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Basics of Personality Development 

 
 
Basics of Personality Development 
 
A positive attitude can help us in all walks of lives. Being confident and feeling beautiful 
from within has nothing to do about our physical appearance. You must have noticed in your 
childhood days how certain children always had the knack of being the center of attention or 
always shining through every task that is assigned to them. Well, this is mainly because 
every individual has a different personality; it is obvious that every person cannot be the 
same. So what is personality development all about? Read on to know about personality 
development and how it can alter situations in our everyday life.  
 
Personality Development and how it can change our life: 
 
There are various factors you will need to consider for personality development so that it has 
a positive effect on your life. Personality development is all about your individualism and 
how you control your emotions to act in a way that is most beneficial for you. When we 
think and analyze how people around us have behaved or reacted, we are in a way trying to 
assess how their personalities are, without really knowing what we are doing. A personality 
is built up by the kinds of thoughts and feelings we have within us that can result in a 
particular behavior.  
 
Certain Factors about Personality Development: 
 
There are many ways in which personality development can change our outlook towards 
things and give us success in whatever we do. This can help one to achieve better results in 
any task, whether professionally or personally.  
 
Personality Development: Have a positive attitude 
 
Have you really thought about the way you approach any task handed out to you? Do you 
generally have self-doubt about your capabilities? Positive thinking is a major aspect about 
personality development, this can help to alter the results and actually get positive results 
your way. Start with a deep belief in yourself. This can help to create better opportunities for 
you and also bring about an improved change in your life. If you have wondered how certain 
people taste success with little effort, it is solely on having a positive attitude. Having a 
positive attitude towards things can certainly help you also taste success with whatever you 
deal with. This aspect about personality development helps you to approach anything with 
self-confidence and this in turn creates positive vibes. Therefore, always have a deep 
confidence in your abilities and when someone says you can’t do a certain thing, simply turn 
back and say, ‘Yes, I can’! For e.g., most children may suffer from lack of self-confidence 
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when it comes to talking before the entire class. Here, effective personality development can 
help to overcome this problem and turn the child into a better conversationalist, which can 
help him/her later on in life as well.  
 
Personality Development: Motivate Yourself 
 
Always keep yourself motivated about your tasks and responsibilities. Successful people 
reach their position because they always had a constant drive in them that told them to do 
better each time they felt they have done well. Every time you feel like you need to call the 
quits, either at work or in a relationship, focus on your goals and try to rectify the problem 
rather than turn your back on it. For e.g., have you always had the problem of stage fright? 
Instead of thinking about how dreadful the experience is, look at it as an opportunity and 
give it your best shot. This will help you overcome your fear and discover new avenues as 
well.  
 
Personality Development: Believe in your strong points 
 
Think about all your abilities. This will help you shape yourself into a better personality. 
Personality development is about portraying yourself in a better fashion and feeling 
confident about goals you have set for yourself. This would be possible if you do not focus 
on your negative aspects and work on using your skills to the maximum. Make a list of all 
your positive points. Be encouraging to yourself; if you think you are facing any problem in 
any task, relax and try to look at it, in a different manner. This will help you to overcome 
your problems with ease.  
 
Personality Development: Effective Body Language 
 
Your stance can say a lot about you. As mentioned earlier, personality development is about 
a confident portrayal about yourself and your body language can say a lot about yourself. 
Effective body language forms a part of your personality development; this includes your 
facial expression, gestures, how you sit and the way you react to what another person would 
be telling you. For e.g., sitting in a slouched position for an important business meeting 
would mean that you are simply not interested in the contents of what is being said. 
Therefore, develop your body language, which should help to portray you in a better light. 
Make eye contact while speaking; if someone is conducting a lecture, sit erect and nod your 
head gently in affirmation for certain points and make sure you have a firm handshake as 
well. A correct body posture shows a confident personality radiating through. 
 
