries, men and women generally do not do so in public.


To refer to themselves when speaking to someone, Americans may place one hand on their chest, whereas the Japanese may place a finger on their noses. But some psychologists consider nose touching to be a Freudian symbol of sexuality.
 

Like other emblematic body movements, eye contact is also culturally decoded in different ways. Eye contact is an important clue of attentive listening. In most western countries, it is considered polite to maintain eye contact when speaking to someone. On the other hand, in Japan and India, subordinates often do not make eye contact when speaking and listening to their supervisors. It is possible that an American may consider a Japanese person to be impolite if he or she keeps his or her eyes lowered during a conversation. In India, this may speak of humility, not shame.
 

Similarly, silence is communicative, but it may say different things to people of different cultures. For instance, in Japan, one may prefer to remain silent when one does not know much about the matter being discussed. In India, silence may indicate agreement. In the United States, silence may be seen as a sign of withdrawal and nonparticipation. An American usually looks for involvement and participation through raising questions or doubts.


 






Silence is communicative, but it may say different things to people of different cultures.








No one can make an exhaustive study of all possible cultural variations of every body movement. However, this is an attempt to highlight the importance of context and cultural differences in the interpretation of body movements and gestures.
 

COMMUNICATION BREAKDOWN


In life and in business dealings, communication can sometimes break down. This can happen when one party is too keen to talk about its own point of view without regard for the other’s interest or understanding. Sometimes, discussions become heated and argumentative and reach no satisfactory conclusion. Or a meeting might become boring because the same point is being repeated by the speaker without involving other members in the discussion. Such communication breakdowns do happen. No one wants the discussion to fail, but communication often does fail, mainly, because of two reasons:


 


6
Learn how to build rapport.


 
 



	There is no rapport between the speaker and the listener.


	There is no balance between speaking and listening.





The purpose of all communication is to be useful and harmonious. Harmony is the key word in personal and business communication. Harmony between the ideas of the speaker and the listener is the final aim of communication. The first step in achieving this is establishing a rapport between the non-verbal languages of the speaker and listener, which is reflected in the pace of the conversation.
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Harmony is the key word in personal and business communication.








For a fruitful discussion or dialogue, both the speaker and the listener should be on the same wavelength. This means that the two persons should use similar body language, particularly speed, tone of voice, pitch, words, gestures, eye contact, and timing. The non-verbal language used by the speaker should reflect the body language of the other person. You may notice that the word listener is being avoided in this context. This is because communication usually fails when the speaker treats the other person only as a listener. The speaker should not spend most of the time speaking and forcing the other person to listen without an opportunity to respond. A guideline regarding how time should be split between speaking and listening is a 30/70 ratio, which means that one should spend approximately 30 per cent of the time speaking and 70 per cent listening.


When one devotes 70 per cent of conversation time to listening, it gives one the time to study the body language of the other person and observe his or her state of mind and true feelings. To help the other person know how we perceive his or her response, our own body language should hold a mirror to his or her non-verbal language. This does not mean our body language should imitate the other person’s. It means that our behaviour, verbal and non-verbal, should reflect an understanding of the ideas and feelings of the other person. The two behaviours should be complementary.


If two people speak at different speeds, pitch, and volume, neither would be able to keep pace with the other. Consider the following example:


Sonali, a senior HR executive, sat slumped in her chair, disappointed. She had come to office very happy. She had prepared a long document on how to reduce the company’s costs without cutting the number of employees working in core departments of the organization. She had approached the general manager to discuss her proposed plan before formally submitting it for the management’s consideration.


When Sonali stood at the door of the general manager’s office and asked him, ‘Can I discuss something with you? I have a very exciting plan to show you regarding how to cut costs without reducing the number of employees. I think you will like it’, the general manager did not look at her. Instead, he kept on typing. After a few minutes of silence, without turning his gaze from the screen, he said, ‘I have to finish this report first. Maybe later’.


Communication in this case definitely broke down. There was no rapport or understanding between Sonali and the general manager. Understandably, Sonali was frustrated.


Now, suppose the general manager had responded to Sonali differently. If he had stopped writing, turned to Sonali, made eye contact, and said, ‘Wonderful! Let me first finish this report. We can meet in an hour. I will call you as soon as I am free. Will that be fine?’ Sonali would have felt satisfied. Such a response would have matched her own enthusiasm and she would have felt valued for her ideas and validated as a colleague. This exchange would have satisfied both parties, as the general manager would have had time to complete his report undisturbed, and Sonali would know her proposal would be given attention. What is significant in this second response is that the GM shows appreciation for Sonali’s enthusiasm and her keenness to discuss her plan. He therefore uses the word ‘wonderful’ to communicate his own excitement about the plan. He fixes a time to discuss it. He also lets Sonali know that the plan would be discussed without any disturbance when both parties were free. This exchange demonstrates a rapport between Sonali and the GM.


A simple non-verbal act in everyday life may make someone feel unhappy. For instance, if someone calls their supervisor’s cell phone to ask an urgent question twice, but does not get a response either time, he or she will be disappointed. The person may feel belittled because their supervisor knows their mobile number but choses to ignore it. The lack of rapport can be frustrating until the next time they communicate.


Some steps to establish rapport include:




	Develop the habit of talking less and listening and observing others more.


	Do not dominate the discussion.


	Maintain a natural pace of conversation.


	Recognize the pace of others and match it as closely as possible.


	Try to establish rapport during the first few minutes of the conversation.


	Do not introduce any controversial issues before creating this rapport.


	Avoid harsh criticism. Try to see reasons for differences of opinion and be tolerant of them.


	Focus on similarities of ideas.





These steps will help gradually overcome differences. Conflicting opinions will find resolution in the common understanding gained by both parties. In life, as in business, it is necessary to focus on those aspects of communication, verbal and non-verbal, that are shared.


SUMMARY




	Non-verbal communication involves the sending of messages through body movements, gestures, facial expressions, and other wordless channels such as space, time, and personal appearance. It works in tandem with the messages communicated by words.


	Non-verbal communication basically includes two types of communication: (1) meta-communication and (2) kinesic communication.


	Meta-communication is effected through changes in pitch, tone of voice, and choice of words. Kinesic communication is via movement of body parts in certain ways, not to perform certain tasks but to involuntarily communicate subconscious feelings along with whatever is expressed by the spoken words.


	Communicative movements symbolize meanings. To be successful in knowing what others mean when they say something, listeners should pay attention to the communicative meaning of the speaker’s body movements, facial expressions, eye contact, space, distance, and other non-verbal clues such as dress, hair style, and sense of time.


	To act and respond correctly in an intercultural context, one should know that different cultures interpret body language differently.


	Non-verbal communication is natural and spontaneous. One cannot control it, but it is possible to have good relationships with others by paying close attention to cues and clues that accompany words.


	Finally, it is also essential to develop skills of mutual understanding by creating rapport with the other person.





CASE: EVEREST TEXTILE MILLS
 

During the days of recession and growing unemployment, a job is considered a God-sent opportunity. There is not much choice in terms of place of work, position, or salary. The very first reaction is the decision to a job offer is to accept the opportunity of being employed.


Soon after completing his four-year program of B.E. (Civil) with a high first division, Sohan applied for the position of Assistant Engineer in response to an advertisement by the Building & Construction department of Everest Textile Mills. The mill was owned by the Kashiramkas, a wellknown business family of Rajasthan. It was situated in Tipli, a semi-modernized village on the border of Haryana and Rajasthan. The village was connected only by roadways.


Nothing could dampen Sohan’s enthusiasm to attend the interview and, if selected, accept the offer. At the interview, Sohan was a bit surprised to see the members of the selection committee. They all looked old, conservative, and semi-literate. The chief estate supervisor, the chief engineer, the project manager, and the mill owner himself were all either diploma-holders or non-matriculates. Sohan was able to sense their uneasiness whenever he answered their questions in English.


The committee members were all undoubtedly highly experienced persons with practical knowledge of construction work, design, material quality, soil integrity, and so on. The chief estate supervisor asked very searching, technical questions on structure and load, but in Rajasthani. When Sohan answered in English, the interviewer kept nodding and looked towards the other panelists when Sohan finished talking. The behaviour of the chief engineer was similar. He framed a project in broken Hindi, with a Bengali accent, and kept on saying ‘yes yes’, and ‘thank you’, when Sohan discussed the answer; he too turned towards Mr Kashiramka when Sohan finished talking. Finally, Mr Kashiramka asked Sohan if he would be able to live in a village and adjust to the rural life of the countryside. Sohan told him that he was a person of simple living and would have little difficulty in adapting. Mr Kashiramka appreciated Sohan’s positive attitude and asked the chief engineer to show him the construction site.


Sohan toured the mill, which was spread out over a large distance, with hundreds of workers engaged in various sections. He was also taken to the Building & Construction department, which was located in a big, open area of the mill. It included the offices of the estate supervisor, the chief engineer, and four supervisors, the materials room, the fire brigade station, the power house, and the generator room.


The size of the mill and, especially, its Building & Construction department left Sohan highly impressed, and he decided to join the mill if offered the position. Before Sohan left, Mr Kashiramka told him about the close-knit relations of the workers. The mill was nearly 30 years old, and most of its employees were men who had been working there since its beginning. The workers had grown up together in the mill and had become family to each other. They had learnt their work through experience and looked down upon modern technical education and engineering degrees. They believed in practical knowledge and valued the expertise of their chief engineer, who was just a diploma-holder. They especially admired the insights and management skills of their estate supervisor, who could not even sign his name in English, but knew how to plan and get things done and helped the workers in times of need. During the conversation, Mr Kashiramka was intently studying Sohan, a newly graduated engineer hailing from an urban background. In fact, he would be the first university- educated engineer to join the homogeneous group of self-taught workers with no formal qualifications. On his first day, the workers looked at Sohan indifferently as he went around introducing himself as the new assistant engineer. Later, whenever he approached any group of workers and tried to start a conversation, they would remain tightlipped. Gradually, he found that the supervisors would just shrug their shoulders whenever he suggested any change in their way of doing a particular job. Sohan was increasingly realizing that it was never easy to be accepted into a well-knit clan of people having their own idea on modern, technical education.


One day, in a meeting with contractors, supervisors, and senior workers from different sections, when Sohan wanted to support the plan of the chief engineer, the workers and the supervisor did not allow him to speak. When he tried to speak, they would interrupt and make distracting background noises. At the end of the meeting, the supervisor sitting next to Sohan deliberately stood up in such a way that Sohan’s cup of tea fell onto his lap and hot tea spilled all over him. The casual way in which the supervisor swung around and left the room gave the impression that he had not even seen what he had done.


Questions to Answer




	What conclusions do you think Sohan, the new assistant engineer, and the mill’s employees reached about each other on the basis of non-verbal clues?


	It seems that Mr Kashiramka, the owner of the mill, was not sure at the interview that Sohan, an urban, university-educated engineer, would be able to adjust to the rural mill work environment and culture. Was he right? What could be the reason for this skepticism?


	Sohan does not respond or react to the workers’ nonverbal expressions of their attitude towards him. Would his approach have been more effective if it were supported by some verbal communication?


	Could this situation be avoided? If no, why? If yes, how?





REVIEW YOUR LEARNING




	‘When you lack confidence in a situation, your body language will shout out to others that you are unsure of yourself’. Discuss some of the ways in which body language can betray lack of confidence.


	Discuss the difference between communicative and instrumental body movements. Give some examples of communicative gestures.


	What is ‘leakage’ in non-verbal communication?


	How would you act when a power-posturing superior confronts you?


	Does our culture influence our interpretation of the behaviour of those from other cultures? Give examples to support your answer.


	Explain the process of meta-communication as an intentional form of communication.


	Discuss the main classifications of non-verbal communication.


	Besides non-verbal gestures and facial expressions, there are lateral gestures, which communicate without using words. Discuss some of these lateral non-verbal gestures with examples.


	What does personal space signify in interpersonal communication at different levels? Discuss with examples.





REFLECT ON YOUR LEARNING




	Reflect on the guidelines for developing communication skills and the extent to which you are able to interpret non-verbal clues accurately.


	How would you know if your communication with your colleagues is breaking down? Why do communication breakdowns happen?


	What is ‘rapport’? How would you establish rapport between yourself and your audience?


	



	How would you interpret silence during a discussion between a Japanese businessman and your Indian colleague?


	If a worker requests his supervisor for an increase in his salary and the supervisor remains silent, what should the worker gauge from his silence?



 




	Consider the modifying influence of culture on nonverbal modes of communicating feelings and relationships in similar social contexts.





APPLY YOUR LEARNING




	Interpret the following postures. What do they signify?



	Arms folded across the chest while discussing a problem with a friend


	Staring with half-closed eyes


	Pointing at someone with the index finger


	Leaning over the desk of a subordinate while talking to him


	Looking at the clock while someone is talking











SELF-CHECK YOUR LEARNING


From among the given options, choose the most appropriate answer:*




	Non-verbal communication does not involve:



	silence


	gestures


	space


	words








	Meta-communication conveys a meaning that is:



	implied


	directly stated


	incompletely conveyed


	graphically communicated








	Grooming is a form of non-verbal communication that is:



	conscious


	subconscious


	arbitrary


	hierarchical








	Positive gestures are body signals that make you look:



	arrogant


	hurtful


	nervous


	relaxed








	Between a speaker and a listener, the closest zone of personal space possible is:



	friendly


	social


	intimate


	public








	The percentage of working time business executives spend in listening is:



	30 to 70 per cent


	40 to 50 per cent


	40 to 60 per cent


	20 to 80 per cent








	By choosing to speak from the floor instead of the dais, a speaker can show the audience a sense of:



	respect


	closeness


	equality


	informality








	If a speaker winks after saying something, it suggests to the audience that the subject is:



	serious


	non-serious


	true


	incredible








	Paralanguage is a kind of action language that refers to:



	actual words


	body language


	personal space


	the tone of voice, speed of speech, and hesitation








	Giving non-verbal messages is:



	deliberate


	spontaneous


	tutored


	a dramatic skill











ENDNOTE




	Paul Ekman, Emotions Revealed (New York: Times Books, 2003).



 









  *For answers and self-evaluation, visit www.pearsoned.co.in/PDChaturvedi






  

CHAPTER 8


Writing Skills


“True ease in writing comes from art, not chance, as those move easiest who have learned to dance.”


�—Alexander Pope






Upon completion of this chapter, you should be able to:









	Understand the basic difficulties in writing clearly, simply, and correctly.


	Identity the different purposes of writing.


	Learn to plan written communication by paying special attention to the needs and expectations of prospective readers.


	Know the essential principles of effective written communication.


	Develop an effective tone in written communication.


	Use appropriate words and language for writing correctly and effectively.















COMMUNICATION AT WORK





Shalini is an MBA student. She is required to write a paper on decision-making. After jotting down her ideas on the decision-making process in a notebook, she settles down to write her paper. She stares blankly at the white sheet of paper in front of her for a couple of minutes. Then she picks up her pen and starts by writing at the heading on top of the sheet: ‘decision-making’.
 

Once again, she pauses, questioning the wording of the heading. Should it be decision-making or decision-taking? Do we make decisions or take decisions? To resolve the issue, she consults a dictionary. The white sheet continues to lie before her, blank. The dictionary tells her that making is correct, not taking.


She resumes writing. After writing a few sentences describing her upbringing by her father and how he had never allowed her to choose anything or do anything freely on her own, she slumps back in her chair. She stops writing and re-reads what she has written. She decides that she does not quite like the beginning.


After taking a short break, she begins to write afresh. The initial lines are struck off the white sheet of paper. She wonders how to begin correctly. At that moment, her elder brother enters the room. He tells her that the only way to write is for her to first put down whatever thoughts she has. Only after writing down her ideas, should she re-read, revise, and polish the language. He explains to Shalini that every creative act, whether of writing or speaking, has a painful beginning.








THE ART OF WRITING


Writing is a mode of communicating a message for a specific purpose. It reveals one’s ability to think clearly and to use language effectively. A manager is responsible for a variety of written communications such as replies to clients, enquires, memos recording agreements, proposals for contracts, formal or informal reports to initiate action, and so on. A manager should be able to convey information, ideas, instructions, decisions, and welfare proposals in written form, in keeping with the level of the people who receive and read them. However, a manager’s objective in writing a particular document is only met when readers understand exactly what is intended to be communicated to them. A manager, therefore, should be able to write down his or her thoughts simply and concisely.


THE SKILLS REQUIRED IN WRITTEN COMMUNICATION


Effective writing does not come by chance. It does not just happen. There is a set of skills required to write simply, clearly, accurately, and concisely.
 

Writing skills are as essential as the other knowledge and skills that form an executive’s professional qualifications and requirements. The skills required for business writing are essentially the same as those required for general written communication. Business writers should carefully check the grammar, punctuation, and spellings; ensure that sentences and paragraphs are structured logically; and follow the principles of sound organization—clarity, simplicity, and directness.


 


1
Understand the basic difficulties in writing clearly, simply, and correctly.


 


THE PURPOSE OF WRITING


The first task for writing effectively is to identify the purpose of the communication. There are mainly two goals of communication in business situations—to inform and to persuade.


 


2
Identity the different purposes of writing.


 


Writing to inform


When the writer seeks to provide and explain information, the writing is called informative writing. It is also called expository writing because it expounds on or expresses ideas and facts. The focus of informative writing is the subject or the matter under discussion. Informative writing is found in accounts of facts, scientific data, statistics, and technical and business reports.


 






Informative writing presents information, not opinions. Its purpose is to educate and not persuade. It is written with maximum objectivity.








Informative writing presents information not opinions. Its purpose is to educate and not persuade. It is, therefore, written with maximum objectivity. For example, consider the passage in Communication Snapshot 8.1.


Exhibit 8.1 presents a list of questions that must be answered in the affirmative to determine if a piece of writing is effective.


Writing to Persuade


Persuasive writing aims at convincing the reader about a matter that is debatable; it expresses opinion rather than facts. This writing is also called argumentative, as it supports and argues for a certain viewpoint or position. The matter at hand generally has two or more sides to it. The writer seeks to influence and convince the reader to accept the position he or she has put forth.






Communication Snapshot 8.1
Informatory Writing





The passage in Exhibit 8A is a piece of informative or expository writing. It successfully transmits a message about ants to readers. In the passage, the writer’s opening sentence expresses the main idea. The subsequent sentences give information that supports the main idea, namely unusual facts about the social lives of ants. 


As indicated, the purpose of the writer is to inform a reader objectively, with little bias. The information is logically arranged and clearly written.


 


Exhibit 8A
Ants






Ants have strange social lives. Like mediaeval feudal lords, some ants keep slaves to do their work. They attack other ants’ nests and capture them. The victorious ants bring back the defeated groups of ants to their own nests and force them to work as slaves. Surprisingly, ants do not live alone in their nests. Hundreds of other small creatures, like beetles and crickets, dwell with the ants in their houses as inmates. Some of these small creatures do useful work for the ants. They serve the ants by keeping the nests clean and performing other duties. However, others seem to live without doing anything in return. Why the ants allow them to stay in their nests is a puzzling question. Is it just benevolence or is it the feudal spirit of keeping a large retinue of servants?














 


Exhibit 8.1
Informative Writing: A Checklist








	Does the write-up focus on the subject under discussion?


	Does it primarily inform rather than persuade the reader?


	Does it offer complete and precise information?


	Can the information be proven?


	Does it present information logically and clearly?


	Does it flow smoothly?













Persuasive writing focuses on the reader. The writer attempts to change the reader’s thinking and bring it closer to his or her own way of thinking. Persuasive writing is found in opinion essays, editorials, letters to editors, business and research proposals, religious books, reviews, or literature belonging to a certain political party.


 






Persuasive writing is found in opinion essays, editorials, letters to editors, business and research proposals, religious books, reviews, or literature belonging to a certain political party.








Persuasive writing does more than just state an opinion—that is not enough. The opinion must be convincing. There must be supporting evidence or facts to back the writer’s opinion or point of view. Moreover, the writer’s point of view should be well argued, meaning his or her reasoning should be logical and clearly arranged. Let us consider the example of ‘Alternative Sources of Fuel’ shown in Communication Snapshot 8.2.


Exhibit 8.2 presents a list of questions that must be answered in the affirmative for a passage to be considered persuasive.






Communication Snapshot 8.2
Persuasive Writing





The case built in Exhibit 8B for considering alternative sources of fuel is well argued. The final paragraph clinches the argument for finding substitutes for fuel oil by convincing readers that, although it is not easy to solve the energy problem, the real need is ‘to find substitutes for fuel oil’ and ‘replacement energy forms are available to fill that need’.


 


Exhibit 8B
Alternative Sources of Fuel






Faced with today’s high energy costs and tremendous consumer demand, we need to find alternative energy forms. During the past five years, consumers have tried conservation as a means of defence against high fuel (petrol and home-heating) prices. They purchased smaller, more fuel-efficient cars and insulated their homes with storm windows and doors. While these conservation measures improved the efficiency of oil consumption, they had no effect on continually increasing oil prices. Since conservation alone is not the answer, what alternatives are available now?