Personality Development: Handle people the right way 
 
To be effective, you must not only work on yourself but also on certain aspects around you. 
Learning how to handle people is also an important factor about personality development. 
Take a common case which you may have encountered at your work place- there are certain 
people who can achieve better results when compared to you, although you may put in the 
same amount of effort. These people can get a job done faster because of the way they 
handle a certain situation or people associated with that task. Being a leader or reaching to 
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that position may not be easy but it is certainly not an impossible task. Remember to avoid 
criticizing and complaining about things. Be honest about your approach and be genuinely 
interested in people around you. Successful leaders know how to manage people well and 
you can take a look around your workplace to know how people with strong personalities 
can manage their work much easily as compared to people who struggle to get their work 
co-ordinated. This is simply because they are not well liked as a person. Learning how to 
handle people with a positive approach can make people around you feel positive and can 
create a happy environment to be in. Use your authority with care and respect others as well. 
Effective personality development will help you make a better impression upon others and 
also build a good rapport with your co-workers.  
 
Focusing on personality development can help overcome many hurdles in your life. 
Problems that may seem to loom large otherwise can suddenly seem to be really miniscule 
for you. Always fill your mind with positive and fresh thoughts. Remember, how you 
present yourself has a lot to do with the way things can turn out for you. So, turn things in 
your favor with successful ways of personality development. 
 
Practical grammar basic fundamental of grammar and usage,  

The two fundamental parts of every English sentence are the subject and the predicate. A 
simple sentence can also be described as a group of words expressing a complete thought. 
Subjects can be described as the component that performs the action described by the 
Predicate.  

SUBJECT + PREDICATE = SENTENCE  

A simple sentence or independent clause must have a verb. A verb shows action or state of 
being. The subject tells who or what about the verb.  

SUBJECT + VERB = SENTENCE  

Sentence Structure Vocabulary  

The sentence format consists of a subject and a predicate.  

The subject names the topic and the predicate tells about the subject.  

A sentence with one subject and one predicate is called a simple sentence.  

The receiver of actions is called the object.  

A group of words used as a single value without subject or predicate is called a phrase.  

A clause is a group of words with a subject and predicate.  

Principal or independent clauses can form sentences.  
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A compound sentence contains two or more principal clauses.  

A clause which cannot form a sentence is called a dependant clause.  

A complex sentence contains a principal clause and one or more dependant or subordinate 
clauses.  

A compound-complex sentence contains two principal clauses and one or more subordinate 
clauses.  

Four Kinds of Sentences 

Four kinds of sentences: declarative, imperative, interrogative, and exclamatory.  

1. A declarative sentence makes a statement.  

Example: The hockey finals will be broadcast tomorrow.  

2. An imperative sentence gives a command or makes a request.  

Example: Pass the puck to the open man.  

3. An interrogative sentence asks a question.  

Example: Do you know the rules of hockey?  

4. An exclamatory sentence shows strong feeling.  

Example: Stop that man!  

Declarative, imperative, or interrogative sentences can be made into exclamatory sentences 
by punctuating them with an exclamation point.  

Building a sentence  

A sentence is a group of words which starts with a capital letter and ends with a full stop (.), 
question mark (?) or exclamation mark (!). A sentence contains or implies a predicate and a 
subject.  

Sentences contain clauses. 

Simple sentences have one clause. 

Compound sentences and complex sentences have two or more clauses. 

Sentences can contain subjects and objects. 
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The subject in a sentence is generally the person or thing carrying out an action. The object 
in a sentence is involved in an action but does not carry it out, the object comes after the 
verb. 

For example: 

The boy climbed a tree. 

If you want to say more about the subject (the boy) or the object (the tree), you can add an 
adjective. 

For example: 

The young boy climbed a tall tree. 

If you want to say more about how he climbed the tree you can use an adverb. 

For example: 

The young boy quickly climbed a tall tree. 

The sentence becomes more interesting as it gives the reader or listener more information. 

There are more things you can add to enrich your sentence. 

 

Parts of a sentence Description 
Adjective Describes things or people. 
Adverb Alters the meaning of the verb slightly 

Article a, an - indefinite articles the - definite 
articles 

Conjunction Joins words or sentences together 
Interjection A short word showing emotion or feeling 
Noun Names things 
Preposition Relates one thing to another 
Pronoun used instead of a noun to avoid repetition 
Proper noun (subject) The actual names of people or places etc. 
Verb Action or doing word 
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What makes a complete sentence?  