One readily accessible substitute energy form is solar energy, produced by the sun. Solar collectors—made of insulation, serpentine tubing filled with water, and glass—absorb heat from the sun and distribute it to radiators or baseboard heaters. Hot water for bathing is available through this same process.


Gasohol is another alternate fuel. Gasohol is a mixture of 10 per cent alcohol and 90 per cent gasoline. Cars travel more efficiently on this fuel due to its high octane content. In fact, Henry Ford designed the Ford Model-T to run on pure alcohol. Gasohol should be carefully considered as an alternate fuel, because the alcohol needed is easily derived from just about anything, such as corn, wood, or organic garbage.


We could also look to another natural resource: the wind. Some experimentation is being conducted in the Midwest using windmills to generate electricity. As a matter of fact, at least one major store sells windmills across the country.


Coal and wood should also be considered as substitute fuels. People heated their homes with wood stoves and coal furnaces long before oil was available as a home-heating fuel. Although there are no easy or comfortable ways to get around our energy problems, comfort has to be placed after our real need, which is to find substitutes for fuel oil. Replacement energy forms are available to fill that need.


 





Source: Based on Diana Hacker and Betty Renshaw, ‘Alternative Source of Fuel’, A Practical Guide for Writers, 2nd ed. (Boston: Little, Brown and Company, 1982) 183–184.














 


Exhibit 8.2
Persuasive Writing: A Checklist










	Does it focus on the reader?


	Does it basically seek to convince rather than inform?


	Does it support its argument by providing facts or valid reasons?


	Does it follow a logical arrangement of thought and reasoning?


	Does it evoke the intended response from the reader?











CLARITY IN WRITING


An important requirement for effective writing is to recognize the needs, expectations, fears, and attitudes of the audience or receiver and the reader of the written message. Written communication is one-way—from the sender to the receiver. The receiver cannot immediately clarify doubts or confusion if the message is unclear. Therefore, communicating clearly is especially important when it comes to written communication.


 


3
Learn to plan written communication by paying special attention to the needs and expectations of prospective readers.


 


A manager works out schemes and projects, a scientist or engineer solves a technical problem. As the ‘doer’, he or she is clear about what is in his or her mind. But the moment someone takes up a pen and starts writing to communicate ideas, he or she must keep in mind that the structure of his or her thoughts has to follow the structure of language, that is, the format of sentences, paragraphs, and the composition as a whole. Writers must follow the principles of unity and coherence that bind words into sentences, sentences into units or paragraphs, and paragraphs into essays (the full composition). When this transformation of thought into language is not effected under the guiding principles of language, the muddy clutter hides the meaning and makes it difficult to understand the writer’s thoughts.


 






When the transformation of thought into language is not effected under the guiding principles of language, the muddy clutter hides the meaning and makes it difficult to understand the writer’s thoughts.








Although the letter has remained the most common means of written communication for a very long period, its importance is frequently overlooked. Authors often dictate or write down a few scattered sentences in the hope that the reader will get the message. However, the message may be buried under a mountain of unnecessary words, or an unnatural style may conceal the writer’s true intentions. Instead of letting business letters be friendly, interesting, and persuasive, such writing makes them overly formal and dull.


 






Although the letter, for a long time, remained the most common means of written communication, its importance is frequently overlooked. Authors often dictate or write down a few scattered sentences in the hope that the reader will get the message.








Exhibit 8.3 shows a well-written sample letter that has the flavour of easy conversation. Notice the use of everyday words such as ‘hope’, ‘remember’, ‘regret’, ‘send’, ‘says’, ‘provide’, ‘charge’, ‘believe’, ‘make’, and so on that give the letter the simplicity of the spoken word.


The written word often gets cluttered with complex construction of sentences. Communication Snapshot 8.3 presents an example of a paragraph whose meaning is lost because of complex sentences. It also shows how this paragraph can be rewritten to bring clarity.


 


Exhibit 8.3
A Well-written Sample Letter






12 August, 2009


The Service Manager


Customer Satisfaction Division


Samsung India Limited


Nehru Place


New Delhi


Dear Sir,


I hope you remember our discussion last Monday about the servicing of the washing machine supplied to us three months ago. I regret to say the machine is no longer working. Please send a service engineer as soon as possible to repair it.


The product warranty says that you provide spare parts and materials free, but charge for the engineer’s labour. This sounds unfair. I believe the machine’s failure is caused by a manufacturing defect. Initially, it made a lot of noise, and, later, it stopped operating entirely. As it is wholly the company’s responsibility to rectify the defect, I hope you will not make us pay for the labour component of its repair.


Thanking you,


Yours faithfully,


Mrs Roli Chaturvedi












Communication Snapshot 8.3
Examples of Clear and Unclear Writing





After reading Exhibit 8C, the only facts that a reader can be sure about are that the owners of the land were contacted on July 25 and that the president will be returning on August 25. The important information about the possible sale of the block is completely concealed by the excess of words. It is likely that the writer wanted to say something along the lines of Exhibit 8D.


 


Exhibit 8C
The Original Paragraph






When the owners were contacted on July 25, the assistant manager, Mr Rathi, informed the chief engineer that they were considering ordering advertising Block 25 for sale. He, however, expressed his inability to make a firm decision by requesting this company to confirm their intentions with regard to buying the land within one month, when Mr Jain, the president of the company, will have come back from a business tour. ‘This will be August 25’.














Exhibit 8D
 The Revised Paragraph






The chief engineer contacted the owner on July 25 to enquire if Block 25 was on sale. He was informed by the assistant manager, Mr Rathi, that the company was thinking of selling the block. He was further told that decision would not be made until the president, Mr Jain, returned from a business tour on August 25. Mr Rathi asked the chief engineer to submit a written proposal for sale.











The purpose of business writing is to achieve the understanding and reaction needed in the quickest and most economical way. To do this one must follow the principles and structure of effective writing.


PRINCIPLES OF EFFECTIVE WRITING


Effective written communication is achieved by following the principles of (1) accuracy, (2) brevity and (3) clarity, in addition to others. As we have already discussed clarity, let us focus on the other important principles of effective writing here.


 


4
Know the essential principles of effective written communication.


Accuracy


To achieve accuracy, the writer should check and double-check:




	All facts and figures


	The choice of words


	The language and tone





For example, whether a communication is formal or informal, one should always write ‘between you and me’, not ‘between you and I’. In this case, the choice is simple as it is guided by the objective rules of grammar. But in other cases, word choice may not be as clearly indicated. The correct choice of words is determined by the appropriateness of the word for the subject, audience, and purpose of a particular piece of writing.


A message should be communicated correctly in terms of grammar, punctuation, and spelling. Of course, it is not always easy to be accurate in expression; however, some obvious pitfalls can be avoided by being alert to the following:


 






A message should be communicated correctly in terms of grammar, punctuation, and spelling.










	Follow the rules of grammar.


	Pay attention to punctuation marks.


	Check words for spelling and usage.





Only a few samples are given here to indicate the danger of overlooking the technical aspects of writing. Detailed study of the grammatical rules will be discussed in Appendix 1.


To avoid incorrect usage, it is important to check the suitability of the words used. Exhibit 8.4 presents a list of words that are often confused or used incorrectly.


 


Exhibit 8.4
Some Commonly Confused Words






Accept, Except: Accept, a verb, means to agree to something, to believe, or to receive. Except means ‘not including’ or ‘other than’.


Advice, Advise: Advice is a noun, and advise is a verb.


Affect, Effect: Most frequently, affect, which means to influence, is used as a verb, and effect, which means a result is used as a noun.


Ain’t: This is a non-standard way of saying ‘am not’, ‘has not’, ‘have not’, and so on.


All Right, Alright: The phrase all right has two words, not one. Alright is an incorrect form.


All Together, Altogether: All together means in a group, and altogether means entirely or totally.


Alot, A lot: Alot is an incorrect form of a lot.


Among, Between: Among is used to refer to three or more nouns and between is used for two nouns.


Amount, Number: Amount is used for things or ideas that are general or abstract and cannot be counted. Number is used for things that can be counted.


Anyone, Any One: Anyone means any person at all. Any one refers to a specific person or things in a group.


As, As If, Like: As is used in a comparison when there is an equality intended; as if is used when a supposed situation is there; and like is used when similarity is intended.


Assure, Ensure, Insure: Assure means to declare or promise; ensure means to make safe or certain; and insure means to protect with a contract of insurance.


Awful, Awfully: Awful is an adjective meaning ‘extremely unpleasant’. Awfully is an adverb used in informal writing to say ‘very’. It should be avoided in formal writing.


Beside, Besides: Beside is a preposition meaning ‘at the side of’, ‘compared with’, or ‘having nothing to do with’. Besides is a preposition meaning ‘in addition to’ or ‘other than’.


Breath, Breathe: Breath is a noun, and breathe is a verb.


Choose, Chose: Choose is the present tense of the verb, and chose is the past tense.


Compared to, Compared with: Use compared to to point out similarities between dissimilar items. Use compared with to show similarities and differences between similar items.


Data: This is the plural form of datum. In informal usage, data is used as a singular noun.


Different from, Different than: Different from is always correct, but some writers also use different than when a clause following this phrase. (For example, ‘This book is different from the others’. and ‘That is a different outcome than they expected’.)


Farther, Further: While some writers use these words interchangeably, dictionary definitions differentiate between them. Farther is used when actual distance is involved, and further is used to mean ‘to a greater extent’ or ‘more’.


Fewer, Less: Fewer is used for things that are countable (for example: fewer trains, fewer trees, fewer students). Less is used for ideas, abstractions, or things that are thought of collectively, not separately (for example: less gain, less furniture), and things that are measured by amount not number (for example: less tea, less money).


Good, Well: Good is an adjective and therefore describes only nouns. Well is an adverb and describes adjectives, other adverbs, and verbs.


Got, Have: Got is the past tense of ‘get’ and should not be used in place of have. Similarly, ‘got to’ should not be used as a substitute for ‘must’. ‘Have got to’ is an informal substitute for must.


Imply, Infer: Sometimes these two words are used interchangeably. However, imply means to suggest without stating directly. Infer means to reach an opinion from facts or reasoning.


Its, It’s: Its is a personal pronoun in the possessive case. It’s is a contraction for ‘it is’.


Kind, Sort: These two forms are singular and should be used with the words ‘this’ or ‘that’. Their plurals, kinds and sorts should be used with the words ‘these’ or ‘those’.


Lay, Lie: Lay is a verb that needs an object and should not be used in place of lie, a verb that takes no direct object.


OK, Okay: These can be used interchangeably in informal writing, but should not be used in formal or academic writing.


Such: This is an often overused word in place of ‘very’ or ‘extremely’. It should be avoided.


Sure: The use of sure as an adverb is informal. In formal writing, the adverb ‘surely’ is used.


That, Which: Use that for essential clauses and which for non-essential clauses.


Their, There, They’re: Their is a possessive pronoun; there means ‘in’, ‘at’, or ‘at that place’; they’re is the contraction for ‘they are’.


Theirself, Theirselves: These are incorrect forms that are sometimes used in place of ‘themselves’.


Use to: This is incorrect; ‘used to’ should be used instead.


Who, Whom: Who is used for the subject case; whom is used for the object case.


Who’s, Whose: Who’s is a contraction for ‘who is’; whose is a possessive pronoun.


Your, You’re: Your is a possessive pronoun; you’re is a contraction for ‘you are’. (Your feet are cold. You’re a great writer.)


Yours, Your’s: Yours is the correct possessive form; your’s is an incorrect version of ‘yours’.










 

Brevity


Brevity lies in saying only what needs to be said and leaving out unnecessary words or details. Being brief does not mean saying less that what the occasion demands. Brevity is not to be achieved at the cost of clarity. Nor is brevity to be gained by sacrificing proper English.


To achieve brevity, avoid wordiness. This can be done in the following ways:


 






Brevity lies in saying only what needs to be said and leaving out unnecessary words or details.










	Do not use four or six words when one or two will do. It is not necessary to qualify one word with another word that basically means the same thing. For instance, in the phrase, ‘worldwide recognition by all’, it would suffice to say just ‘worldwide’ or ‘by all’. Exhibit 8.5 lists phrases that are examples of wordiness; they can each be reduced to one or two words.

 




Exhibit 8.5
Examples of Wordy and Concise Constructions


[image: image]







	Wordiness can also be avoided by changing long clauses into phrases. Here are a few examples:







	Wordy:

	The vast majority of farmers in India are poor in a greater or lesser degree.








	Concise:

	Most Indian farmers are quite poor.








	Wordy:

	The special difficulty in my case arises in relation to the fact that I live so far from my institute.








	Concise:

	I am specially handicapped by living so far from my institute.








	Wordy:

	In this connection, it is not without interest to observe that, in the case of many states, no serious measures have been taken with a view to putting the recommendations of the HRD minister into practice.








	Concise:

	Most states have done little to implement the HRD minister’s recommendations.








	Wordy:

	Mr Singh, who was a newcomer to the city mentioned earlier in this report, proved to be a very able administrator.








	Concise:

	Mr Singh, a newcomer to the above-mentioned city, proved to be a very able administrator. (Here a clause has been reduced to a phrase and a phrase reduced to a single word.)








	Wordy:

	She is so honest that she will not tell a lie.






	Concise:

	She is too honest to tell a lie.






	Wordy:

	The wind is so cold that we cannot go out at present.






	Concise:

	The wind is too cold for us to go out at present.












	Drop ‘which’ and ‘that’ clauses when possible. For example:







	Wordy:

	I need cards that are of formal type.








	Concise:

	I need formal cards.








	Wordy:

	She received a shirt that was torn.








	Concise:

	She received a torn shirt.








	Wordy:

	She cleared the debts that her husband had taken on.








	Concise:

	She cleared her husband’s debts.








	Wordy:

	I am sure that I shall be able to help you.








	Concise:

	I am sure I can help you.
















	Do not overuse the passive voice. For example:







	Wordy:

	Technology can be used by children also.








	Concise:

	Children also can use technology.








	Wordy:

	The post of Prime Minister of India is held by Dr Manmohan Singh.








	Concise:

	Dr Manmohan Singh holds the Prime Ministership of India.








	Wordy:

	Many great lands had been seen by Ulysses.








	Concise:

	Ulysses saw many great lands.



















Communication Snapshot 8.4
Rewriting a Letter





Exhibit 8E 
A Wordy Letter


Dear Sir,


We are in receipt of your letter dated 25 June and have pleasure in informing you that the order you have placed with us will receive our best and immediate attention and that the fifteen ACs you require will be provided to you as soon as we are able to arrange for and supply them to you.


We are, however, very sorry to say that our stock of these ACs is, at this moment of time, quite short. Owing to the extremely hot summer and the consequent increase in demand, we have been informed by the manufacturers that they are not likely to be in a position to supply us with further stock for another three weeks or so.


We are extremely sorry not to be in a position to satisfy your requirements immediately, but we wish to assure you that we will always try to do everything we possibly can to see that your order for fifteen ACs is met as soon as possible. If you are not able to obtain the ACs you need from elsewhere, or if you are able to wait for them until the end of the next of month, you are requested to inform us in a timely manner.


Once again expressing our sincerest regret at our inability to fulfil your esteemed order

on this occasion with our usual promptness and trusting you will continue to favour us in

the future,


Yours truly,




[image: img]




Prem Ahuja








 


Exhibit 8F
 The Rewritten Letter






Dear Sir,


We thank you for your order of 25th June, but regret that due to the exceptional demand for ACs thanks to the prolonged hot spell, we are currently out of stock of the brand you ordered. The manufacturers, however, have promised us further supply by the end of this month, and if you could wait until then, we would ensure the prompt delivery of the fifteen ACs you require.


We are sorry that we cannot meet your present order immediately.


Yours truly,


[image: img]


Prem Ahuja








 


Communication Snapshot 8.4 illustrates a wordy and tedious business letter and one way to make it more concise.


The letter in Exhibit 8E can be rewritten in a brief and concise form, as shown in Exhibit 8F.


Language, Tone, and Level of Formality


To ensure that a piece of writing is understood by the target audience, it is essential to use language that is commonly understood. The tone used should also reflect the appropriate level of formality for a particular context.


 


5
Develop an effective tone in written communication.


 


Standard English


‘Standard English’ includes the most commonly used and accepted words. It is considered ‘standard’ because it follows the norms laid down by the rules of grammar, sentence construction, punctuation, spelling, paragraph construction, and so on. It is the language used in formal writing, such as books, magazines, newspapers, letters, memos, reports, and other forms of academic writing. For example, ain’t, a contraction of ‘I am not’, ‘is not’ or ‘has not’, is usually considered unacceptable in written (and also spoken) English. It can, however, appear as slang or in informal writing.


Tone


After determining the purpose and audience of a piece of writing, one has to then choose the appropriate tone in terms of formality. Tone refers to feelings created by words used to communicate a message. The tone of a piece of writing basically depends on the relationship between the writer and those who receive the message. As discussed earlier, communications in an organization can be classified as upward, downward, or horizontal. It requires skill and competence on the part of the writer to use the appropriate tone based on the status of the reader or receiver. It is obvious that something written for one’s superiors will have a formal tone, whereas something written for one’s peers will be more informal.


 






Tone refers to feelings created by words used to communicate a message.








According to Muriel Harris, ‘The level of formality is the tone in writing and reflects the attitude of the writer toward the subject and audience’.1


The tone can be:




	Informal


	Semi-formal


	Strictly formal





Informal Tone


A writer uses an informal tone for social or personal communication and for informal writing. Deviations from standard English change the tone of writing from formal to informal or very formal. The informal tone includes the use of slang, colloquialisms, and regional words. The writer may also include contractions and incomplete sentences. An example of informal tone is: ‘The guy was damn annoyed because he couldn’t get a hang of the mumbo-jumbo’.


 


6
Use appropriate words and language for writing correctly and effectively.


 




	Colloquialisms: Colloquialisms are casual words or phrases used in informal writing. Some examples of colloquialisms are ‘guy’ for a person; ‘ain’t’ for am not, is not, or are not; ‘kids’ for children; ‘hubby’ for husband; ‘flunk’ instead of fail; ‘wannnabe’ for an avid fan who tries to emulate the person he or she admires; ‘whopping’ for huge (for example, ‘a whopping success’).


	Slang: Slang consists of informal words, phrases, or meanings that are not regarded as standard and are often used by a specific profession, class, and so on. Slang words, like colloquial words, are non-conventional. They are used in some special sense, but they exclude jargon and dialect-specific words. If a slang word acquires greater respectability, it moves into the category of colloquialism and may even reach the acceptability of standard English. For instance, ‘whodunit’ is a colloquial word that appears in the critical writing of Northrop Frye, an eminent contemporary critic. It is gradually acquiring acceptability and is used to refer to modern murder mysteries. Some slang words and phrases are shown in Exhibit 8.6.

 






Slang consists of informal words, phrases, or meanings that are not regarded as standard and are often used by a specific profession, class, and so on.











	Regional words: Regional words, as the term suggests, are used primarily in a particular geographic area. The richness of English lies in its openness to words from other areas and countries. Words such as ‘porch’, ‘verandah’, ‘portico’, ‘gherao’, ‘hartal’, ‘bazaar’, ‘bag’, ‘sack’, ‘tote’, or ‘phone’ form part of spoken and written English, sometimes as standard usage.

 






The richness of English lies in its openness to words from other areas and countries.














Words such as hype and ad are gaining wider acceptability among professionals and writers.


Slang and regional words constitute the texture of language and give colour and tone to communication. In the world of business, the main concern is to communicate with sincerity, courtesy, and a sense of mutual respect. The aim is to write or speak in simple and clear English using the language of everyday speech. The aim of business writing is to earn the goodwill of the reader. The writing should sound friendly and cooperative.


 


Exhibit 8.6
Examples of Slang
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For this purpose special care should be taken to create a friendly and pleasant tone in business writing (letters/memos) by avoiding harsh and rude words.


Semi-formal Tone


The semi-formal tone lies somewhere between informal and academic. It is expressed mostly through standard English and is written according to the accepted rules of grammar, punctuation, sentence construction, and spelling, with a few contractions that add a sense of informality. The following sentence also has a semi-formal tone: ‘Much to their embarrassment and Mammachi’s dismay, Chacko forced the pretty women to sit at the table with him and drink tea’.


Strictly Formal Tone


The strictly formal tone is scholarly and uses words that are long and not frequently spoken in everyday conversation. The construction of the sentence and paragraph is also academic and literary in its tone.


 






The strictly formal tone is scholarly and uses words that are long and not frequently spoken in everyday conversation.








Positive Language


Business letters and memos should accentuate positive thoughts and expressions while stemming negative ones. Some tips to do so are:




	Avoid using words that underline the negative aspects of the situation.