If it helps you, think about a sentence as if it were a skeleton, the skeleton contains various 
bones and these bones are put together to form different parts of the body. So are sentences 
formed by words, the words are the bones and they are put together in different ways to 
form sentences.  

Simple Sentences 

A simple sentence contains a single subject and predicate. It describes only one thing, idea 
or question, and has only one verb - it contains only an independent (main) clause.  

Any independent clause can stand alone as a sentence. It has a subject and a verb and 
expresses a complete thought.  

For example: 

� Jill reads. 

Even the addition of adjectives, adverbs, and prepositional phrases to a simple sentence does 
not change it into a complex sentence. 

For example: 

� The brown dog with the red collar always barks loudly. 

Even if you join several nouns with a conjunction, or several verbs with a conjunction, it 
remains a simple sentence.  

For example: 

� The dog barked and growled loudly.  

Compound Sentences 

Compound sentences are made up of two or more simple sentences combined using a 
conjunction such as and, or or but. They are made up of more than one independent clause 
joined together with a co-ordinating conjunction.  
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For example: 

"The sun was setting in the west and the moon was just rising." 

Each clause can stand alone as a sentence. 

For example:  

"The sun was setting in the west. The moon was just rising."  

Every clause is like a sentence with a subject and a verb. A coordinating conjunction goes in 
the middle of the sentence, it is the word that joins the two clauses together, the most 
common are (and, or, but)  

For example: 

� I walked to the shops, but my husband drove. 
� I might watch the film, or I might visit my friends. 
� My friend enjoyed the film, but she didn't like the actor.  

Complex Sentences 

Complex sentences describe more than one thing or idea and have more than one verb in 
them. They are made up of more than one clause, an independent clause (that can stand by 
itself) and a dependent (subordinate) clause (which cannot stand by itself). 

For example: 

"My mother likes dogs that don't bark." 

Dependent clauses can be nominal, adverbial or adjectival. 

The anatomy of a sentence 

The Verb 

The verb is the fundamental part of the sentence. The rest of the sentence, with the exception 
of the subject, depends very much on the verb. It is important to have a good knowledge of 



12 | P a g e  

the forms used after each verb (verb patterns), for example: to tell [someone] TO DO 
[something]  

Here we can see that the verb to tell is followed immediately by a person (the indirect 
object, explained later), an infinitive with 'to', and, possibly, an object for the verb you 
substitute for DO.  

Verbs also show a state of being. Such verbs, called BE VERBS or LINKING VERBS, 
include words such as: am, is, are, was, were, be, been, being, became, seem, appear, and 
sometimes verbs of the senses like tastes, feels, looks, hears, and smells.  

For example: 

� "Beer and wine are my favorite drinks." The verb "are" is a linking (be) verb.  

Fortunately, there are only a limited number of different verb patterns. Verbs can describe 
the action (something the subject actually does) or state (something that is true of the 
subject) of the subject. 

For example:  

� ACTION: I play football twice a week. 
� STATE: I've got a car.  

Some verbs can represent both actions and states, depending on the context.  

For example work: 

� ACTION: David's working in the bank. 
� STATE: David works in a bank.  

Finding the Verb 

When you analyze a sentence, first identify the verb. The verb names and asserts the action 
or state of the sentence.  

For example: 

� "Working at the computer all day made David's head ache." 
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The main verb of the sentence is "made", not working. 

Verbs identify our activity or state.  

For example: 

� Eat, sleep, run, jump, study, think, digest, shout, walk .... 

The Subject 

The subject is the person or thing the sentence is 'about'. Often (but not always) it will be the 
first part of the sentence. The subject will usually be a noun phrase (a noun and the words, 
such as adjectives, that modify it) followed by a verb. 

Finding the Subject 

Once you determine the verb, ask a why...? question of the verb. This will locate the 
subject(s).  

For example:  

� David works hard.  
o Who "works hard"?=David does=the subject. 

� Beer and wine are my favourite drinks.  
o What "are my favourite drinks"? Beer and wine are=the subjects.  

The subject(s) of a sentence will answer the questions, "who or what."  

The Predicate 

Once you have identified the subject, the remainder of the sentence tells us what the subject 
does or did. This part of the sentence is the predicate of the sentence. 

The predicate always includes the verb and the words which come after the verb. For 
example:  

� Michael Schumaker drove the race car.  
o "Michael Schumaker" is the subject; "drove the race car" is the predicate. 
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More Advanced Terminology 

The Object 

Some verbs have an object (always a noun or pronoun). The object is the person or thing 
affected by the action described in the verb. 

Objects come in two types, direct and indirect.  

The direct object refers to a person or thing affected by the action of the verb. 

For example: 

� "He opened the door. "- here the door is the direct object as it is the thing being 
affected by the verb to open. 

The indirect object refers to a person or thing who receives the direct object. 

For example: 

� "I gave him the book." - here him (he)is the indirect object as he is the 
beneficiary of the action. 

Transitive / Intransitive verbs 

Verbs which don't have an object are called intransitive. Some verbs can only be intransitive 
(disagree). In addition they cannot be used in the Passive Voice e.g. smile, fall, come, and 
go. 

For example:  

� David disagreed. - intransitive. 

Verbs that have an object are called transitive verbs e.g. eat, drive, give.  

For example: 

� David gave her a present. 
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Some verbs can be transitive or intransitive e.g. sing 

For example: 

� Xavier Nadu sings. - intransitive. 
� Xavier Nadu sings pop songs. - transitive. 

Adverbials 

An 'adverbial' or 'adverbial phrase' is a word or expression in the sentence that does the same 
job as an adverb; that is, it tells you something about how the action in the verb was done.  

For example: 

� I sometimes have trouble with adverbs. 
� He spoke very quietly. 
� I've read that book three times.  
� She's gone to the bank.  

The first tells us the frequency of the action (sometimes), the second how he carried out the 
action (quietly), and the third how many times the action has happened (three).  

The fourth is a little different, as in this case the adverbial (gone to the bank) is more or less 
demanded by the verb (has). 

To remember the form of such verbs use your notebooks to write down the different forms. 

For example: 

� to go [somewhere] 
� to put [something][somewhere]  

This information is also useful when deciding the order of adverbials in a sentence. Unlike 
the previous parts of the sentence, a sentence can contain an indefinite number of adverbials, 
although in practice it's a good idea to keep them few in number. 
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Complement 

A complement is used with verbs like be, seem, look etc. Complements give more 
information about the subject or, in some structures, about the object.  

There are various definitions of 'complement', which range from the very general (anything 
in the predicate except the verb, including the direct object and adverbs) to the much more 
restrictive one used here. 

A complement is the part of the sentence that gives you more information about the subject 
(a subject complement) or the object (an object complement) of the sentence.  

The complement to be used, if any, is dependent on the verb used in the sentence. Subject 
complements normally follow certain verbs.  

For example: 

� He is Spanish.  
� She became an engineer. 
� That man looks like John. 

Object complements follow the direct object of the verb- 

For example. 

� They painted the house red. 
� She called him an idiot!  
� I saw her standing there.  

The complement often consists of an adjective or noun phrase, but can also be a participle 
phrase, as in the last example. It is often not very clear whether a phrase is a complement or 
an adverbial. 

 
How to improve command over spoken and written English with stress o Noun, 
Verb Tense and Adjective. 

Say this sentence aloud and count how many seconds it takes.  
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The beautiful Mountain appeared transfixed in the distance.  

Time required? Probably about 5 seconds. Now, try speaking this sentence aloud.  

He can come on Sundays as long as he doesn't have to do any homework in the evening. 
Time required? Probably about 5 seconds.  

Wait a minute the first sentence is much shorter than the second sentence!  

The beautiful Mountain appeared transfixed in the distance  

He can come on Sundays as long as he doesn't have to do any homework in the evening  

You are only partially right!  

This simple exercise makes a very important point about how we speak and use English. 
Namely, English is considered a stressed language while many other languages are 
considered syllabic. What does that mean? It means that, in English, we give stress to certain 
words while other words are quickly spoken (some students say eaten!). In other languages, 
such as French or Italian, each syllable receives equal importance (there is stress, but each 
syllable has its own length).  

Many speakers of syllabic languages don't understand why we quickly speak, or swallow, a 
number of words in a sentence. In syllabic languages each syllable has equal importance, 
and therefore equal time is needed. English however, spends more time on specific stressed 
words while quickly gliding over the other, less important, words.  