	Write with a cool frame of mind. Do not write out of anger of excitement.


	Do not allow anger or harshness to creep into the writing.


	Focus on the positive when possible.





The following are examples of how, by substituting positive-sounding words and phrases for negative ones, the general tone (effect/impact) of each sentence can be changed without changing the message.


 


Negative: We have received your complaint.




Positive: We have received your letter.




(We receive letters. No one can mail a complaint.)




Negative: Your faulty fan motor will be replaced.




Positive: We are sending you a new fan motor with a one-year guarantee.




Negative: The delay in dispatching your order because of our oversight will not be longer than a week.




Positive: Your complete order will reach you by July 24.


 


To eliminate the accusing and insulting tone of the original sentence, substitute neutral words for words that are insulting or make the reader feel dishonest or unintelligent.


 


Insulting: Don’t allow your carelessness to cause accidents in the blast furnace.




Neutral: Be careful when you are working in the blast furnace.




Insulting: Because you failed to inform the members of the board about the agenda in time, the meeting had to be postponed.




Neutral: The meeting had to be postponed as the board members did not receive the agenda in time.


 


Remember that negative language regarding the situation is bound to distance the reader. To win the reader’s cooperation, one must emphasize solutions instead of criticizing the situation.


You-Attitude


In all writing, the author has a point of view. You-attitude is the reader’s point of view. In good business writing, especially letters, the author should write from the reader’s point of view, by viewing things as readers would. He or she should be able to see and present the situation as the reader would see it. Writers should try to convey an understanding of the reader’s position and present the information by visualizing how it will affect the feelings of readers.


 






In all writing, the author has a point of view. You-attitude refers to the reader’s point of view.








In the following examples, the focus is shifted from the author’s point of view to the reader’s point of view by emphasizing the benefits and interests of the reader in the given situation.


 


Author’s emphasis: I congratulate you on successfully completing the task.




Reader’s emphasis: Congratulations on successfully completing the task.




Author’s emphasis: To reduce office work and save time, we are introducing a new system of registration for you.




Reader’s emphasis: To facilitate the registration process, we are changing our system of registration.




Author’s emphasis: We are sending out interview calls next Monday.




Receiver’s emphasis: You should receive the interview letter by Thursday, August 12.


 


The change of emphasis in these examples is psychological. By giving importance to the reader’s concerns (his or her point of view) and benefits, one can develop a friendly tone.


Some guidelines for reflecting the ‘you’ point of view in business correspondence are:




	Empathize with the reader. Place yourself in his or her position.


	Highlight the benefits to the reader in the situation.


	Adopt a pleasant tone as far as possible.


	Avoid negative words and images. Do not use words that insult or accuse the reader.


	Offer helpful suggestions if possible.


	Use words that are familiar, clear, and natural. Avoid old-fashioned expressions or jargon.





Exhibit 8.7
Old-fashioned Expressions
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Natural Language


Letters and memos should be written in the language of everyday speech. They should avoid using clichés and hackneyed expressions. Archaic expressions will make the message dull and uninteresting for the reader. Exhibit 8.7 lists some examples of phrases that should be rewritten.


Consider the naturalness of the following sentence. Do we normally talk like this?


 


As per your request, we beg to inform you that we have booked a single room for you at our lodge for 4 days from 18 July to 21 July 2003.


 


This sentence lacks the spontaneity and liveliness of a natural response. It should be revised as:


 


As you desired, we have booked a room for you from 18 July to 21 July 2003.


 


The message should be brief. The specification of the room, single or double, need not be given here. Simply confirming the dates is sufficient.


Active Voice


There are two parts of a sentence—the subject and the predicate. The subject is that about which something is said; the predicate is whatever is said about the subject. In a sentence the subject is the main focus, the doer of an action. It is frequently positioned at the opening of the sentence.


Choose the active voice to help the reader understand the main message at the very beginning of the sentence. Passive voice is long-drawn because the ‘to be’ form of verb is used with the preposition ‘by’ and is then followed by the doer of the action. In passive voice, the main focus of the sentence, the subject (in the writer’s mind), is mentioned at the end of the sentence—by then the reader may become impatient and lose focus. For example, read the following sentences closely:


 






Choose the active voice to help the reader understand the main message at the very beginning of the sentence.








 


Active: Packaging often describes the product’s look and feel to the buyer.


 


Passive: The product’s look and feel are often described to the buyer by its packaging.


 


Read both the forms of the sentence together. You will find that the passive sentence reads slowly and moves heavily. It tells you about ‘packaging’ only at the end of the sentence. It first speaks about the product’s look and feel. Technically, the two sentences are talking about two different things. The passive-voice sentence tells the reader about a product’s look and feel and how they are described for the buyer through packaging. It indirectly talks about packaging. The active-voice sentence speaks more directly about packaging and its functions of describing a product’s look and feel to the buyer. The sentence is short and it grips the reader’s attention. Readers therefore usually prefer active voice for its directness, faster pace, and clarity.


Here are a few problems readers often face because of the use of passive voice:




	Passive voice in issuing instructions: Instructions should be clear, direct, and complete because passive voice may confuse the reader. The instruction may omit the ‘by’ preposition phrase and thereby leave the question ‘who should do it’ unclear. The doer of the action is left implied and is not clearly stated.

 


Unclear: The strike should be called off. [By whom? Not stated]




Clear: The strike should be called off by the union.


 





	Dropping the ‘by’ phrase: Often, the writer attempts to shorten the length of the passive-voice sentence by leaving out the ‘by’ phrase after the verb. This makes it difficult for the reader to understand the full process of the action as the sentence does not offer complete information.

 


Incomplete: To make these allocations, marketing managers use sales response functions that show how sales and profits would be affected.




Complete: To make these allocations, marketing managers use sales response functions that show how sales and profits would be affected by the amount of money spent in each application.


 





	Confusing use of dangling modifiers: The reader is often confused by the misplaced modifier in the passive construction. Therefore, avoid this form of passive construction and write in active form.

 


Unclear: Besides saving on mailing expenses, a double-digit response will be achieved by a customer database system.




Clear: Besides saving on mailing expenses, a customer database system will achieve a double-digit response.


 








Sexist Language


Sexist expressions and ideas should be avoided in business communication. Sexist language consists of words or phrases that show bias against the competence or importance of women. In today’s gender-sensitive age, business writing should scrupulously leave out all words that question women’s dignity, competence, or status.


Often the use of sexist language is unconscious—one may fail to realize that a certain phrase or word is an unfavourable reference to the abilities of women. However, such expressions are not acceptable to modern readers.


Consider the following guidelines to avoid sexist words and phrases:


 






Often the use of sexist language is unconscious—one may fail to realize that a certain phrase or word is an unfavourable reference to the abilities of women.










	Do not use ‘he’ as a generic pronoun. In the past, it has been customary to refer to people in general, or a group of persons, as male. ‘He’ is grammatically correct, but should be avoided in generic situations, especially job descriptions.

 


Sexist: A manager writes to his peers in an informal or semi-formal tone.




Revised: Managers write to their peers in an informal or semi-formal tone.


 


In this example, the number of the subject has been changed from singular to plural, and ‘their’ has been used as the pronoun, thus avoiding any hint of sexism.




	In job descriptions, do not use words which suggest that all employees are of the same gender.



Sexist: An experienced professor is needed. He should…




Revised: An experienced professor is needed. He or she should…
 

Or
 

An experienced professor is needed. The person should be…




Sexist: The policeman should listen to the common man’s complaints.




Revised: The police officer should listen to the common man’s complaints.




Sexist: The stewardess explained the safety measures before take-off.




Revised: The flight attendant explained the safety measures before take-off.


 





	Do not use words that lower the dignity and status of women. Also never use slang words to refer to women.

 






Do not use words that lower the dignity and status of women. Also never use slang words to refer to women.








Sexist: The girls in the central office will endorse these papers.




Revised: The office assistants in the central office will endorse these papers.




Sexist: Do bring the little woman (slang for one’s wife) to the party.




Revised: Do bring your spouse to the party.


 





	Always refer to women and men in the same way.

 


Sexist: Denise Samrat, Dr Ian Campbell, and Dr Philip Kotler were members of the CRM panel.




Revised: Ms Denise Samrat, Dr Ian Campbell, and Dr Philip Kotler were members of the CRM panel.




Sexist: Women of this sector were represented by two doctors and one lady lawyer.




Revised: Women of this sector were represented by two doctors and one lawyer.


 








Finally, writing business letters clearly and accurately requires that the following points be kept in mind:




	A sentence is the smallest unit of a complete thought.


	Each sentence should have only one thought.


	Sentences and paragraphs should be constructed according to the principles of unity and coherence.





For instance, consider this sentence: ‘This activity makes no attempt to be a comprehensive test of accurate writing, but offers a valuable chance for you to test your own skill and identify areas of weakness’. This sentence talks about only one topic—‘a test of accurate writing’. Other ideas are related to the main subject.


In contrast, examine the following sentence: ‘I hasten to inform you that your complete order has been shipped on 10 April, the invoice will reach you with the goods’. This sentence is not correctly constructed. It has two separate thoughts, which should be expressed in separate sentences. A better version would be: ‘I hasten to inform you that your complete order has been shipped on 10 April. The invoice will reach you with the goods’.


SUMMARY




	This chapter shows that the ability to communicate information in a simple, concise, and accurate written form reflects a manager’s professional competence.


	It discusses in detail the essentials of effective written communication—planning, identification of purpose, consideration of audience, choice of appropriate language, and use of effective tone.


	This chapter also provides tips and guidelines to help readers develop a good grasp of grammar, the use of words, and the construction of sentences, with the goal of strengthening their written communication skills.





CASE: ON WRITING WELL


In his famous book, On Writing Well, William Zinsser cautions potential writers about some common pitfalls of writing. Zinsser maintains that if the reader is unable to keep pace with the writer’s train of thought, it is not because the reader is lazy or dumb. Rather, this difficulty can be attributed to the author, who, because of the many forms of carelessness, has failed to keep the reader on the right track.


The ‘carelessness’ Zinsser alludes to may be of many kinds:




	Writers often write long-winding sentences and switch tenses mid-sentence. Also, a sentence may not logically flow from the previous sentence, although the writer knows the connection in his or her head. This makes it hard for the reader to make sense of what is being said, and they lose track.


	Sometimes, writers don’t take the trouble of looking up a key word, and end up using the wrong word. For example, the word ‘sanguine’ (confidently optimistic and cheerful) may be confused with ‘sanguinary’ (accompanied by bloodshed), which changes the meaning of a piece drastically.


	Surprisingly often, writers do not know what they are trying to say. So, they should always question themselves about what they are trying to say, and if they have said it. They should re-read the piece and ask themselves: ‘Will it be clear to a person who reads it for the first time’? If the answer to this question is ‘no’, it means that some ‘fuzz’ has crept into the writing.







Says Zinsser, ‘The clear writer is a person who is clearheaded enough to see this stuff for what it is: fuzz’. 2 He further adds that thinking clearly is an entirely conscious act. It’s not as if some people are clear thinkers and, therefore, clear writers, and others are born fuzzy and can’t hope to write well. The ability to write well comes from clear thinking and logic, which a writer should constantly aim to inculcate.


Unless Zinsser’s list of potential obstacles to clear writing is kept in mind, a writer runs the risk of turning in a piece where the reader is left wondering who or what is being talked about.


Questions to Answer




	What is fuzz? Explain Zinsser’s notion of fuzz with a few examples.


	Do you believe that some people are born writers? Give reasons for your answer.








Source: Based on William Zinsser, On Writing Well (New York: Harper, 1998).


REVIEW YOUR LEARNING




	Give at least three reasons for knowing and following the conventions of grammar, punctuation, and spelling.


	What is the difference between unity and coherence?


	What is the relationship between brevity and clarity?


	Give some important characteristics of effective writing in business.


	What is ‘you–attitude’ in business writing?


	Explain the function of tone in making communication truly effective.


	Define the role of the reader in determining the form and style of business letters.


	How do we make our writing natural?


	To what extent does clarity of writing depend on the clarity of thinking?


	Why should we avoid using jargon and clichés in business letters or memos?





REFLECT ON YOUR LEARNING




	Why do most of us find it difficult to convey our thoughts in written form? How can we overcome these difficulties?


	Do pre-writing thinking and post-writing revising help the writer? Please discuss.


	‘It is simple to be difficult, but very difficult to be simple while writing’. Elucidate.


	How does extensive reading help in writing effectively?


	Reflect on the value of short and simple sentences in creating a lucid style.





APPLY YOUR LEARNING




	Change the following expressions into more natural language:



	Pursuant to


	Prior to the receipt of


	It has come to my attention


	The undersigned will


	Hoping for the favour of a reply








	Rewrite each of the following sentences to reflect more positive thoughts:



	To avoid further confusion and delay, our Assistant Engineer will visit your place and try to rectify the problem.


	I was not invited to the party, so I did not come.


	The company will not hold the wages you have earned.


	He left no plan untried.


	Do not let carelessness cause an accident when working on the machines.








	Change the following sentences from passive to active voice:



	I am sorry to find that you were not promoted this year.


	This is a suitable time for the new project to be started.


	I am extremely astonished at your behaviour.


	It is now time for the applications to be invited.


	The idle candidates were selected.








	Write the correct form of the verb given in brackets in the blank space.



	On _______ the news, the meeting was postponed. (receive)


	We were surprised to ______ our boss there. (find)


	By _______ early, they avoided traffic jams. (leave)


	Do not let me prevent you from _______ what is right. (do)


	He was charged with _______ into a house. (break)











SELF-CHECK YOUR LEARNING


From the given options please choose the most appropriate answer:*




	To complete the function of the written word, we require:



	three persons


	one person


	two persons


	four persons








	In business, the purpose of writing is mainly to:



	entertain


	inform


	persuade


	Both (b) and (c)








	Informative writing focuses primarily on the:



	reader


	subject under discussion


	latest news


	writer








	In writing business letters, one has to be:



	formal


	dull


	conventional


	friendly








	Technical accuracy of language means:



	direct narrative


	active voice


	correctness of grammar, spelling, and punctuation


	simplicity








	The principles of effective writing include:



	brevity


	clarity


	accuracy


	All of the above








	In a sentence, the verb agrees in number and person with its:



	object


	subject


	adverb


	preposition








	How many kinds of articles are there in English?



	Three: a, an, and the


	Two: definitive and indefinitive


	One: a


	Both (a) and (b)








	‘There’, as an introductory subject:



	requires the verb to agree with its unreal subject


	requires the verb to agree with the real subject that comes after it


	requires the verb to agree with the object


	is always singular








	In issuing instructions, one should avoid the:



	passive voice


	active voice


	imperative form


	subjunctive form











ENDNOTES




	Muriel Harris, Guide to Grammar and Usage (New Jersey: Prentice Hall, 2002).


	William Zinsser, On Writing Well, New York: Harper, 1998.
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9


Nature and Process of Communication


"For communication to be effective, there has to be both information and meaning. And meaning requires communication."


—Peter F. Drucker


 






Upon completion of this chapter, you should be able to:









	Know the principal concepts of communication.


	Understand the communication process and its elements.


	Know why communication succeeds or fails.


	Recognize the techniques that help in communicating a message accurately.


	Understand the universal elements in communication.











 






COMMUNICATION AT WORK







Mr Dutta’s supervisor assigned him the task of meeting two of the company’s most important clients on a given day. One of the meetings was more urgent, so Mr Dutta decided to see that client first. However, the meeting ...
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  CHAPTER 10

Organizational Communication

"The most important audience for a company’s communications is not the customer, as is commonly believed, but the employee"

—Pratt and Whitney

 

 

Upon completion of this chapter, you should be able to:





	Understand the functional relationship between communication and management.

	Identify new trends in organizational communication due to technological changes and developments.

	Know why managers need strong communication skills.

	Understand the elements that form the structure of an organization’s communication network.

	Understand the formal and informal lines of organizational communication.

	Know what and how much should be communicated to employees at the workplace.

 




 
 



COMMUNICATION AT WORK




Apex ...
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  CHAPTER 11


Cross-cultural Communication


“In some ways, all people are like all other people; in some ways, like some other people; and in some ways, like no one else.” 


—Clyde Kluckhohn


 






Upon completion of this chapter, you should be able to:









	Understand the increasing need for clear and cordial communication with people from different cultures.


	Understand how cultural context affects personal behaviour and business communication.


	Know the main characteristics of lowcontext and high- context cultures.


	Learn how to communicate across cultures with different concepts of formal and social behaviour, time, and space.


	Understand e-mail etiquette for intercultural business communication.











 






COMMUNICATION AT WORK







A group of French students, ...
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 CHAPTER 12


Business Letters, Memos, and E-mails


"If he [the person you are replying to] is rude, be specially courteous. If he is muddleheaded, be specially lucid. If he is pig-headed, be patient. If he is helpful, be appreciative. If he convicts you of a mistake, acknowledge it freely and even with gratitude.”


—Sir Ernest Gowers






Upon completion of this chapter, you should be able to:









	Identify business situations that require writing letters, memos, and e-mails.


	Write simple, complete, and persuasive letters and memos.


	Know the essentials of good business correspondence.


	Plan written communication by first considering the needs, levels, and expectations of readers.


	Acquaint yourself with different formats of letters, memos, and e-mails. ...









  *For answers and self-evaluation, visit www.pearsoned.co.in/PDChaturvedi







  

CHAPTER 13


Social Media




“To get the most from social platforms we need to know what they do best.”


—Nandini Dias COO, Lodestar UM










Upon completion of this chapter, you should be able to:













	Understand the meaning of social media.


	Know the use of social media as a universal phenomenon.


	Learn different forms of social media.


	Know how to choose the most suitable social media for your specific purpose.


	Know how the concept of communication is changed by social media.















COMMUNICATION AT WORK





In the London Games 2012, Holly Bleasdale, the British polevaultex, did nothing outstanding. She finished sixth in her event. But Bleasdale achieved a star’s fame when on August 6, she took to a microblogging site to announce to the world that her boy friend ...








  *For answers and self-evaluation, visit www.pearsoned.co.in/PDChaturvedi







  

	

	

CHAPTER 14




Business Reports




“. . . a report covers everything that has to be covered but nothing more.”




 —H. A. Shearing and B. C. Christian








Upon completion of this chapter, you should be able to:







	Understand that a report and an essay are two distinct forms of written communication and be able to differentiate between their physical structures and the styles in which they are written.


	Know the various types of reports and their essential elements.


	Develop organizing and outlining skills.


	Learn how to write both long and short formal reports in a clear, objective style, using the appropriate layout.


	Know how to write abstracts and summaries, introductions, final recommendations, and conclusions.


	Understand the role and use of graphics in ...









  



*For answers and self-evaluation, visit www.pearsoned.co.in/PDChaturvedi












  

CHAPTER 15


Effective Presentations


“In sports, you don’t play a game with just one part of you, for example, your arm in tennis or hands in basketball. You play the game with your whole physical being. The same is true in presenting.”


—Anne Miller






Upon completion of this chapter, you should be able to:



	





	

Know what a presentation is and how it differs from a lecture or a written report.


	Learn how to design a presentation.


	Select the proper medium of presentation and visual aids.


	Understand the chief principles of delivering an effective presentation.


	Know how to handle questions and give answers.















COMMUNICATION AT WORK



	



Ramesh is a first-year management student. He has to give a presentation before his class tomorrow. He is nervous. ...








  *For answers and self-evaluation, visit www.pearsoned.co.in/PDChaturvedi







  

CHAPTER 16


Business Etiquette


“Etiquette means behaving yourself a little better than is absolutely essential.”


—Will Cuppy






Upon completion of this chapter, you should be able to:









	Understand the general rules of business etiquette.


	Learn ways of introducing yourself and others.


	Know how to handle telephone and cell phone calls.


	Learn the rules of appropriate behaviour at business dinners and lunches.


	Learn how to interact with international clients.
 

	Know the norms of behaviour for business-to-business interactions.















COMMUNICATION AT WORK







Ramalingam is a vice-president in a multinational company in Noida. He is a Harvard graduate and lived in the United States for more than five years. He understands how Americans behave and expect ...








  *For answers and self-evaluation, visit www.pearsoned.co.in/PDChaturvedi


	




  
Part 3
 	
Structured Applications









  

CHAPTER 17


Communication for Effective Marketing


“Half the money I spend on advertising is wasted; the trouble is, I don’t know which half.”


—John Wanamaker






Upon completion of this chapter, you should be able to:



	





	

Know the meaning, nature, and function of different tools of promotion.


	Appreciate how the new tools of marketing communication have evolved.


	Understand the difference between the old approach to planning for marketing communication and the new approach to integrated marketing communications.
			Learn how to use integrated marketing communications in reality.















COMMUNICATION AT WORK



	



Recently, a brand campaign was trolled on social media and created unconfirmed contretemps between a celebrity endorser and a tobacco brand of repute in India. The brand campaigns featured the celebrity promoting the product of the company actively, to promote the premium qualities of the product.


However, the controversy was highlighted when the celebrity released a statement in the press that she was unaware of the product being endorsed by her. The company, which has numerous brands in different categories, issued a clarification stating that there was no confusion of such sort and the popular celebrity was well informed about the product being promoted, in detail. In addition, the company also added in the clarification that the product endorsed was of high quality and did not have any health hazards on consumption.


Owing to the trolling on social media, various brand experts along with the social media commentators opined that the entire situation was too much of a stretch of imagination by the celebrity, while some remarked that the team of the global celebrity would have had a hard look at the contract details months before the celebrity agreed for such a promotion.








Communication is necessary for the promotion of that activity of marketing, which is intended to encourage people to buy a product for sale. In marketing, communication is, rather, called ‘persuasive communication’. In other words, communication in marketing is the process of transmitting selling messages to the target audience. Therefore, it is popularly known as Marketing Communication.




OBJECTIVES OF MARKETING COMMUNICATION


The purpose of Marketing Communication is either to inform, persuade, and/ or remind the target audiences about a product, or to reinforce or modify existing behavior of the target groups. Eventually, all Marketing Communications should end in the sale of the product.




TOOLS OF MARKETING COMMUNICATION


Traditionally, the following promotion activities have been known as the elements of Marketing Communication: Advertising, Publicity, Personal selling, and Sales promotion. Advertising is most commonly known as any paid form of non-personal promotion of ideas, goods, or services by an identified sponsor (See Exhibit 17.1). Whereas, publicity is known as a non-personal promotion of a product or business that is not paid for, and the sponsor is also not identified (See Exhibit 17.2). On the other hand, personal selling is a face-to-face promotion of a product, which involves conversations with target audiences for the purpose of making sales. Finally, there is sales promotion, which is neither advertising nor publicity or personal selling, but still enhances dealer effectiveness and induces purchases (See Exhibit 17.3).


 


Exhibit 17.1
An Example of Advertising






[image: image]






The first thing to understand is how exactly they are different from each other in a more subtle manner. For instance, what is paid for in advertising is the message and the media space; and, what is not paid for in publicity, therefore, should be for the message and the media space. This is also what is commonly understood. However, in reality, the publicity message does cost the company a fair amount of money, for example, the cost of calling a press conference or developing a press release. And, the actual media space that the publicity message uses does not cost the company because it appears more like a news item. But, why should media carry stories about a product or a company? It could either be because the product and/or the company is too important to be ignored and covering would add value to the medium; or, the company enjoys good relationships with media, which means investments in public relations. Thus, it can be concluded that publicity is not paid for directly and is also not identified directly with the sponsor. An alternative definition of publicity could be, media exposure at no media cost.


Public relations is a programme of action to earn understanding, acceptance, and respect. Common examples of public relations programmes would be public service activities, like adopting important roads and crossings for development and maintenance, adopting parks in colonies for providing various amenities to children and senior citizens, adopting villages for overall development and running of old age homes; newsletters; seminars, speeches, and other such events for the benefit of public in general; etc. All these cost money, time and effort to the company. But, when they get covered by the media, they give visibility to the company. Therefore, in other words, media coverage of public relations activities can also be taken as publicity. In fact, media are always looking for information—good or bad—if they are interested in a company’s affairs. Good public relations ensure that media give a favorable image and/ or avoid an unfavorable aspect. Similarly, it can be said that lack of good public relations


 




Exhibit 17.2
An Example of Publicity


					

				





Girl GI Joe With Good Gusto


Meena Iyer


Publish Date: Mar 30 2017 5:21PM


Naam Shabana Movie Review


CRITIC’S RATING: 3.0/5


NAAM SHABANA STORY: Shabana Khan (Taapsee) is the special agent who is entrusted the task of assassinating a deadly arms dealer(Prithviraj) by the Indian Intelligence Agencies.


NAAM SHABANA REVIEW: Blame this prequel on the media. Most critics who saw Neeraj Pandey’s action-drama, Baby (2015) praised agent, Shabana’s cameo in it. Her brisk action-sequence in a Kathmandu hotel room, when accompanying Ajay Singh (Akshay Kumar) on a mission, provided the required adrenaline-rush. Taking the praise to their heart, this time around, the makers dedicated 148 mins, (really?) to the spunky agent. Sorry, but the running time is the film’s first inherent flaw. Frankly, Shabana shone in Baby because she was in a cameo. Someone missed the point, guys.


That be as it may, empowering women has merit. So we will go along with the maker’s thought process in giving us this offering. Only wish Pandey (credited with storyscreenplay-dialogues) hadn’t over-simplified proceedings. Here, the men (Manoj Bajpayee, Akshay (cameo) and other characters from Baby) are almost spoon-feeding Shabana.


Such contrivances apart, when viewed as a stand-alone film, Shabana has some definite merit.


Straight away it reminds you how women are no longer helpless when teased by a bunch of drunken louts; or when brushed against accidentally in crowded spaces. They have enough and more in their DNA to give back as good as they get.


Also a quick look at Shabana’s back-story. Growing up she was scarred by an alcoholic father, who abused her mother. And she has spent time in a juvenile correction facility for accidentally killing her father. Instead of allowing this to mar her future, Shabana moulds herself differently from your average Seeta, Salma or Suzy.


The first half indulges the protagonist and her love interest, Jai too much. It is only postintermission, especially the last 35 minutes in which proceedings pick up. Sticking to a typical-action drama narrative that jumps from Mumbai to Goa, Vienna to Kuala Lumpur, with the arms dealer and the ISI agents playing a cat-and-mouse game, the film, is more an escapist fare than a realistic one.


Taapsee delivers some knockout punches and is sincere enough. Manoj is brilliant, though he has just dialogue-baazi and no action to support him. As for Akshay, he is happy to lend his superstar-presence and bask in the girl power. So go ahead and salute his spirit.


(Courtesy: Meena Iyer, ‘Girl GI Joe with Good Gusto’, 30 March 2017, https://toistudent.timesofindia.indiatimes. com/news/entertainment/girl-gi-joe-with-good-gusto/18882.html, as accessed on 2 June 2017 at 5.31pm IST, (c) 2017 The Times of India, Newspaper in Education, Used with permission.)








 




				

Exhibit 17.3
An Example of Sales Promotion
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might lend a company into an unfavorable situation vis-à-vis the media. Thus, there is a need to appreciate the relationship between public relations and publicity—without good public relations (including media relations) favorable publicity is not possible. Interestingly, it seems that it is public relations, which is actually a tool of Marketing Communication, and publicity is only an outcome of it. But, the fact remains that they co-exist.


The basic difference between advertising and personal selling is that advertising creates a ‘pull’ from the customers’ end, whereas personal selling gives a ‘push’ from the marketer’s end. Thus, they are the right opposite of each other in nature.




Some New Tools of Marketing Communication


Besides advertising, publicity, personal selling and sales promotion, of late, the marketers have started using newer tools of Marketing Communication also, viz., direct marketing, direct selling, event marketing and exhibit marketing.




Direct Marketing


Direct marketing is an eclectic tool of Marketing Communication, which has the best of advertising and personal selling. Advertising helps the marketer reach millions of target audience members at the same time, but lacks directness. The marketer is sometimes not even sure of his/her message reaching the target audience. On the other hand, personal selling reaches the target audience directly, face-to-face, and would be able to see the buying intention of the target customer, but, it’s not only very time consuming, but also very expensive for the company. Direct marketing communicates directly with the target audience using different media and it is done in such a way that it gives an impact of a sales person talking to him/her face-to-face. In other words, a direct marketing is that form of marketing communication which has the facility of reaching millions of people simultaneously and the possibility of closing the deal almost on-the-spot. Direct mail, response advertising, tele-marketing, and catalogue marketing are the most commonly employed tools of direct marketing. But, the original form of direct marketing still remains in mail order.


 








Retro – Fit or Not?


In a postmodern society, where the millennial consumer seeks to be less interested in maximizing the profits than enjoying hedonist gratification does retro advertising find a place or the days of those Sepia and Black and White background advertisements are over is the question every adman is grappling with.


What started as an eye-catching trend by organisations such as Nestle (the famous Polo mint ad) and Aaj Tak (Media Channel) in India to have a clutter-breaking idea a few years ago is now just cluttering television space.


A divided opinion prevails across the advertising community in India. Some say, ‘Retro was never a fad. Whichever time period you live in, there are some periods that will always be golden. So retro advertising is here to stay.’1 However, there are many who hold a flip view, ‘it is a fad and will go away eventually because most agencies continue to use retro as just another form of expression. Unless you are able to unearth the core purpose behind using the retro theme in a campaign, there is no point.’2 Although the debate continues, but the reason retro advertising still holds ground is because of the humour quotient, but the trouble is that in this mini form of entertainment the consumer tends to remember only the ad and not the product per say. On the other hand, from the companies’ point of view there are different reasons for opting the bygone look and feel. For example, ‘Aaj Tak’ opted to go the retro way due to the constraints of time and budget, and still was able to break the clutter.


Hence, as the debate continues and the television is cluttered with more retro advertising from brands like Tetley, Coca Cola, Mc Donalds, and so on it is too early to say that the loss or gain in brand’s markets shares or sales cannot really be endorsed to their advertising strategy much. In retrospect, it is all about brand salience and recall.










Direct Selling


Often confused with personal selling and direct marketing, direct selling is one of the fastest growing tools of Marketing Communication in the recent times. Thanks to companies like Amway, Tupperware, Oriflame, Modi Care, et. al., direct selling has helped thousands of housewives/families become independent entrepreneurs. In very simple terms, direct selling involves becoming a customer of a direct selling company’s products and, in turn, recommending them to relations, friends, and acquaintances. If any of them are interested in buying any of the products, they place an order through the first customer, and, on every such sale, the first customer gets a commission from the company. That is why the first customer is called a distributor, who is more of an advisor or a consultant. The fundamental requirement in direct selling is that the distributor or the consultant has to be a customer of the company in the first place, and then only she/he can promote the products further.


The most important difference between direct selling and personal selling is that the distributor of a direct selling company’s products is not an employee of the company; she/he is an independent operator working on commission only; whereas, in personal selling the individual representing the company and promoting its products are the employees of the company and they work on salary- and/or commission-basis. The second important difference is that the title or ownership of goods does not pass on to the sales persons in personal selling.




Event Marketing


An event is a special and/or interesting happening, like launch of a product. Event management is, therefore, the process of planning and organizing an event. But, event marketing is a form of marketing communication, which helps promote not only the products of a company but also the company and its image.


The origin of event marketing lies in sales promotion. Originally, it is started with sponsoring of events, especially sports activities. For example, the various cricket tournaments were sponsored by different brands and, therefore, they came to be known as Pepsi Cup, Coca Cola cup, Wills Cup, Samsung Cup, Reliance Cup, et.al. Slowly, the companies started sponsoring the teams. For example, ITC sponsored Indian cricket team during its tour of Sri Lanka, Kingfisher sponsored Indian cricket team during its tour of West Indies, and Sahara has been sponsoring the Indian cricket team for quite a few years now. This has led to the emergence of a new area of promotion, i.e., sports marketing. However, they all still remain the case of sales promotion primarily because, in all these cases, there is an attempt to wrap the brands around the events. Whereas, in event marketing, the brand is at the core and the event is wrapped around the brand. For example, Femina Miss India, Filmfare Awards, Hero India’s Best, et.al. In all these cases, events are a natural extension of the brands, and they could all be sponsored by other brands. For example, Femina Miss India sponsored by Ponds, Filmfare Awards sponsored by Jio, and Hero India’s Best sponsored by Zee TV.


In conclusion, event marketing is a promotion tool wherein a brand becomes an event and, in turn, does marketing communication (See Exhibit 17.4).


 
				

Exhibit 17.4
Sales Promotion Vs. Event Marketing
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Exhibit Marketing


Traditionally, window displays, taking parts in exhibitions, or organizing road shows, has been known as a sales promotion activity. But, of late, the art of display has developed so much that it needs to be referred to as an independent promotion tool, Exhibit Marketing—the exhibit and/or the method of display wherein the brand becomes a message (See Exhibit 17.5).


 





				

Exhibit 17.5
Example of Exhibit Marketing
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CONSUMER, INDUSTRIAL, AND TRADE MARKETING COMMUNICATION


Marketing Communication aimed at end-consumers is known as Consumer Promotion, which is different from the promotion aimed at manufacturing or processing organizations, like industrial units, i.e., Industrial Promotion. However, promotion aimed at the intermediaries or the distribution channel members is known as Trade Promotion.


For example, consumer and trade promotions are about consumer products like nondurables and durables, but industrial promotion deals with industrial products like raw materials, semi-finished goods, etc.


 








Then and Now—The ‘Eve’ in Indian Advertising


20th century was different from the 21st in many ways, but for Indian advertising, the one thing, which has only evolved, is the role of women. Right from the 1970 until 1990, many roles of a woman have been depicted. For example, the famous ‘Liril’ soap advertisement highlighted a mid-twenties bubbly, energetic person, which overwhelmed the audience and specially Karen Lunel who acquired a cult-status as the first ‘Liril girl’3. This also marked a turning point in the portrayal of the Indian woman in soap ads. From a bikini, clad young girl to a more mature samajhdar ‘Lalitaji’4 depicting the ‘value for money’ Indian household women created a wave for women to think smart and led to the rise of the value conscious shopper concept. Moving from the value conscious shopper to the wise, oldand smart aleck ‘Dadima’5 from the Ayurvedic Concepts commercials by Himalaya brand brought in a completely new concept to the women’s era in Indian advertising. However, back then it was a complete circle with the Rasna ad girl aged at three broke all barriers of age in Indian advertising providing opportunity and a new hope to the next generation of women to be part of Indian advertising. This trend had its spill over in the 21st century also, with the Indian advertisers highlighting the different roles played by women like ‘The women of Airtel: The boss and the 4G girl’6. Also, the famous series of ads talking about change in ones mindset by Anouk films—Bold is beautiful for the brand Myntra. It is after all bold women responding to various issues that many Indian women face in a male dominated society but willing to go that extra mile to bring out the change leading to ‘EVEolution’7.










BRAND, INSTITUTIONAL, AND CORPORATE MARKETING COMMUNICATION


Marketing Communication about a brand is known as Brand Promotion, which is different from Marketing Communication about a company or a company as a product, as shown in Corporate Promotion. However, a communication from the company or on behalf of the company is known as Institutional Promotion (See Exhibits 17.6 and 17.7).




MARKETING COMMUNICATION CONTINUUM


As can be seen in Exhibit 17.8, generally, in the case of consumer products there is much dependence/emphasis on advertising, whereas in the case of business products, it is on personal selling. This also stems from a common understanding that advertising works most cost effectively during the early stages of buying decision making, and, personal selling during the later. Even though there have been attempts to come out of this continuum, but even the marketing strategies during different stages of the product life cycle suggest that advertising would be more effective during the introduction stage than during the later and the last.


 


				

Exhibit 17.6
An Example of Corporate Promotion
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Exhibit 17.7
An Example of Institutional Promotion
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Integrated Marketing Communications


Earlier, marketers were able to achieve their marketing communication objectives with the help of one or two promotional tools, mainly advertising and sales promotion. Some of the companies, specially dealing with industrial or organizational products, employed only personal selling; whereas, publicity was largely considered as a public relations exercise. Now, with the changing rules of marketing game, much intensified competition and development of new means of marketing communication like direct marketing, direct selling, event marketing, and exhibit marketing, the marketer has to rely on more than two or three promotion tools and, for optimum marketing communication impact, he has to use them together in a highly focused and integrated manner. The integration brings about a synergy among all marketing communication messages and goals. It turns all forms of marketing into communication and all forms of communication into marketing. But, that is easier said than done, because, in integrated marketing communication, all marketing communications need to converge and create the desired impact. Thus, there is a need for a most detailed planning process. Exhibit 17.9 depicts the integrated marketing communications planning model.


 








Clear to Clarity—The New Comparative War


The Indian market has traditionally been a recipient of advertising focused at the consumer, but with the advent of Patanjali’s strategy to mortify the competition in almost every advertisement there is a real shake up, which has happened across the Indian advertising world. Not far behind are the two cola giants Pepsi and Coca Cola, who over the decades have fought all forms of battles, largely on basis of spoofs. Usually, the April–June quarter is the real deal for the cola companies where sales in this quarter accounts for almost 40% of annual soft drinks sales8. In India, both the cola companies depend on the predictions of a sizzling summer to push demand. Once again, with forecasts of a sweltering summer ahead in 2017, PepsiCo’s recent advertisement for its lemon drink 7Up seems to disparage rival brand Sprite’s established tagline ‘Clear Hai’ by emphasizing on the ‘new clarity’ of this generation, for whom ‘I don’t know’ is cooler than ‘I know’. It is not about any confusion, but a sense of new clarity replacing the established, indicating the new mindset of the millennial generation. However, industry experts are of the opinion that lime and lemon drinks are among the fastest-growing segments now, ahead of colas, as the taste reverberates with Indian palettes. Therefore, the question is whether such comparative ad strategy work, when already; Hindustan Unilever pulled dairy major Amul to court over its ice-cream commercial that takes a dig at HUL’s Kwality Walls frozen desserts. In addition, the Future Group too stepped up the offensive with a chain of ads that involve wordplay to aim the three main online marketplaces—‘Flip the Cart, Snap the Deal and Amaz-Off’9.








 
				

Exhibit 17.8
Marketing Communication Continuum
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A fundamental difference between the new approach to planning for integrated marketing communications and the traditional method is that the focus of the new approach is on the past, present and the future customers, not just the present customers. The second difference can be seen with respect to the marketing objectives in the traditional method, the process would begin with setting of marketing communication objectives, whereas in the new approach, marketing objectives are pushed down and are decided on after the target markets have been identified. The third major way in which the new approach differs from the traditional method is that the new approach uses customer behavior as the basis for classifying customers because behavior not only takes into account what a person would do in the future, but also his/her attitudes and intentions in the present. That is why there is a lot more dependence on the customer databases in the new approach. These databases would contain information on demographics, psychographics, and purchase history of customers. Thus, the new approach starts with the database of information on the customers—present and past—and the prospects.


 






World’s Richest Sporting League


Sony Pictures Networks with Indian Premier League (IPL) has achieved a milestone similar to what Fox networks achieved with the Super Bowl. Yes, clearly there are no side effects of new economic decision of demonetization taken by the Indian government when it comes to Selling of advertising spots prior to the kick-off of the 10th edition of IPL, Indian televisions biggest event. A typical IPL cricket match has ad inventory of 2300 seconds, where the title sponsor ViVo, a Chinese mobile handset maker has secured 300 seconds Chinese mobile handset maker with every 10 second spot costing ₹5.2 lakh and the co-sponsors Vodafone and Amazon securing 210 seconds at the same price/sec rate.10 The remaining 11 associate sponsors each have an inventory of 120 sec at ₹5.75 Lakh/10 sec. with only few spots remaining for the semi-finals and finals rates are expected to skyrocket to up to ₹20 Lakh. Nevertheless, Rohit Gupta, president of network sales and international business at Sony Pictures Networks feels contended when he said, ‘IPL is growing every year—even in its 10th year—and this has been by far the best year. We have got the highest number of sponsors this time, including three co-presenting and 11 associates’.11








Based on the databases, customers/prospects can be classified into brand loyals, competitors’ brand loyals, brand switchers and category non-users. Brand loyals are further classified into single-brand loyals, customers buying our brand nine out of ten times, and multi-brand loyals, customers buying our brand three to eight times. In reality, no customer would be dependent on a single brand only. There are always one or two back-up brands in case the main brand is not available because of any reason.


Competitors’ brand loyals are to be seen as either totally committed to the other brand or unfavorable and neutral. An unfavorable competitors’ brand loyal is one who has, perhaps, had a bad experience with our brand. On the other hand, the favorable competitors’ brand loyal has our brand in mind, and would like to try it at the first opportunity. Whereas, the neutral competitors’ brand loyal is, perhaps, not even aware of our brand, and, therefore, has no positive or negative attitude towards our brand.


Brand switchers are usually having a set of four to five brands in the same product category and they continuously keep swinging among them. If they include our brand in their switching pattern, they are classified as favorable brand switchers, else unfavorable. In the early stages of the product life cycle, the brand switchers are more exploratory in nature, but during the later stages, their switching behavior becomes more mechanical. Therefore, combining both the classifications, we can have favorable/unfavorable exploratory brand switchers and favorable/unfavorable routinized brand switchers.


The final category of customers/prospects is of those who are the non-users of the product category. As in the case of competitors’ brand loyals, they can also be further classified as favorable, neutral and unfavorable. In their case, it is essentially a matter of attitude. If they are attitudinally not inclined toward the product category, for example, the fast food, then they are definitely unfavorable category non-users, but, if they are attitudinally indifferent or inclined towards the category, they are neutral and favorable category non-users.


It needs to be kept in view that all neutral and favorable categories of customers/ prospects can be converted into customers/loyal customers rather than the unfavorable.


The marketing objectives are defined separately for each of the customer/prospect categories depending on the task to be performed by integrated marketing mix. Therefore,in the case of brand loyals, it is essentially a matter of maintaining or increasing the current level of purchase/usage; in the case of competitors’ brand loyals and brand switchers, it would be to induce trial of the brand, increase volume of purchase, and build loyalty; and, in the case of category of non-users, the marketing objective would be to induce trial of the product/brand. Similarly, the marketing communication objectives are set in terms of communications and sales impacts for all categories of customers/ prospects.


 



				

Exhibit 17.9
Integrated Marketing Communications Planning Model
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Ads Gone Wrong!


It is not always that advertising does well for a brand or organization. Advertising is considered a tricky business and at times, it may cost best of the brands millions of dollars in form of fines because of a PR disaster. The recent famous example of advertising gone wrong has been the ‘Clean Diesel’ campaign by none other than Volkswagen AG just a year after the famous emission scandal. Another famous example has been of the retail Giant Walmart where it had to pay $66,000 in fines after overcharging customers from 117 stores in New York for Coca Cola. It was because the Walmart staff claiming a false tax called ‘sugar tax’ in New York lied to the customers. The original advertisement by the supermarket chain was for sale in 2014 for a pack of 12 colas would cost just $3. New Yorkers paid $3.5. Moving from one soft drink to another, yet again in 2014, the energy drink brand Red Bull had to settle the class action case by agreeing to pay a fine of $13 million to the Federal Trade commission in the US. It was because the caffeinated drink alongside its famous tagline claimed in marketing campaigns that the energy drink could improve a person’s concentration and reaction speed. Taking about concentration and brain booster, in 2013 Kellogg’s the cereal brand, was pulled up by consumer forums in the US for false advertising claims it made about ‘improved children’s attentiveness, memory and other cognitive functions’.12 On its website, Kellogg later said, ‘Frosted Mini-Wheats are full of fibre and that they fill you up first thing and help keep you focused all morning’.13


The list of such wild claims like ‘scientifically proven’ with ‘guaranteed results’ is plenty and may at times not be true. While the strategy behind such advertisements, definitely lead to a damaged reputation for both the organisations and the customers who patronize such multi-billion dollar brands.








Finally, the marketing communication tools or tactics are decided very specifically for each category of customers/prospects selecting from among the total promotion mix at the disposal of the marketer. For example, in the case of brand loyals, there would be more of direct marketing, advertising, sales promotion, public relations and event marketing, preferably in this order, whereas in the case of competitors brand loyals, there would be mainly advertising, sales promotion and direct marketing. In the case of brand switchers, there would again be sales promotion, direct marketing, public relations, event marketing and advertising, preferably in this order, whereas in the case of category of non-users, there would be advertising, sales promotion and direct marketing. What needs to be appreciated here is that, for each of the sub-categories, the marketing communications mix is defined in a particular combination and order of promotion tools keeping in view the nature of the task marketing communications are expected to do. This approach ensures not only the customized communications for each of the customer/prospect classifications, but also brings about the desired integration among different marketing communications tools.




SUMMARY


Communication in marketing is the process of transmitting selling messages to the target audience. Therefore, it is popularly known as Marketing Communication. The purpose of Marketing Communication is the sale of the product. The following promotion activities have been known as the elements of Marketing Communication Mix: Advertising, Publicity, Personal selling, and Sales promotion. Advertising is most commonly known as any paid form of non-personal promotion of ideas, goods, or services by an identified sponsor. Whereas, publicity is known as a non-personal promotion of a product or business that is not paid for, and the sponsor is also not identified. On the other hand, personal selling is a face-to-face promotion of a product, which involves conversations with target audiences for the purpose of making sales. Finally, there is sales promotion, which is neither advertising nor publicity and/or personal selling, but still enhances dealer effectiveness and induces purchases. Further, Public Relations is a programme of action to earn understanding, acceptance, and respect. More recently, marketers have started using newer tools of Marketing Communication, viz., direct marketing, direct selling, event marketing and exhibit marketing.
 			 			



CASE: Celebrity Endorsement: Shaken or Stirred


Celebrity Endorsements in India has been a popular way to target the consumers at large, as Bollywood is what sets the trends in personal grooming, fashion, etc., mostly. Therefore, to run a successful campaign, multinational and home grown organisations get a popular celebrity to promote their brands/products. The success of the campaign is usually, determined not by the copy of the promotion campaign but by the popularity of the celebrity.


Recently, a Hollywood star, who has been playing a popular fictional character, was hired by an Indian creative agency to promote and convince the Indian population about a popular pan masala brand. The campaign was launched with big bang showcasing the Hollywood star perform like a secret-service agent, but with a difference of weaponry, a tin-pack of the product.


According to the company, the choice of a celebrity endorser for such a campaign was in line with the personality of the brand.


The interesting thing about the campaign in the Indian scenario is that the Indian consumer perceives consumption of tobacco and nicotine products as unhealthy and a Hollywood celebrity lending her face to such a product was scandalizing.


The campaign since its inception had attracted reactions from all corners of the advertising and marketing fraternity including the opinion leaders in social media. The range of reactions, comments, and discussions ranged from being bizarre to disbelief to being an example of merriment.


One of the reactions raised an interesting point and is worth noting that the awareness of the campaign was much higher amongst the fan base of the Hollywood celebrity than the actual consumers of the product. This is because many (actual consumers) may not be even aware about the celebrity per se, endorsing the popular brand. Another reaction re-established the futile notion of looking for logic in celebrity endorsements. This logic is built on the assumption that in such celebrity led advertising usually the celebrity is the centre of attention rather than the celebrity-brand fit. Leading the argument further was the case of feeding the ego. It was remarked that such a strategy where the fit seems to be not clear judging by such decisions only proves the point that some decision maker across the organisation fed to his/her ego and probably a direct image boost to his/her social network.?


Another fascinating fact about the entire campaign appeared as the campaign grew popular and criticism grew louder. The Hollywood celebrity in a state of shock accused the panmasala brand for damaging the image of the start actor and for violating the contract on grounds of unauthorised and deceptive use of her image. The Hollywood celebrity also expressed her distress over the entire incident. On the other hand, the promoters of the brand continued with the airing of the advertisements citing reasons such as response awaited from the celebrity’s team and insisted that there was no violation of any contract terms. This left the Hollywood celebrity shaken.




Questions to Answer




	What are the potential risks in celebrity advertising?


	Who is responsible for all the controversy raised by the ad in question?


	Does celebrity endorsement really work?







REVIEW YOUR LEARNING




	Explain clearly the differences between Advertising and Publicity.


	Enumerate the position and role of Public Relations in Promotion Mix.


	What are the main points of comparison between Personal selling and Direct Selling?


	What is Event Marketing, and how is it different from Sales Promotion?


	What is Integrated Marketing Communications?







REFLECT ON YOUR LEARNING




	Why Publicity should not be taken as an element of Promotion Mix in the same sense as others? What should it be replaced with, ideally?


	‘Direct Marketing and Direct Selling’ are one and the same thing. The difference is only in approach. Discuss.


	‘Event Marketing is nothing but Sales Promotion at a higher level’. Agree/Disagree?


	‘Corporate Communications is the most important element of Promotion today’. Discuss.


	How is the Integrated Marketing Communications Planning Model different from the traditional Marketing Communication Planning model? Reflect.







APPLY YOUR LEARNING


Study a real-life campaign that is truly integrated in all its forms, like advertising, sales promotion, direct marketing, event marketing, and corporate communications.




SELF-CHECK YOUR LEARNING


From the given options, please choose the most appropriate answer:




	In marketing, communication is rather called:



	Verbal communication


	non-verbal communication


	persuasive communication


	organizational communication








	The purpose of Marketing Communication is to:



	inform


	persuade


	remind


	all of the above








	Traditionally, the following promotion activities have been known as the elements of Marketing Communication Mix:



	Advertising, Publicity, Personal Selling, and Sales Promotion


	Advertising, Public Relations, Personal Selling, and Sales Promotion


	Neither (a) nor (b)d


	Both (a) and (b)








	Publicity is ‘paid for’:



	always


	indirectly


	directly


	never








	Sales Promotion:



	enhances dealer effectiveness


	induces purchases


	Neither (a), nor (b)


	Both (a) and (b)








	Newer tools of Marketing Communication are:



	Direct Marketing, Direct Selling, Event Marketing and Exhibit Marketing


	Direct Marketing, PR, Corporate Communications and Exhibit Marketing


	Direct Marketing, CSR, Direct Selling, and Digital Marketing


	None of the above








	Direct Marketing is same as:



	personal selling


	direct selling


	direct sales


	none of the above








	Direct Selling is nothing but:



	direct sales


	personal selling


	both (a) and (b)


	neither (a) nor (b)








	Event Marketing is an evolved form of:



	advertising


	publicity


	sales promotion


	personal selling








	Exhibit Marketing has its origin in:



	advertising


	publicity


	sales promotion


	personal selling
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CHAPTER 18


Communication for Effective Negotiations


“I’ll make you an offer you can’t refuse!”


—Vito Corleone in The Godfather






Upon completion of this chapter, you should be able to:



	





	Explain the negotiation process.


	Understand the factors affecting negotiation.


	Know about the subjective factors that affect negotiation outcomes.


	Understand the stages in the negotiation process.


	Identify different skills of initiating, discussing, and concluding the process of bargaining.


	Know how to handle deadlocks.















COMMUNICATION AT WORK



	



Anil and Manav are friends. They are trying to decide whether to go to the cinema or watch a cricket match.


Anil: You are coming to watch the cricket match with me today, aren’t you?


Manav: No. I really don’t want ...








  *For answers and self-evaluation, visit www.pearsoned.co.in/PDChaturvedi


	




  

CHAPTER 19


Communication for Conflict Management


“One single minute of reconciliation is worth more than an entire life of friendship.”


—Gabriel Gracia Marquez






Upon completion of this chapter, you should be able to:









	Understand the role of communication as a behaviour that helps in the conflict situation to create mutual understanding.


	Learn about the intangible issues which cause interpersonal conflicts.


	Understand the effectiveness of stop-think, listen and communicate system for conflict management.


	Know how tangible issues lead to serious conflicts between neighbours, persons, states and countries.















COMMUNICATION AT WORK







Vikram is a cyber techie. He is a former employee of a Mumbai based private company which works for maintaining ...








  *For answers and self-evaluation, visit www.pearsoned.co.in/PDChaturvedi







  



CHAPTER 20


Communication for Employment






“What lies behind us and what lies before us are tiny matters compared to what lies within us.”


—Oliver Wendell Holmes










Upon completion of this chapter, you should be able to:









	Write an effective CV.


	Write job applications/ cover letters properly.


	Learn the art of handling interviews well.


	Be an effective participant in group discussions.



















COMMUNICATION AT WORK







Manisha is a brilliant MBA student with an outstanding academic record. She is specializing in international marketing and completed a threemonth internship in Rouen, France, after her first year. She believes that she should take the initiative of searching for a suitable job with a reputed national or multinational company on her own ...








  *For answers and self-evaluation, visit www.pearsoned.co.in/PDChaturvedi







  



CHAPTER 21


Written Analysis of Cases




“A single, well-designed case study can provide a major challenge to a theory and provide a source of new hypotheses and constructs simultaneously.”


 —Donald R. Copper and Pamela S. Schindler








Upon completion of this chapter, you should be able to:









	Know the nature and types of case studies.


	Understand the process of case analysis.


	Identify major problems/ questions involved in a case study.


	Know how to consider alternative solutions to the questions raised.


	Write out the findings of the analysis—a statement of the problem, the logical framework, consideration of the alternative solutions, and final decisions.

















COMMUNICATION AT WORK







The case study method of teaching management issues and solutions ...








  *For answers and self-evaluation, visit www.pearsoned.co.in/PDChaturvedi







  

	

CHAPTER 22


Summer Project Report


“A project report is often students’ only tangible evidence of their summer internship. If their efforts are to count in the judgement of their professors, the report must describe clearly what they have done. Often, their written reports are the basis of a strong recommendation for future employment.”








Upon completion of this chapter, you should be able to:









	Compare a summer project report with a technical or business report.


	Apply the skills of report writing to write summer project reports.


	Learn the structure and essential elements of a summer project report.

















COMMUNICATION AT WORK











Dinesh, a second-year PGDM student at Sharda Peeth Institute of Management in Kolkata, is required to submit a report ...








  *For answers and self-evaluation, visit www.pearsoned.co.in/PDChaturvedi







  





Appendix 1


Grammar, Usage, and Style


“Linguistic study no longer lays down rules for correct grammar, but studies the rules that are actually adhered to by particular cultural groups. The aim is not to give laws for human utterance, but to understand the utterances that actually occur.”


—Graham Hough


IntroductIon


Lynne Truss has based the title of her popular book Eats, Shoots & Leaves on a joke about poor punctuation1:


 


A panda enters a café, eats a sandwich, and starts shooting at the people in the café. When an amazed waiter blurts out a ‘Why?’ in the ensuing confusion, the panda throws a copy of a wildlife manual at him. And sure enough, he finds the following description against the word ‘Panda’ in the manual: ‘Panda: Large black-and-white ...






  





Appendix 2


The Process of Research




“If a man will begin with certainties, he will end in doubts; but if he will be content to begin with doubts, he will end in certainties.”


�—Francis Bacon




INTRODUCTION


A report involves three things: (1) research (investigation), (2) analysis, and (3) presentation. The reader’s interest in the report is primarily in its well-documented presentation of facts and conclusions, but a report can never meet the expectations or needs of the reader unless the writer labours through careful research and provides a critical analysis of the data collected. Therefore, to write reports (for decision makers in business), you should first understand some research methods and hone your analytical skills.




STEPS IN SCIENTIFIC RESEaRCh


In simple words, research is a search for facts—answers to questions and solutions to problems. Business research can be defined as a systematic inquiry that offers information to guide business decisions. There are two ways of searching for facts:






	Arbitrary, based on personal judgment and hunches


	Scientific









The scientific approach to research is a logical and systematic study of a problem, issue, or phenomenon in a step-by-step manner, following a logical process of reasoning. Research conducted in a scientific manner involves the following process of investigation:






	Defining the problem


	Formulating a hypothesis (or hypotheses)


	Selecting/proposing a method


	Collecting, organizing, and analysing data


	Making deductions and arriving at conclusions







Defining the Problem


The problem or the subject of investigation should be outlined well so that the solution is correct. We should narrow down the problem to specifics—what exactly needs to be done. By delimiting the problem from general to particular and to more specific problems, you can recognize the real problem that needs to be answered. The well-known set of ‘what, why, who, where, and when’ questions will help break down the general problem into specific ones. To know why something is wanted, we should first know what is wanted. So, we should first identify these two questions: the ‘why’ and the ‘what’. Once these two basic questions are isolated, the process of solution-finding has begun. At this point, you have to assume a tentative solution to the problem. The hypothetical solution will be subsequently tested for its validity and correctness.










Let us see an example of how we can narrow down a problem from the general to the specific. Suppose we want to study the wages of women. It is a vast subject. Millions of women workers all over the country fall within the scope of this problem. It is not possible to study such a broad problem, so we should limit its scope by asking the questions—what, why, where, when, and who. Assume that you are at Tata Steel and are required to submit a report on this problem. To study the wages of women workers at Tata Steel, Jamshedpur, this is how you can approach your investigation:




 




	

		Research is a search for facts—answers to questions and solutions to problems.






 






	What [to study]: The wages of women workers


	Why: To determine whether their wages are fair and uniform


	When: Current time


	Where: Tata Steel, Jamshedpur


	Who: Women workers







You have now limited the proposed problem of your study to the current wages of women employed at Tata Steel, Jamshedpur. The delineation of the problem became possible by asking ‘why’—the purpose of the study. And once the purpose is well defined, the problem will accordingly become specific and exact.




Still, the subject/problem needs to be further clarified. The terms fair and uniform are vague. Women may be doing different work at different sites at Tata Steel. Jobs at Tata Steel may be different from jobs in Jamshedpur as a whole. So, when we talk of wages being ‘fair’ and ‘uniform’, do we mean the wages of women workers within various sites of Tata Steel or compared to the wages of women workers elsewhere? Or are we comparing the wages of women employees to those of men?




 




	

		A hypothetical solution

will be tested for its

validity and correctness.






 






Defining Terms


The process of clarifying our concepts and terms is known as conceptualization. We conceptualize by defining our terms and stating them in specific terms with regard to the specific context of use. For instance, the term wages is vague unless we specify it by considering ‘hourly’, ‘daily’, ‘weekly’; if daily, then how many hours make a day; if weekly, then, how many days make a week (is Sunday included?); or if monthly, then, is a month the calendar month? Such questions help us to be exact about the concepts involved in our research.






Statement of the Problem


After clarifying all these questions, we can now state our problem thus—’This study proposes to survey the wages of women workers at Tata Steel, Jamshedpur, to determine whether the company wages are fair and uniform.’ The problem phrased in this way is limited in its scope.




Formulating Hypotheses


A hypothesis is a tentative statement about the possible cause and solution for a phenomenon. It is a tentative answer to the present question. It is tentative because it is assumed to be true but its validity is to be tested. A hypothesis is based on supposition and is to be proved or disproved as a result of research. For example, we may be interested in studying the percentage of savings in families with changes in family income. We may assume that the percentage of savings will increase if the income of families increases. It is just our supposition, not a proven fact. We can start with the hypothesis: ‘An increase in the income of the family leads to a rise in the percentage of income saved.’ This hypothesis is positive. Its validity is to be proved by testing it in our research.


Many researchers think that a positive hypothesis is framed by expecting a favourable ‘yes’ result from the study. Therefore, they prefer to use a neutral hypothesis, called a null hypothesis, which is required to be disproved to prove what is valid. The null hypothesis is stated in terms that show no prejudice to the results of the research. We can state the problem of family income discussed earlier in the following null hypothesis: ‘There will be no increase in the percentage of income saved if the family income increases.’ In business research, we prefer to use the null hypothesis as it indicates an objective and unbiased attitude towards the result.




 




	

		The null hypothesis is stated in terms that show no prejudice to the results of the research.






 




Selecting a Suitable Method of Data Collection


The next step after defining the problem and postulating a hypothesis is to select a proper method of collecting the required information from the following commonly used methods of research:






	Library research


	Normative survey research


	Observational research


	Experimental research







The main concerns of business research in the social sciences and management research are about finding solutions to problems such as unemployment, poverty, social unrest, human relations, and problems in organizations. Research attempts to establish factual data on the prevailing plans and schedules for development on a realistic basis. Research studies bring out necessary facts for making sound decisions before committing resources.


Research studies seek to help planners evaluate alternative strategies and select the most suited strategy for developing different sectors, such as education, agriculture, industry, health, and social welfare. Evaluations of ongoing projects and schemes such as lead bank schemes and integrated rural development programmes are undertaken to indicate whether the plans need any modifications or new implementation strategies. Keeping in mind the basic purpose of the study, the researcher usually selects one or two of the four research methods mentioned here.






Library Research


In every research study, we need to know what others have already done. For collecting this information and knowing other views related to our investigation, we should consult the existing literature. This kind of collection of information is known as library research and is a part of all other methods of research. It constitutes a study of the background and involves a survey of the existing body of knowledge in the field of the proposed study.


Library research helps in the following ways:






	It helps avoid unnecessary repetition and duplication of effort and waste of valuable research time and funds.


	It helps establish points of departure for new research work.


	It helps set out directions and areas for conducting research in the field proposed for study.











Library research is done for solving problems in business, and it relates to the study of an organization’s records, annual reports, periodicals, account books, or any other documents recording business policies, decisions, and previous studies of the same or similar problems.






 






Library research is done for solving problems in business, and it relates to the study of an organization’s records, annual reports, periodicals, account books, or any other documents recording business policies, decisions, and previous studies of the same or similar problems..














Because library research provides us with material already contributed by others, it is known as a secondary source, and the information collected is called secondary data. Primary data is what we gather through our own observations, surveys, and experiments.




In using library research for collecting data, you should be careful not to create a heap of information. Collect only relevant material. Also avoid piling up the entire data in one place. It will be better to note and record information on separate sheets/cards under different headings with exact details of their source—for instance, keeping separate files for books, journals, news bulletins, company-specific information, and so on. This will help you use the collected material properly at the appropriate places in your report. This will also help in preparing your bibliography.






Normative Survey Research


In business research, normative survey research is frequently used to know the prevailing status of the situation being studied. It uses survey tools—questionnaires, interviews, checklists, and ‘opinionnaires’—to obtain information that may add to information already collected through secondary sources or validate the findings of the library research.




The surveys are called ‘normative’ because they lay down ‘norms’ or ‘standards’ or ‘what is’, or determine the present status of a situation or establish customary behaviour. The normative survey method is descriptive in nature. The limitation of this research method is that findings through such surveys are to be considered valid only for the present and not for the future, because the state of mind, attitude, or situation of the subject of study may change.


 




	

		Normative surveys are called so because they lay down ‘norms’ or ‘standards’ or ‘what is’, or determine the present status of a situation, or establish customary behaviour.






 












For example, suppose we want to conduct a study of the attitude of employees towards voluntary retirement scheme (VRS) in a company. The only way to do this is to conduct a survey (through personal interviews or questionnaires) of those employees who, at the time of study, fall within the age group indicated for VRS eligibility. The findings based on the responses given by this group of employees will be valid about the present employees only. The management of the company will not be deciding wisely if these findings are held valid and applied to employees after, say, five years, during which the company’s economic situation or employees’ attitude towards work may have changed drastically.


Reliability and Validity of Survey Results Surveys may be done through personal interviews or questionnaires. The findings are considered reliable when they are found to be close to what is generally accepted as true. And they are held valid if they measure what they are supposed to measure.


Reliability also results from consistency in findings. A simple example of a situation in which a result may be valid but not reliable is measuring a person’s temperature with a thermometer. We may get a reading indicating fever, which is valid because the instrument measures what it should measure: a thermometer is meant to record human temperature. But suppose we doubt the accuracy of the reading and again, at that very moment, record the temperature with some other thermometer. We may get either the same reading or a different reading. If the reading is different, we will be confused. We do not know which reading is true. In order to determine which thermometer is reliable, we should again take the temperature with the first thermometer, first for one minute, then again for 2 minutes, and finally for, say, 3–5 minutes. If the readings are not close, then the thermometer is not reliable in its calibration. If it lacks consistency, which is the basic principle of the calibration of thermometers, the particular thermometer is unreliable.


Similarly, the principle of validity assumes that the results are true of not a specific group interviewed or questioned but of the total (in the VRS case all the employees supposed to be covered by the study). In order to get results that are both reliable and valid, we have to select a fairly representative sample or group (to continue with our VRS example) of the company’s employees. Population is the total number of individuals (items) to be surveyed (interviewed or questioned through questionnaires). The whole population may be in the thousands (something unmanageable), so we select a smaller number of employees that represents the whole population (all the employees in VRS age). This process is called sampling.




 






The principle of validity assumes that the results are true of not a specific group interviewed or questioned but of the total population.








 






In order to make the sampling reliable and valid, we follow the techniques discussed here:








	Random sampling: We need to sample to ensure that each individual member of the concerned population is studied by us. To make this possible, we use random sampling in which there is a ‘no-zero’ chance for every individual to be included in the sample. This, of course, is a very difficult task. In order to achieve it, we should take a fairly large number at random from a population so that persons representing varying characteristics are included in the sample proportionately. Thus, the sampling group and the total population should possess the same characteristics in the same proportions. To illustrate this point, let us continue with the VRS example. Our sampling is valid if our sampling group has the same percentage of different age groups, different salary groups, different years of service, and different ranks that the total population of employees has.

As the term random suggests, we do not choose, but allow an equal chance to all the members in a population to be chosen. One of the ways to do this is to first determine the size of the sample we want. Write down each name (in the population) on a piece of paper and mix them under a cover. Now, draw the number of slips you want for your sample group. The names thus drawn from the whole lot will be representative of the total population.





	Stratified random sampling: It is possible that the sample formed by following the steps just mentioned does not reflect the same percentage of various characteristics in the population. Therefore, we do what is called stratified random sampling. That is, we go on drawing the lots until we get, from each category, the sample group in the same percentage as exists in the total population.


	Systematic random sampling: Random sampling becomes systematic random sampling if we apply a system of picking out names in a definite sequence. For example, if we wish to take a sample of 250 from a population of 10,000, then 10,000 divided by 250 would be 40. Now, we can choose a number between 1 and 40, say, 4. Starting with 4, we need to select every 40th item. Thus, the series selected will be 4, 44, 84, and so on. This method ensures a no-zero chance for every individual in the population to get picked up for the sample. Such sampling techniques are useful to survey the preferences, habits, and attitudes of buyers for determining market trends or consumer behaviour.







Instruments of Survey A survey is usually done with the instruments of a written questionnaire or a personal interview. A questionnaire is a set of questions that are written in order to collect maximum factual information from the respondents about their habits, attitudes, views, ratings, liking, and so on of the object under study. An example is given in Exhibit A2.1.


The questions may be grouped and sequenced according to the nature of the data. For example, if personal data is important for the analysis of the information gathered, then questions on age, gender, family size, number of earning members, and number of dependents may be grouped together for easy analysis. The name is usually left out. A questionnaire is generally treated as anonymous.


Questions should be worded in simple, clear, and exact language. Enough space should be left between the questions if we ask open-ended questions such as ‘What effect will the attrition policy/VRS scheme have on the economy of the steel plant?’ The questions can be objective-type questions, in which case the respondent has just to write ‘yes’ or ‘no’ or mark the circles/squares against the options as directed. For example, a question can be put in the following form:




 






Exercise A2.1
Sample Questionnaire and Letter


[image: images]
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Here are some guidelines for creating an effective questionnaire:






	Ask objective and factual information. Opinions, likes, and so on cannot be avoided, but they should be inferred from the objective information.

For example, instead of asking whether a person likes to buy a particular brand of soap, you can learn about his/her preference by asking how many times he/she has bought that soap. One rule to follow: Do not base your conclusions on opinions, because they may change from time to time. Rely on facts, not opinions.



	

	Do not ask questions that would embarrass or bother the respondent. Examples are, ‘When did you last spend more than a few hours with your parents?’ and ‘Have you stopped whistle-blowing or inside trading?’


	Do not ask contradictory questions.


	Avoid loaded questions that suggest built-in answers. An examples is ‘Would you like your wages to be increased?’ Obviously, the answer cannot be ‘no’.


	Keep the number of questions to a reasonable limit. Normally, 10–15 questions should be set. Long questionnaires are usually ignored as they take too much of the respondent’s time.


	Assure the respondent that the information given by him/her will be treated confidentially if you are asking questions on secretive matters.


	Sequence the questions from simple to difficult. Place easy-to-answer questions before the difficult ones.


	Write a brief letter to be sent with the questionnaire. The respondent should know why he/she is selected to answer the questionnaire. Also, he/she should be persuaded to answer each question freely. Instructions for answering the questions may also be given in the covering letter. Otherwise, the instructions may be briefly written on the top of the questionnaire.


	If the questionnaire is mailed, it should be accompanied by a self-addressed, stamped envelope. This will communicate your serious desire to receive the filled-up questionnaire.


	Promise the respondents that the findings of the survey will be shared with them.


	Mention the probable date by which you have to submit your study report or indicate the date by which the questionnaire may by returned. Remember that it usually takes time to respond and often the questionnaire remains unanswered. Hence, choose your respondents carefully and wisely.







Observation Research


In the observational method of collecting information, the receiver observes (inspects/ monitors) the activities of a subject or a group of persons, a phenomenon, or the nature of an entity without communicating with anyone. It differs from the survey method, which involves an interrogation and response process and is a method based on communication. Observational study uses the process of monitoring. The researcher notes and records the results obtained from his/her observations of each case. This is why observational research is also called statistical research—it involves statistical analysis of one or more sets of data.








Suppose we want to know if there is any correlation between time and traffic jams at a traffic intersection on a particular road, we will monitor the flow of traffic, record the count of traffic flow in different directions at different hours of the day, and determine the statistical correlations between the two sets of data: the count of traffic flow and the time of day.


Usually, in business, we use both observational and survey methods to solve problems. For example, a market researcher may first use the survey method to understand the buying behaviour of certain income groups. Then he would employ statistical analysis to observe/determine the correlation between buying habits and income levels. A combination of the two methods helps us identify the right markets for products.






Experimental Research




Experimental research is a systematic and scientific approach to research in which the researcher manipulates one or more variables and controls and measures any change in other variables. We are familiar with experimental research from our school days. Rmember how we took two test tubes and filled them with exactly the same liquid? We then added a new material to only one of them. The content in the other tube was kept as it was (original). After adding the new material to one tube, we noticed changes in that tube. It was obvious to us that any change that had taken place was due to the new ingredient. We noted our observations. The experiment explained the phenomenon of cause and effect.












A laboratory experiment is done under controlled conditions. The two samples are identical. The addition of a variable to one of the two samples causes certain changes in that sample. We conclude that the change is due to the variable. Thus, we can determine the causal relation between a variable and the change in the state of something. Accordingly, if we wish to bring about a particular change in the state of something, we can take help of the related variable.




Although experimental research is used to determine the effect of variables in social sciences and management, there are limitations to its applicability to social sciences. Unlike in the physical sciences, the study of social behaviour and human nature cannot be controlled. Motivation, efficiency, or tastes and choices cannot be subjected to controlled observation of the effect induced by a variable in two otherwise identical groups of people. Although we keep repeating the phrase ‘other things remaining the same’ as an essential condition for conducting experimental research in social sciences, it is largely an assumption and may not be, in fact, true.




 




	

	In social sciences and management, experimental research is used to determine the effect of variables.






 








Experimental research is, however, commonly used in natural sciences like agriculture to determine the effectiveness of fertilizers or pesticides on crops. The study takes two plots of identical size, soil, fertility, quality of seeds, and irrigation facilities and adds a different quality of fertilizer to one of them or leaves it without manure. The yields of both plots of land are then recorded. The difference between the yields of two plots is due to the use of fertilizer.
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Introduction




Marketing communication is information, benefits, attributes, perceptual image/persona, feelings, and attitudes all bundled into one. Any product or service is available as such but marketing communication is what puts all the ingredients of life to it. Hence, it is both an interesting and a fascinating subject.


In an era of fast changes and cut-throat competition, where new products are launched every day as other products die even faster, keeping your business is becoming a bewildering task. The field of marketing communication is no exception. The advertising world in India has shown a growth of a dismal 14 per cent but is likely to grow at a 20 per cent average over the years.


As product differences begin to narrow with faster ...






  





Chapter 1: Where Are We Now?






1.1 INTRODUCTION


Smriti, a brain tonic, is an over-the-counter drug to enhance memory. It was launched in January 2007. This ‘new to the market’ product was a huge success in its initial launch in the western states of India. Following this success, the brand was promoted nationally.


The drug is based on a formulation prepared by Central Drug Research Institute (CDRI), Lucknow, after 18 long years of research. The formulation is based on ‘Brahmi’, a natural plant native to India. It had been tested over a period of time and was certified by CDRI/CSIR to be safe before it was introduced into the market for commercial purposes.


Since the launch of the product, its sales figures have seen typical variations. Sales have zoomed during school/college exam times and remained dull at other times. This indicates that the majority of its consumers are students.


The limited market acceptance of the product undoubtedly poses a challenge. However, one may also see here an opportunity to tap into a large and untouched market segment.


1.2 CATEGORY REVIEW




It is imperative to begin any marketing analysis by taking a look at how the external environment is shaping the category to which the product belongs. The product in question belongs primarily to the ayurvedic school, but is being promoted as an alternative to allopathic drugs.


1.2.1 PEST Analysis


The PEST analysis, or political, economic, social and technological analysis, used to scan the environment, brought out the following results:




	Political/legal environment: Smriti is based on an ayurvedic formulation and hence it is associated with the ayurvedic school of medicine, which is native to India and finds its origin in the ancient Indian texts of Atharvaveda. Unlike the allopathic drugs, which are strictly monitored by the medical association (the safety and efficacy of the drugs need to be proven beyond doubt by tests before they can be introduced into the market for commercial use), the ayurvedic drugs are not governed by any medical/ legal body. Besides, most ayurvedic drugs are OTC drugs. This absence of pre-testing as well as a lack of knowledge about these drugs have led medical practitioners to be reluctant to prescribe them.

A lack of laws on these subjects has made matters worse. Roadside vendors pitch their tents in almost all cities and pose as experts on ayurveda. Quacks display signboards claiming to be doctors. Such cases are rampant and need to be checked before the situation reaches dangerous proportions.



	Demographic/economic environment: Urbanization is an ongoing phenomenon in India. Joint families are giving way to nuclear families. The number of earning members in a family is also increasing. Such effects of urbanization represent an opportunity for marketers to find ready-made solutions for home-made recipes and traditional home remedies.


	Social/cultural environment: Liberalization has introduced an all-new dimension to the social and cultural environment in India. Materialism is no more a taboo. At the same time, increased competition has brought in a certain amount of professionalism as well as an increased workload as companies restructure to keep themselves lean, mean, and hungry. All these changes spell out a need for better and higher education levels as well as quicker and faster adaptation to the fast-changing times. In spite of having access to state-of-the-art technology, one has to rely all the more on one’s own memory and be able to react quickly and accurately at all times.


	Technological/natural environment: With pollution levels rising everyday, conservation has become the norm everywhere. Hence, at all industry levels, eco-friendliness, recycling, etc. are being increasingly adopted. People all over the world are developing products from natural ingredients and selling them at a premium price. This bodes well for India because many of India’s schools of medicine are based precisely on this concept. The recent controversy, where two Indians in the USA applied for a patent for haldi that was later won over by CSRI, speaks of things to come in the future.





The moral of the story here is: Granny, be ready to patent your home-made churans or it might be stolen by an MNC and turned into a multi-million dollar empire.


1.3 MARKET ANALYSIS




The results of the market analysis are discussed here.


1.3.1 Product life Cycle (PLC)


A new-to-the-market product, Smriti, is just one and a half years old in the market and is still in the introduction stage. The early adopters of the product have been limited to school children. The product claims to have the power to enhance memory, but it has to be used for a three-month course for effectiveness. Unfortunately, the customers are not willing to buy this idea, perhaps because of faulty marketing communication. Keeping the innovators/early adopters in view, the advertisements have been bland and at best informational in nature.


1.3.2 Competition


Being new to the market, it does not face any competition in its category from the organized sector. In the unorganized sector, from the ‘Ayurveda’ school, there are a few variants available. However all such variants are available in the form of either a liquid or a powder and is limited to local or regional areas. Smriti is available in the form of capsules and at all pharmaceutical shops has found itself a place on the shelf among allopathic drugs. Ayurveda and other schools of medicine like homeopathy and Unani school are considered, if at all, as secondary alternatives in this segment. Recently, a new entrant with the brand name ‘Mind Plus’ has been launched which is in direct competition with Smriti but has yet to figure in the market and has limited availability in northern India. As per market information, there are other products from the house of Dabur and Baidyanath waiting to take on Smriti.






	Growth rate and market position: New to the market with no distinguishable competition


	Segmentation: No clear segmentation


	Positioning: Not yet clearly defined


	Product: An OTC drug for the enhancement of memory


	Place: A national brand with distribution in all the states


	Promotion: Promotion has been limited to advertisement through TV and print media


	Sales promotion: None


	Direct marketing: None


	Personnel selling: None


	Public-relations initiatives: None


	Price: Premium







Smriti is an OTC drug and does not require a doctor’s prescription.


A preliminary market survey with the help of some pharmaceutical shops in Chennai and Bangalore has thrown up many pointers:






	The purchasers are generally middle-aged adults while the users are students. A very small percentage comprises old people.


	The customer–purchaser perception about the product is not very positive but is certainly not negative. This lack of definition is because of the difficulty of measuring such results.


	A certain touch of impulse appeal is found especially when the advertisements are being aired.


	Segmentation: In some posh localities such as T. Nagar and Alwarpet in Chennai; and Brigade Road, Shesadripuram, and Malleshwaram in Banglore; the offtakes from the shelves were considered to be good in comparison with that of other localities. Hence, the appeal of the product seems to be greater among the middle, uppermiddle and higher classes.


	Trials are high for this product but diehards or regulars are non-existent. The trials tend to increase whenever advertisements are executed and during exam times.





1.3.3 Brand equity Indicators


Consumer inclination towards the brand can be found through the following indicators:




	Brand awareness: The awareness level is high because of the uniqueness of the product and the absence of a competing product. However, the credibility of the product is doubtful.


	Distribution: The product is available nationally and moves reasonably fast off the shelves. The company provides good margins and incentives to retailers. The retailers generally keep the product in full view and are satisfied with the product.


	Pricing, product quality, and product innovation: The product was available in candy form as well as in capsule form. While the candy form was available in sachets and priced at 60 paise per piece, the capsule was priced at ₹ 3 per capsule. The production of the product in candy form has been stopped. This is because it lacked a good taste and the offtakes were poor, and because it was in direct competition against the capsule form. As the capsules, which were available only in packs of 100, were slow to move off the shelves, a new pack size comprising 30 capsules per package was introduced. This size has become the standard pack size and sells well. The capsules were also hermetically packed in strips of 10 to enhance quality perception. The pack of 30 has become the mainstay of the company. The premium price adds to the credibility of the product.





1.3.4 Brand Equity Description


This section deals with the identification and description of consumer thoughts and feelings that lead to strong or weak biases.


The brand equity description is carried out through two points of view:




	How consumers view the brand:



	The endorsement of Viswanathan Anand and its image as safe, non-toxic and without side effects are the driving factors behind its positive image.


	The credibility of the product is not doubted.


	The product acts as a strong morale booster for students, especially during exam times.


	Memory is a very personal attribute. Hence, consumers are not very forthcoming in speaking on the product’s behalf.


	Consumer loyalty to the product is not very strong. The product is not perceived as indispensable.


	The confidence level on the benefits of the product is low as the results are not quantitatively measurable.






	What the communication strategy is: The general communication has at best been informative about the safety aspect and about its compatibility with good parenting.

The competitive strategies and tactics of the product are as follows:





	An excellent celebrity endorsement in Viswanathan Anand has drawn great mileage for the product.


	Being a new-to-the-market product, its uniqueness, coupled with a celebrity endorsement, has helped in generating a good awareness level.

Where it falls short is in developing preferences and in generating conviction.








1.3.5 Target Audience


The acceptance level of the product has been limited to school children, which indicates that the youth are more predisposed towards the product. It then becomes necessary to target a young audience. As can be seen from Table A3.1, the age-group of 25–34 forms the second largest segment of the market and that makes it a worthy target:








 






Table A3.1
Indian Population


[image: images]

Source: IRS 1995















1.3.6 Buying Process


The process involved in making a buying decision is crucial for marketers and advertisers alike. Knowledge about the buying processes of consumers helps in developing effective advertising strategies.


The buying process consists of five stages: (1) stimulus, (2) consider, (3) choose/ search, (4) buy, (5) experience.


A market research was conducted by the author at Chennai, Bangalore, and Delhi. The awareness level was found to be very high, which confirmed an earlier survey done by an agency. The buying system is explained further in the following section on market research.


1.4 MARKET RESEARCH


The objectives of the market research and the research design and sampling framework are discussed in this section.


1.4.1 Objective


The objective of market research is to get a better understanding of the overall dynamics (attitudinal as well as behavioural) of the target audience. The research should bring forth the following relationships:




	Target market: The attitudes of the members of the target market and their influencers


	Product: Satisfaction/dissatisfaction and desirable attributes for building a positioning platform


	Price: High/low for finding out to what extent it would affect future sustenance


	Promotion: Promotion mix





1.4.2 Research Design and Sampling Framework


The research was administered through an undisguised questionnaire. The questionnaire was designed to study consumer perception, attitudes, purchase patterns, media habits, customer profile, etc.


The earlier framework was designed taking the following into account:




	Stratified sampling of the total target audience


	Cross-regional samples for better representation of total population and for the reduction of regional biases


	A sample size of 30 each in all segments to be statistically significant for a normal distribution





The research has been able to satisfy the above conditions to only a limited extent owing to time constraints, non-availability of consumers in the regular and executive classes and other such factors beyond the control of the researcher. The final outcome of the sample is as shown in Table A3.2.


At Bangalore, the schools and colleges were closed due to law-and-order problems and hence could not be targeted. Consumers of the executive class segment were not available. Hence, convenience sampling was resorted to in order to conduct analysis on the basis of users and non-users. The user segment is limited to students and the nonuser segment comprises students and executives.




 




Table A3.2
Research sampling framework


[image: images]

Note: C-Chennai, B-Bangalore, D-Delhi











1.5 DECISION MAKING AND THE BUYING PROCESS




The decision making process and the buying process are discussed in this section.


1.5.1 Stimulus/Need Recognition


Need recognition essentially depends on how much discrepancy exists between the actual state (the consumer’s current situation) and the desired state (the situation the consumer wants to be in). When this discrepancy exceeds a certain level, a need is recognized. In other words, it is a state of desire occurring through individual and environmental factors that initiates the decision making process. The Engel-Blackwell-Miniard model on the decision making process is used to study the buying process.


 




[image: images]

Figure A3.1
Buying Process for Smriti









It now becomes easier to take each of the factors mentioned earlier and correlate it with the questionnaire on the buying process for Smriti.




Environmental Influences


The environmental influences, as shown in Figure A3.1, can be broken down into the following:




	Culture: Culture refers to values, ideas, artefacts, and other meaningful symbols that help individuals communicate, interpret, and evaluate as members of society. India thrives on its ancient heritage and diverse culture. Ayurveda and ayurvedic medicines are known and respected as a part and parcel of Indian heritage. Hence, when an ayurvedic medicine Smriti was introduced into the market in the form of capsules (a case of old wine in a new bottle), top-of-the mind recall was very high. This is proved by the high awareness level.


	Social class: A social class is composed of individuals sharing similar values, interests, and behaviour. Social classes are separated by differences in socioeconomic status, ranging from low to high. The questionnaire does not strongly put forth this difference in socioeconomic conditions to make any meaningful conclusion with respect to Smriti. However, certain observations were made which may be of interest for further exploration.

During the preliminary survey with pharmacists in Chennai and Bangalore, it was found that offtakes of Smriti were high in posh areas such as Alwarpet and T. Nagar in Chennai; and Malleshwaram, Seshadripuram, and Brigade Road in Bangalore, as shown in Table A3.3. Further, most students who had used the product were generally from well-off families and renowned schools.




 




Table A3.3
Details of Schools


[image: images]

*Boston School was used to do an initial test study of the questionnaire.










	Personal influences: Influences are often referred to as comparative reference groups. We have selected students and executives as separate groups and separated students into users and non-users. Knowledge of who the consumers of Smriti are, and to what extent Smriti has been accepted within their reference groups could be a useful indicator of personal influence.

 




Table A3.4
Role of the Decider
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As evident from Table A3.4, in the case of student users, the influence of friends in making a purchase decision is not high. At the same time, the purchase decision is either self-motivated or taken by the father. But there could be a correlation between the two as the students might quote examples of benefits gained by members of their friend circles and influence their parents to buy Smriti. This could explain the high influence groups who fall in the friend circle. Another interpretation could be that the product is not tried out by parents and hence the product has more relevance and meaning for the children than to the parents. In the ‘executives’ category, the product largely has not been tried out and the awareness level of any person taking the drug is dismally low. Table A3.5 provides the comparative reference group dynamics.


 




Table A3.5
Comparative Reference Group Dynamics
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*Rank 1-6











Table A3.6
Family as a Decision Making Unit
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	Family influences: Family plays an important part as a primary decision making unit. But does family play a part in decision making for the purchase of Smriti? Table A3.6 shows the influence of the family as a decision making unit.

Though the scores are not highly reflective because of the qualifying statements of product attributes mentioned in the question, they do reflect that young executives who are independent and on their own trust Smriti due to elders’ reassurance. Among the users, the highest percentage of decision makers for the purchase of Smriti comprises parents.



	Situation: The behaviour of individuals changes as situations change. A scenario was built up in the questionnaire to reflect the behavioural aspects of a situation. Keeping this in view, the behaviour of each individual within their own context was examined. Table A3.7 provides some details.

The frequency of situations seems to be common among all the sample categories. The behavioural aspect also does not show much change. Rational thinking seems to overpower the rest of the aspect of thinking process as far as memory is concerned. Besides the fact that memory problems are existent, it could be that they are dormant in nature. The thought might not have occurred to try out a drug to provide a remedy.








Individual Differences


The individual differences, as shown in Figure A3.1, can be broken down into the following:




	Consumer resources: Consumer resources are generally categorized by time (Table A3.7), money (Table A3.8), and information reception and processing capabilities (Table A3.9). 



 




Table A3.7
Situational Effects
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Table A3.8
Price Sensitivity
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Table A3.9
Information Processing


[image: images]

*5-Very prominent; 4-Prominent; 3-Moderate; 2-Slightly; 1-Not at all







The perception of price is not a deterrent for Smriti. The product benefits are sufficient for the premium pricing to be pegged at ₹ 3. But in the area of information reception and processing, the image of Viswanathan Anand has figured very prominently, appearing to overshadow any product benefit message.









	Knowledge: Knowledge is defined as ‘information stored in the memory’. It encompasses information such as the availability and characteristics of products and services, where and when to buy, and how to use the products. One main goal of advertising is to provide the relevant knowledge and information that are needed in decision making.

As seen in the earlier discussion, the image of Viswanathan Anand has been overshadowing the rest of the attributes in the communication message. Such a risk is always associated when celebrities are made endorsers.


Since memory involves a chain of mental activities, an exercise was incorporated into the questionnaire to check their knowledge on this aspect. The memory chain comprises the 5 R’s: recognize, register, retain, recall, and respond. From Table A3.10, it is evident that the respondents fell short in their attempts to work out the cycle.


Smriti is in the launching stage of its product life cycle (PLC), and, as is common in the advertising sphere, educational messages form the core of marketing communication. The new entrant ‘Mind Plus’ has positioned itself a little higher than Smriti by claiming that it ‘improves memory and enhances recall’. Other players are eyeing the market and may work on the other gaps that are present in the memory cycle. The disadvantage is that there are consumers who are not aware of the technicalities of the memory cycle and this leaves a large part of the market unexploited.




 






Table A3.10
Memory Cycle


[image: images]











	Attitude: An attitude is simply an overall evaluation of an alternative, ranging from positive to negative. Attitudes are built on two dimensions—involvement and motivation—which are discussed subsequently. Once formed, attitudes play a directive role for future choices and are difficult to change. Alternatives were found to be non-existent and most of them were secondary in nature. The attitude toward Smriti was studied by designing a semantic scale of 1 to 7 to check the perceived extent of benefits (see Table A3.11).

From the responses to the brand, it can be inferred that the users felt that the brand could and have delivered fairly good results. The student users felt that Smriti could help them to concentrate and learn fast. They also felt that it could help them to organize their lives in a better way and make them relaxed and confident enough to beat the competition. The student non-users felt similar, except that they felt that its claim to ‘beat competition’ was an overstatement.



	Personality and VALS: Individuals differ in their decision making and buying behaviours because of differences in personality, values, attitudes, and lifestyles (VALS). Unlike motivation and knowledge, an individual’s personality is more visible. For example a product or ad that fits what I believe (value), the way I normally behave (personality), and my situation in life (lifestyle) might cause me to make a buying decision.

Personality is something that is in-built and directs behaviour by providing a consistent response to environmental stimuli. It provides for orderly and coherently related experiences and behaviour.


VALS is a subject of its own and its details are beyond the scope of this project.




 




Table A3.11
Perceived Benefits
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*Semantic scale 7 (+) to 1 (–)


7-Excellent, 6-Very good, 5-Good, 4-Neutral, 3-Unsatisfactory, 2-Very unsatisfactory, 1-Totally unsatisfactory









Table A3.12
Trust
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	Motivation and involvement: Need recognition/stimulus is a manifestation of the discrepancy between the actual state and the desired state. This felt need leads to wants and finally to behaviour. The felt need can be classified into two categories based on benefits expected through purchase and use—utilitarian needs and hedonic/experimental needs.

When a person is motivated, there can be quite a range of accompanying feelings, emotions and mood. These influences are termed positive or negative affects. A positive affect speeds up information processing and reduces decision time in selecting appropriate products.


Activated mood leads to recall of products with positive association. Emotions can serve to activate a static drive.


Appeal is an important part of advertising. As has been said ‘You have a better chance to win them if you make them feel good’.


Generally speaking, the need to improve memory exists even though it may have been dormant and largely unrecognized. Marketing communication is to accomplish how to position the brand in the most favourable light in terms of the potential to overcome the problem.


Need and motivation together combine to form the self-concept. Self-concept is the way one views the self. The self can be divided into four:




	Ideal self: The self one aspires to be


	Real self: The way one is.


	Extended self: The self as incorporated into objects and rate-facts that assume importance.


	Self in context: The way one sees oneself in different settings.





Self-context works in daily life and is reflected in many advertisements. Some of the types are mentioned here:





	Transcendence: I contends that ‘We are what we have’ i.e. It is an extended selfconcept that encompasses possession. This allows us to transcend our existence on biological beings and to assign unique often sacred meanings to our possession. Possession also plays an important part in relating to our past.



	Concerns for social appropriateness of behaviour


	Attention to social comparisons for appropriate self expression


	Ability to modify self presentation and expression according to situation.









Fantasy: Comparing of real with ideal self


The utilitarian needs or the rational part is addressed in the question which states the Reason why anyone would take Smriti. The overwhelming response is that it can increase Memory which suits to the products +ve aspect.


The ad appeal was found to be informative in the case of non-users while it was found to quite appealing for users though not highly.


To check the self-concept on what are the causes for memory problem the response sways more towards clutter in the mind. The responses for the exact problem in the memory chain is in recall and retention.


1.5.2 Consider or Search for Information


Information search is of two types—internal and external search. Internal search is the scanning of memory to determine whether enough is known about available options to allow a choice to be made without further information. External search is required when this is not so. External search fall into two categories—market dominated and others. Market dominated external search includes advertisements and point-of-purchase (POP) material. ‘Others’ include the word-of-mouth (WOM) information. WOM is by far the most important in a category like Smriti because people are seeking information and WOM is powerful at generating interest and conviction in any phase of the buying process.


Consumer search can be characterized along three dimensions—degree, direction, and sequence. The degree of search is related to involvement. Based on whether the purchase is a low-involvement purchase (LIP), a medium-involvement purchase (MIP), or a high-involvement purchase (HIP), the amount of search varies. The direction of search relates to which brands consumers consider during decision making and what attributes consumers examine during an internal search. The sequence of search relates to the brand search sequence.


The determinants of a search are: situational, product per se, retail shop, and the consumer.


According to research, doctors are an important intermediary in the decision making process. Experts’ opinions were sought to take a perspective of this important intermediary. A brief of their reactions follows.


When Dr Chittaranjan Andrade, professor and head of the department of pharmopsychology at NIMHANS, Bangalore, was contacted at his chamber in Bangalore, he had some interesting observations to make:




	Ayurvedic drugs are not governed by any medical body.


	There are many drugs which have shown highly positive results when tested on animals under laboratory conditions but when it comes to applications on humans, it is a different game. The human mind is complex and so far, no one has been able to clinically prove that such a thing as memory enhancement has been possible.


	Clinical trials using placebos as a standard procedure have always given mixed and even conflicting results.


	Memory has a direct correlation with stress and stimulation. When there is high or low stress or when there is very high or low stimulation, memory fails to function properly. We need an optimum level of stress and stimulation for memory to function at its best.


	He refused to comment on Smriti and said that unless he read the paper presented by CDRI, it would be unfair for him to make any remarks. He, however, reiterated that the paper presented by CDRI had not been published in any respectable medicinal journal.





When the doctoral and post doctoral students were contacted during their rounds in the hospital, they reiterated that they had not come across the paper presented by CDRI and hence were doubtful of its efficacy. When asked about prescribing the medicine, a couple of them said they had prescribed it when some of the patients had asked about it.


Dr N. Ramanabashyam, professor and leading practitioner in Chennai, had written an article on the efficacy of Smriti and his conclusions were that Smriti was an effective and safe drug. When contacted, he reiterated the claim but added that he had prescribed Smriti to elder citizens of the age of 55+ and had found that there were decided improvements among his patients.


Dr. Ramanabashyam later referred to a patient in his clinic, who had used Smriti. The patient was an old man of the age of 65–70 years. Since he was resting, his wife was contacted and she added that after taking Smriti her husband was responding well.


Alternatives, as could be gathered from the respondents, were secondary in nature and a few did mention Mind Plus. The executives were especially unaware of any other alternatives.


1.5.3 Information Processing


Market communication as an external stimulus follows the following pattern: awareness, comprehension, image, attitude, and action.


Information processing is what is called purchase evaluation criteria. This is a very important criterion for an advertiser as it gives a clear-cut guideline for the standards and specifications used by consumers, or the desired outcomes from purchase and consumption expressed in the form of preferred attributes. In turn, as we know, they are shaped and influenced by individual differences and environmental influences.


The awareness level for Smriti is high but the information processing of the message has not been high. This means the comprehension of the message is not high. This leaves us to study the preferred attributes that consumers seek and is an area which requires to be explored the most. The questionnaire contained a section in which several attributes were listed out and respondents were asked to rate it on a Likert scale. The responses were than collected and a factor analysis was conducted. The results are shown in the section on positioning.


1.5.4 Buy/Purchase


We have generalized from the preliminary survey about the purchase pattern. However, to get a clearer understanding of the buying pattern of Smriti, a couple of questions were incorporated.


The purchases pattern and the consumption pattern can be inferred from Tables A3.13 and A3.14.


 




Table A3.13
Purchase Quantity
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Table A3.14
Purchase Frequency
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1.5.5 Experience/Post Evaluation Criteria


This relates to the satisfaction and dissatisfaction levels after purchase is made and leads to attitude development. As evident from Table A3.15, the users seemed to be somewhat satisfied with the product. It looks as though they had very high expectations of the product and it might not have fully met their expectations.


 




Table A3.15
Satisfaction Level
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1.5.6 Flowchart of the Buying Process
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Figure A3.2
The Engel–Blacwell–Minard Model











1.6 SWOT ANALYSIS




Figure A3.3 illustrates the SWOT analysis for product.
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Figure A3.3
SWOT Analysis
















 






  



Chapter 2: Where Do We Want to Be?






2.1 MARKETING OBJECTIVE




The marketing objective is to increase sales from the current ₹ 1 crore+ to ₹ 5 crore in three years.


2.2 ADVERTISING OBJECTIVES




The 7 steps of advertising as a force are to lead the customers through. This includes:




	Potential purchasers completely unaware of the product.


	Prospects aware of the product.


	Prospects who know what the product offers.


	Prospects who know the product and have a favourable attitude towards it.


	Favourable attitudes have developed to point of preference over all other possibilities.


	Prospects who have preference and conviction that the purchase would be a wise buy.


	Translation of this attitude to purchase.





2.2.1 SpecificTask


The task in terms of product positioning, ...






  





Chapter 3: How Do We Get There?






3.1 STRATEGIC OPTIONS AND THE RECOMMENDED PLAN




3.1.1 Marketing Background


While there is a strong potential in the large memory enhancer market, there are many alternatives available that compete for the same benefits. The alternatives however fall in the secondary and other categories not linked to memory enhancers. For Smriti to succeed, they must attract business from the existing consumers as well as other segments of the market. To accomplish this, marketing communications has to position itself by analyzing the consumer segments.


 






Table A3.16
Problem Analysis Chart
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Source: Kepner & Tregoe











3.1.2 Positioning


Positioning generally begins with a competitor analysis of competition positions, their rational and emotional appeal, followed by analysis of customers before developing the position. In our case, however, there was no direct competition in this field (until Mind Plus arrived). Hence, consumer perception is all that is studied to develop a positioning strategy.


A set of 26 product attributes and customer benefits were chosen and the customers were asked to rate it against an ideal drug. The users were also asked to rate Smriti on the same attributes.


When both students and executives as a total class of non-users were considered and a factor analysis conducted, a diffused image was the result. Hence, the categories were divided to users and non-users: executives and non-users: students. The factor analysis with six factors was considered. The factors as well as their contributing attributes are listed in Table A3.17.




 




Table A3.17
Factor Analysis for the Ideal Drug
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In the case of Smriti, all the factors could not be clubbed together in the same format as in the case of the ideal drug. Hence, the factors have been considered separately and the attributes are listed in Table A3.18.


A comparison of the ideal drug and Smriti can help us in developing a positioning platform.


The benefits sought along which to position the brand are:




	Memory enhancing capability


	Ease of use


	Common cure


	Safety


	Protection/Shield


	Non-habit-forming nature









Table A3.18
Factors Analysis for Smriti
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Table A3.19
Need Segmentation
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The benefits sought among the broad factors of each group can give us an indicator of what to stress in order to provide a meaningful and well-represented communication message.


In the factor which represents memory enhancement, we find that the ideal drug should have memory enhancing capabilities for student non-users and executives. Users, however, are looking for a drug that will improve their concentration. Compared to this, the perception of Smriti is that it has been able to reduce mental stress and provide real benefits and has made the consumers feel vibrant.


In the factor representing ease of use, the candy form is more preferred by non-users while users are happy with the capsule form. The executives at the same time are seeking value for money. The perception of Smriti as an easy-to-use product is lacking, and is perhaps perceived to be a serious affair.


The factor representing common cure is meant as a medicine (OTC) which is generally kept at homes for providing cures to minor ailments like fever and cold. The ideal drug should be good for growing children or the whole family as in the case of users. Users also seem to seek vibrancy and multi-cure aspects while non-users students feel it should be helpful in improving concentration. Executives, on the other hand, are looking for a natural product that can be taken at any time. The perception of Smriti is that it is a safe, non-habit forming drug and is appropriate for the whole family.


The safety factor shows greater variation with the different cases, showing different requirements except for the natural ingredients which the students prefer. In case of Smriti, the safety factor shows perception on trustworthiness, naturalness and goodness for growing children.


The protection/shield factor represents a psychological benefit sought by the representatives. Reducing stress is seen as an important benefit sought by non-users while users seem to be contended with a quality product from a good company. Here, ‘the manufacturer I trust’ may be interpreted as an alter-ego of Viswanathan Anand.


The sixth factor which is its non-habit-forming quality. This factor seems to glow brightly and has great unanimity among the three groups.


The six factors can be grouped into two different tests, satisfying the two different needs of product category benefits and security needs, as shown in Table A3.19.




These are two sets which need to be authenticated and proved to make a claim. Hence the positioning suggested is as follows:






PROVEN





Proven to provide both category as well security benefits. One gospel truth with positioning is: Don’t try to be something you are not. Essentially, as the factors have been derived from an ideal drug for all the three segments, there could be a distortion. Now, let us look at each of the factors in relation to the positioning statement. The drug has been proven to provide memory enhancing capability, is an OTC drug which takes care of the ease-of-use part. Next, let us look at the security part. The drug has been certified as safe by CDRI and works on the principle of reducing stress levels and increasing stimulation, which takes care of the protection/shield part. The last point of non-habit-forming properties has to be emphasized as the drug is a three-month course but at the core is an ayurvedic product.












3.2 TARGET AUDIENCE ACTION OBJECTIVE SHEETS




Where are the sales or usage to come from?


The sales are expected to come from existing as well as non-customers in the memory enhancer market. While the emphasis is to rope in non-customers, it is also important to maintain the primary group of users.


Does the marketing objective involve initiating trial or continuous usage?


The marketing objective is to initiate trial among the executives and other segments. At the same time, it is to induce continuous usage among prospects who have tried the product.


Where does trade fit in?


Trade has an important part to play. Currently, the retailers are motivated in the sense that they get a handsome 20 per cent margin. During the preliminary survey conducted with pharmacists, it was found that there no POP s were given and the pharmacists did feel that POP material could help trade. Another pointer that they provided was that the box was cluttered with too many messages and they felt that it could be reduced. It was also seen that the product was kept upfront on the bridge or in the display shelves giving high noticeability.


POPs in the form of posters or wall hangings many not serve the purpose as there are too many products and with too many companies already supplying their own promotional materials, POPs lose their meaning. A permanent solution is required on this aspect.


3.3 KEY COMMUNICATION STRATEGY WORKSHEET




The need for memory enhancement is there in the market, in the segments, in the self, although it might be dormant, or, as the respondents overwhelmingly said, a ‘sometime’ affair. The target segment is also high in its awareness level, therefore, the primary communication objective is brand attitude and brand purchase intention.




3.3.1 Brand Attitude


Brand attitude can be measured on two dimensions: involvement and motivation. We had earlier inferred that the overall attitude has been good and that the brand showed qualities of a high-involvement purchase (HIP). With this inference as a tool, we can develop a marketing communication strategy for brand attitude using the Rossiter-Percy grid.




Rossister and Percy have considered the following motives as the basis for formulating the grid. They have classified motives into two parts: negative motives and positive motives (Table A3.20).


 




Table A3.20
Motives
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Source: Percy. L (7)











3.3.2 The rossiter–Percy Grid


The Rossiter–Percy grid (Figure A3.4) is a combination of the two dimensions of involvement and the motives as generated by them. The fundamental criteria affecting the selection of a product or service are the amount of perceived risk in the outcome of the decision and whether the need to be satisfied by the choice is positively or negatively motivated.
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Figure A3.4
Rossiter–Percy Grid









Each of the four grids reflect different strategic directions. In the grid, the labels informational and transformational describe strategies related to motivation.


Generally, to satisfy a negative motive, someone is searching for information about a brand in order to reduce or eliminate a problem, hence it calls for informational communication strategies. On the other hand, when positive motives are involved, someone is generally trying to transform themselves, so strategies dealing with positive motives are refereed to as transformational.


Depending upon where the brand purchase or usage decision lies within the grid, marketing communication tactics will differ significantly. When a decision implies no risk, one does not really need to convince the target audience. All one needs to do is titillate the audience or generate what is called ‘curious disbelief ’. With high involvement decisions, one will need to convince. This means a more permanent media should be considered.


We have inferred that Smriti is a HIP based on the response that non-users are more inclined to try out the drug on doctor’s recommendation. Alternatively, we see that Smriti is an OTC drug and demands low involvement, which makes the brand altitude interesting. Adding to this, the respondents considered alternatives which were secondary in nature, making the building of communication strategy all the more difficult. Another difficulty is that it is often not easy to measure the results of using these products, especially in the short term, hence it would be more likely that people need to be convinced about their choice, overcoming the perceived risk attached in possibly wasting their effort and money on a supplement that does not perform. As a result, it is safer to assume that this will be a high-involvement purchase. The motivation on the other hand is clearly negative (problem solution), calling for an informational strategy.


What we want to do as a result of IMC is to convince the target audience of the efficacy and superiority over alternatives, leading to trial and continued usage.


3.4 BEHAVIOUR SEQUENCE MODEL




The behaviour sequence model (Table A3.21) utilizes the findings of the buying process. The need for a particular memory enhancer has to be aroused, potential users will then ‘check it out’ and if they are convinced of its potential, they will purchase it. Here, we are incorporating decision roles involved for each of the stages in the buying process. Need arousal is most likely to come from individual adults, family members, or friends after they have noticed the advertisement in a newspaper or magazine, or word of mouth communication. This stage will lead to the information search and evaluation stage, gathering information from various sources where friends, family or some other adult play the role of the influencer. In this stage, pharmacists or the pharmacy itself could also play an important role of influencer. Once this information has been evaluated, the potential individual adult user will form an intention to try, playing the role of a decider. This same individual may be the purchaser and user or will be the purchaser and the individual’s family members will assume the role of users.


 




Table A3.21
Behaviour Sequence Model
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Source: Percy. L (7)











3.5 IMC TASK GRID




The BSM provides an overview of how people are likely to go about making a decision to purchase and use a memory enhancer, and the people and factors that will be involved in that decision. Thus, we are able to ‘see’ where marketing communications might be effectively used. A closer look at the BSM tells us that a single message using one primary type of marketing communications will not be sufficient to effectively market Smriti. This means an IMC has to be planned.


The IMC task grid (Table A3.22) gives an answer to this. The IMC task grid looks at each stage in the consumer’s likely decision process and develops appropriate communication objectives that relate them to the appropriate segments of the target audience and their behaviour. This is then listed and appropriate advertising, direct response and other options allotted to each segment to effectively accomplish the tasks.


The communication task associated with need arousal reflects the brand awareness and brand attitude communication objectives. The first task is to stimulate interest in memory problems. Here, we can safely assume that the target audience is aware of ayurvedic medicines. This then leaves us with the task of linking safe ayurvedic cures for memory problems with Smriti. The target being mainly young adults, it is advisable to use something with a visual impact to increase retention. TV advertising is the best and fastest way to satisfy these objectives, while print advertising will reinforce them. At the same time, trade advertising will be required to raise the salience of the product with the trade.


At the information search and evaluation stage, the task is to provide enough information to convince the target audience that this product is worth trying, seed a positive brand attitude and to occasion a purchase intention. This is the stage where marketing communication must fully affect the ‘brand attitude’ and ‘brand purchase intention’ communication objectives. We will have to reach the target audience for information search and evaluation. Print media using response coupons and POP’s with more details can be used to provide details necessary to help convince potential consumers on the product’s effectiveness. This is essential to change the attitudinal problems relating to seeking of doctors’ advice. The response coupons can also help develop a database and provide answers to the interested target audience. It would also help to further refine the marketing communications from the type of queries asked by these potential consumers. Public relations is another area that is required to strengthen the product. Public relations can help in building inroads to change the perception of efficacy of the product and to provide the required support.


 




Table A3.22
IMC Task Grid
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Source: Percy. L (7)











The purchase stage occurs only at the pharmacist shops. Point-of-purchase displays thus assume an important job in triggering brand recognition and reminding the potential user of his or her intention to try the product. Advertising plays a critical role in this stage. Packaging assumes a lot of importance and so also the POP displays providing credibility and information at the site of purchase. Here, special promotions schemes can be offered to target school going kids. The promotion shall have the effect of increased trial, especially during exam times.


With usage, continued advertising and selective promotion should be administered to reinforce the user’s brand decisions.


3.6 THE PRIMARY CREATIVE BRIEF




The primary creative brief lays out the creative guidelines for the IMC program. It is clear that a message-oriented campaign will be required. The overall task of the communication program is to build a positive brand attitude. The ‘proven’ positioning should help in overcoming the consumer barrier of product safety. The mediums of communication should be extended to TV, print (in the form of response coupons), promotions and POP display. Consistency should be incorporated in all the forms. Consistency in look and feel in the execution is one of the most critical areas in IMC. A unique feel or look is required in everything that is done so that the target audience recognizes the marketing communication with the proven positioning. Table A3.23 shows the primary creative brief for Smriti.




 




Table A3.23
Primary Creative Brief
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3.7 IMC MEDIA BUDGET ALLOCATION


IMC media budget allocation (Table A3.24) helps in utilizing the strength of various marketing communications options to address the communication tasks confronting the brand.


TV broadcasting is to be used continuously to maintain brand salience and interest in the product. The two segments are required to be targeted separately, except that the product benefits/attributes for each segment (from factor analysis) are to be given prominence. The product attributes are to be projected under the ‘proven’ platform. TV advertising is the best way to address awareness, but not as effective on its own in providing details usually required to convince consumers of a high involvement decision. This is where print media with/without response coupons are included to provide an opportunity for learning and to stimulate interest in trials. While the executive segment is to be allured into trials, all the print media options for all stages are to be targeted at building salience, which would result in steady off-takes (unlike the case of school children where seasonal options can be adopted).


Promotion is required during exam time to increase trials for school children. Table A3.25 shows the communication tasks for school-children. For executives, however, promotions are to be adopted during other seasons. Promotions should be used to educate the target audience and induce them to opt for the full course of three months as is required for effectiveness.




 




Table A3.24
IMC Media Allocation: Communication Tasks for Executives
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Source: Percy. L (7)













Public relations is essential to gain advantage of the product’s certification by CDRI and CSIR. It would also help in bringing attitudinal changes with the target audience.


POP displays are essential. The best form would be to provide a shelf hanger-cumdisplay for storing the product, carrying the ‘Proven’ positioning statement along with all the related statements. This would serve the dual purpose of gaining attention and providing the necessary information unlike the short-lived POP displays.


In all the media, there should be consistency offered in the form of the ‘Proven’ positioning statement. The selected media should reinforce each other.
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Table A3.25
IMC Media Allocation: Communication Tasks for School children


Source: Percy. L (7)













CONCLUSION




The IMC suggested for Smriti is a sequence of activities planned through a set of worksheets. The use of public relations, response coupons in daily publications, and POP displays—an equally major set of communication activities which were not considered or maybe not given their full due—is suggested. In all the communications, there should be continuity in the form of the ‘proven’ positioning statement. There should be congruity in all the IMC activities, without which the consumer may not be able to develop a positive attitude towards the product.


The endorsement of Viswanathan Anand is a strong factor to cash in on. But considering his VALS, the communication platform should be executed in similar lines to vibe well with the audience. At the same time, the message should not get lost. The TV commercials should be designed for at least 20–30 seconds as the message requires to provide information.


PR activities, POP displays and package redesigning need to be considered.


LIMITATIONS




	Consumer behaviour has not been statistically analysed for significance.

The sampling resorted to was convenience sampling instead of stratified sampling, as earlier planned. Consumers in both segments were not available. Hypothesis formulation was hence not adhered to. The emphasis was to develop a positioning statement, which was done by using factor analysis. The differences in the three different samples are not very high, so statistical analysis of the Parts I, II and IV were not done.



	Pricing and distribution strategies have not been analysed. The distribution networking details were withheld by the agency and pricing was not in their agenda.

The marketing set-up and the marketing and business objective have not been dealt with as the information was withheld.



	The media plan has not been drawn out as the budget allocation is yet to be formulated. The agency was yet to negotiate the yearly budget with the clients and the agency withheld details on the current and previous years’ budgets.


	Final creative brief and execution is not suggested as it is to be developed by the agency. The study has been limited to that of an account executive of the agency as the findings and recommendations would be given to the creative department for developing prototypes.
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(a) The Letter

Destination India
Travel Guides Section

Dear Friend of Destination India,

Will you do us a favour?

In the past, Destination India has been able to produce many travel articles, maga-
zines, guides and other products related to our readers’ special interests only because
friends like you have told us in advance what their preference are.

This survey is being mailed to a small, select group of Destination India customers. To
ensure that replies truly reflect the opinions of all, it is important we hear from you. Your
reply to this survey will help us plan future music collections designed to satisfy your
particular needs.

If the music collections described on the following pages are more likely to interest
someone else in your household, please pass along this questionnaire to that family
member. Kindly spend a few minutes to consider each collection in turn. Then answer
the questionnaire attached.

A pre-addressed postpaid envelope has been provided for your convenience. Your re-
ply involves absolutely no commitment or decision to buy.

Many thanks for your help in this important project.
Yours sincerely,

Anuradha Joseph

For Destination India

P.S. By responding to this questionnaire, you become eligible for our lucky draw con-
test. Three lucky winners will get an all-expenses-paid 2 nights—2 days stay for two at
the Corbett Game Resort.

(b) The Questionnaire
How to Answer This Questionnaire

Enclosed you will find ipti of four ies of travel guides that Destination
India is considering producing in the near future. Would you be kind enough to tell us
if you would be likely to buy each of these travel guides, if it were offered to you with
its repertoire as described here? Please consider each guide separately, and indicate
your interest by ticking a box in the appropriate space below each description:

Definitely would Probably would Probably would Definitely would
order order not order not order
1. Weekend Getaways from Metros ]
2. National Parks and Sanctuaries of India ]
3. 50 Great Indian Spas[]
4. Beaches of India[]
About You and Your Family
For the purpose of tabulation, kindly answer the following questions.

Q1.The following is a list of some categories of travel options available in India.
Please indicate which types of destinations you are interested in visting in the next
12 months. (Please tick as many boxes as apply.)
Beaches [ ]
Hill stations []
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‘Communication Snapshots

and exhibits inside the chap-
ters provide a wide variety of
sample letters, e-mails and other
documents; illustrations; and
examples to prepare students for
ccommunication at the workplace.
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T —

WHAT S ORAL COMMUNICATION

o i o e o
oyt am e
andpenonal
e course of hir growih. Ths shilty dvelops from tcin 10 vl sounds _ rcions.
oy,
of nccutv verkinghours showed 0 on of an sxecuhe’s tme i pen | e bl
on commanicsting, Fory-fe o cat of i e s syt g, 30 et et
Spsking, 16 o cnt o reading. a1 5 e centon WEGTE AS 13 o ct | ey sed
it

S0l spstin (ol communicaton) Sl

Imporance ofOra Commicaton Skils
rager’s masiman e i devotd 0 ors commaricaion. H o she i ofin

prcension, ineniews, pot o
Somersations. Al hes busess
Juceiofuce veba communicat

o o s, od
. xcpt elephons comersatior
ephons mn\:«man s onctaons or

priveny

aroup of indidal, 1 ot cooh o b i ok, dsus,comes, e, o
el s, X g ol s ol s pney sty

addressed in key sections.

amgr e s i nsohin e psblcmsof workers snd oo

Thse sl el decloping the messsry bt 1 work vy for sl

7 Ths nclade s o of o, vl of combdenc,

e b e






OEBPS/Images/fm-3.png
Watch the Eye Movement

‘movement of|
swell
Record the moverment of your fiend eyes

SUMMARY
*» B vt i o of e v

= You need to i your eyes to improve your reading
ur eyes and the Tt

speod fromsiow
= To improve your reading conprehension, ou should

tylsof reading. whaletest.

» Rending st s one o s v You et your s 0 v o g

before our cyes and the other undersanding heir  speed from show o s
peanings. = o peor you readio comprecsion you shld
styls of reacing wholetext
‘CASE: CHORUS READING
y Engishin
n wilh proper stes,into- ince

rad th by themsclves, understand
ST e i e by o e s Then e .
ure broke up

Notthe whale clas read shoud t the same tme.
e st gt ead nd s of e s oenedte
he seteces i e grups of words Wi, i o of s s ollowed e sty

words, and then asked the students t repet the PASSIES The teache stood nar cach reading groupto find outinds

bl misles comcd
it onte bourd 3 b e oo rmmm Dax i sndcbervatonth spects of s, fonstion and syt

the ac Newion was bor mall Vilbge i Englsh language througha systematic method.

ot Thorpe i Entand Ll did s b i

4

Each chapter ends with a
summary of the key issues
discussed in the chapter.

9

Case studies at the end of rele-
vant chapters present commu-

nication challenges and require
students to apply their learning.

6

Review Your Learning ques-
tions are meant to help students
revisit the key concepts
discussed in a chapter, Reflect
on Your Learning questions
require them to critically ana-
lyse and discuss various issues
in communication, and Apply
Your Learning questions test
the students’ ability to apply
their learning to real-life situa-
tions. In addition, each chapter
ends with a section called Self-
check Your Learning, which

is a series of multiple-choice
questions that can be used as a
quick test of the students’ over-
all retention and di
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Oral Communication

Written Communication

Advantages

More personal and informal

Makes immediate impact

Provides opportunity for interaction and feed-

back

Helps the speaker correct himself-or herself-(and
his or her message) according to the feedback
and non-verbal cues received from the receiver

Better for conveying feelings and emotions

Better for complex and difficult subjects,
facts, and opinions

Can be read at the receiver's conve-
nience or pleasure

Can be circulated

Provides opportunity to refer back to a
more permanent record

Better for keeping records of messages
exchanged

Can be revised before transmitting

Limitations

Demands ability to think coherently while speak-

ing
A word once uttered cannot be taken back

Hard to control voice pitch and tone, especially

when stressed, excited, or angry

Very difficult to be conscious of body language

Immediate feedback is not available for
correction on the spot

Many people do not like reading, espe-
cially official or business messages

More impersonal and remote

The reader is not helped by non-verbal
cues that contribute to the total message

Do not know if the message has been
read

Is more time consuming?
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Viswanathan Anand
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Weaknesses

.
.
.

Market acceptance limited to students

Product efficacy cannot be measured

The important intermediaries of doctors are still
sceptical about the product

Benefit segmentation of target audience is not done
Communication strategy and effectiveness is lacking
Advertisement execution and quality of the
advertisements are not up to the mark

Being at a nascent stage, with hardly any competitors
to exploit the market by introducing variants and filling
in all the slots for differentiation.

Opportunltles

Market penetration of
untapped segments of
executives, older people
etc. can be explored
Asamarket leader and a first
in the market, strengthen
your hold through effective
communication

Threats

Other large houses are eyeing the market and could
enter the field, thus eating away on your resources
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MEDIA RELEASE

IMPORTANT ANNOUNCEMENT FOR JIO CUSTOMERS

Regulator advises Jio to withdraw 3 month complimentary offer

Mumbai, 6™ April 2017: On 31% of March, Jio announced its JIO SUMMER
SURPRISE offer.

Under JIO SUMMER SURPRISE, all JIO PRIME members making their first recharge
payment of Rs 303 (or higher) plans got 3 months complimentary services in ad
to the benefits of their purchased plan.

Today, the Telecom Regulatory Authority of India (TRAI) has advised Jio to withdraw.
the 3 months complimentary benefits of JIO SUMMER SURPRISE.

Jio accepts this decision. Jio is in the process of fully complying with the regulator's
advice, and will be withdrawing the 3 months complimentary benefits of JIO SUMMER
SURPRISE as soon as operationally feasible, over the next few days.

However, all customers who have subscribed to JIO SUMMER SURPRISE offer prior
to its discontinuation will remain eligible for the offer.

About Reliance Jio Infocomm Limited:

Reliance Jio Infocomm Limited ('Jio"), a subsidiary of Reliance Industries Limited ('RIL), has

Bbult werktclss al1P daa siong fture prootnetuork with st 4G LTE technolog. tis
ived and bom as a Mobile Video Network from the ground up and

“en more data, 25 technologios advanco on 1o 5. 66 and boyond.

will to enable the vision
of Digital India for 1.2 billion Indians and propel India into global leadership in digital economy.
It has created an eco-system comprising network, devices, applications and content, service
experience and affordable tariffs for everyone to live the Jio Digital Life. As part ofits customer
offrs, i has revoluonisad the Indian talecom andscaps by makng vole cals fo o
customers absolutely free, across India, to any network, and always. Jio makes India the
Fighast aualty, most affodable data markot in te worid 5o that every Indian can do Datagirt

Reliance Jio Infocomm
Jio CorporateCommunication@ril.com
022-44753603

(Courtesy: Reliance Jio Infocomm Ltd., Copyright © 2017 Reliance Jio Infocomm Ltd. All rights reserved, Used
with permission)
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Product: Smriti

Key Market Observations:

The product has seen typical variations, where the off takes from the shelf had
shot up during school / college exams and remained dull during other times
Source of Business:

School-going children or current users

Consumer Barrier/Insight:

Product efficacy, safety and knowledge, all of which needs to be reinforced
Target Market:

School children, executives and older people who are outwardly driven
Communication Objectives and Task:

Building positive brand attitude by ‘proven’ positioning

Brand Attitude Strategy:

High involvement / informational brand attitude strategy driven by motivation of
problem-solution, problem avoidance, or incomplete satisfaction.

Benefit Claim and Support:

‘PROVEN Support: CDRI/CSIR

Desired Consumer Response:

Belief that Smriti is an all-encompassing memory-enhancing drug because its
effectiveness is ‘proven’.

Creative Guidelines:

Tie ‘proven’ to each of the brand claims, providing and ensuring a consistent look
and feel across all the communication media.

Requirements / Mandatory Content:

All requirements as per OTC guidelines.
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Negative Motives

Description

Problem removal
Problem avoidance

Incomplete
satisfaction

Mixed approach-
avoidance

Normal depletion

Looking for a product or service to solve a problem
Looking for a product or service to avoid a future problem

Looking for a product or service that is better than what is
currently used

Looking for a product or services that resolves a combination of
likes and dislikes in what is currently used

Looking to maintain inventory of product usage of service

Positive Motives

Description

Sensory gratification

Intellectual
gratification

Social approval

Looking to enjoy product or service
Looking to explore or master a new product or service

Looking for personal recognition by using an product or service
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Age Group Population in Million Percentage

0-11 287.1 316
12-14 61.1 6.7
15-19 95.0 10.5
20-24 84.5 9.3
25-34 134.0 14.8
35-44 97.4 10.7
45-54 70.5 7.8
55+ 78.9 8.7

Total 908.4 100.0
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Spa resorts [ ]

Ecotels [ ]

National parks and sanctuaries []
Religious destinations []
Child-friendly hotels and resorts [_]
Others []

Q 2.Have you ever bought products from Destination India to give as a gift?
Yes [] No []
Q 3.As a whole, how do you rate Destination India products on value for money? Is it
Excellent value [] Fair value []
Good value [] Poor value []
Q 4.Where did you purchase your travel guides and magazines in the past 12 months?
(Please tick as many boxes as apply.)
Retail Store []
Over the Internet []
Direct mail offer []
Local newspaper stall []
Others []
Q 5.Do you have access to the following? (Please tick as many boxes as apply.)
Personal computer
CD player [ ]
The Internet []

MP3 player []

Q 6. Your sex:
Male [] Female ]

Q 7. Your approximate age:
19 years or below [ ] 45-49 years [ ]
20-24 years [ ] 50-54 years [ ]
25-29 years[ ] 55-59 years [ |
30-34 years[ ] 60-64 years ]
35-39 years[ ] 65-69 years [ ]
40-44 years[ ] 70 years or above []
Q 8. Your education level:
Matriculate [ ] Undergraduate [_]
Graduate ] Postgraduate []

Q 9.Did you consult your family when you completed this questionnaire?
Yes [] No[]

Q 10. If you have any comments on our travel guides, please tell us.
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Decision Stage Communication Task Target Audience ~ Where and When IMC Options

Need Arousal o Generate interest in memory problems e Family members e Athome TV, print media, P-O-P's
e Generate interest in safe ayurvedic cure e School children, e Atoffice
o Stimulate the link between memory executives e Atschool
problems and Smriti o Older people e Atpharmacy
* Develop positive attitude for Smriti shops
Information * Provide enough information to o Family members e Athome e Print medium
Search and convince target e School children, e Atpharmacy (response coupons)
Evaluation * Gain positive intentions to try brand executives, shops e P-O-P
o Olderadults o Public relations
Purchase Act on positive brand intention o Family members Pharmacy shops e Advertising
o School children, e P-O-P
executives, promotions
o Olderadults
Usage and Reinforce decision and brand usage e School children, At home Advertising
Reinforcement executives,

Older adults
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