Let's look at a simple example: the modal verb "can". When we use the positive form of 
"can" we quickly glide over the can and it is hardly pronounced.  

They can come on Friday .(stressed words underlined)  

On the other hand, when we use the negative form "can't" we tend to stress the fact that it is 
the negative form by also stressing "can't".  

They can't come on Friday.  

As you can see from the above example the sentence, "They can't come on Friday" is longer 
than "They can come on Friday" because both the modal "can't" and the verb "come" are 
stressed.  

So, what does this mean for my speaking skills?  
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Well, first of all, you need to understand which words we generally stress and which we do 
not stress. Basically, stress words are considered CONTENT WORDS such as  

� Nouns e.g. kitchen, Peter  
� (most) principal verbs e.g. visit, construct  
� Adjectives e.g. beautiful, interesting  
� Adverbs e.g. often, carefully  

Non-stressed words are considered FUNCTION WORDSsuch as  

� Determiners e.g. the, a, some, a few  
� Auxiliary verbs e.g. don't, am, can, were  
� Prepositions e.g. before, next to, opposite  
� Conjunctions e.g. but, while, as  
� Pronouns e.g. they, she, us  

Let's return to the beginning example to demonstrate how this affects speech. The beautiful 
Mountain appeared transfixed in the distance . (14 syllables)  
 
He can come on Sunday s as long as he doesn't have to do any homework in the evening . 
(22 syllables)  
 
Even though the second sentence is approximately 30% longer than the first, the sentences 
take the same time to speak. This is because there are 5 stressedwords in each sentence. 
From this example, you can see that you needn't worry about pronouncing every word 
clearly to be understood (we native speakers certainly don't). You should however, 
concentrate on pronouncing the stressed words clearly.  
 
Now, do some listening comprehension or go speak to your native English speaking friends 
and listen to how we concentrate on the stressed words rather than giving importance to each 
syllable. You will soon find that you can understand and communicate more because you 
begin to listen for (and use in speaking) stressed words. All those words that you thought 
you didn't understand are really not crucial for understanding the sense or making yourself 
understood. Stressed words are the key to excellent pronunciation and understanding of 
English. 
 
Pronouncing every word correctly leads to poor pronunciation! Good pronunciation comes 
from stressing the right words - this is because English is a time-stressed language.  
 
Difficulty: Hard 
Time Required: Varies  

Here's How: 

1. Learn the following rules concerning pronunciation.  
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2. English is considered a stressed language while many other languages are 
considered syllabic.  

3. In other languages, such as French or Italian, each syllable receives equal 
importance (there is stress, but each syllable has its own length).  

4. English pronunciation focuses on specific stressed words while quickly gliding 
over the other, non-stressed, words. 

5. Stressed words are considered content words: Nouns e.g. kitchen, Peter - (most) 
principal verbs e.g. visit, construct - Adjectives e.g. beautiful, interesting - Adverbs 
e.g. often, carefully  

6. Non-stressed words are considered function words: Determiners e.g. the, a - 
Auxiliary verbs e.g. am, were - Prepositions e.g. before, of - Conjunctions e.g. but, 
and - Pronouns e.g. they, she 

7. Read the following sentence aloud: The beautiful Mountain appeared transfixed in 
the distance. 

8. Read the following sentence aloud: He can come on Sundays as long as he doesn't 
have to do any homework in the evening.  

9. Notice that the first sentence actually takes about the same time to speak well!  

10. Even though the second sentence is approximately 30% longer than the first, the 
sentences take the same time to speak. This is because there are 5 stressed words in 
each sentence.  

11. Write down a few sentences, or take a few example sentences from a book or 
exercise.  

12. First underline the stressed words, then read aloud focusing on stressing the 
underlined words and gliding over the non-stressed words. 

13. Be surprised at how quickly your pronunciation improves! By focusing on stressed 
words, non-stressed words and syllables take on their more muted nature.  

14. When listening to native speakers focus on how those speakers stress certain words 
and begin to copy this.  

Tips: 

1. Remember that non-stressed words and syllables are often 'swallowed' in English.  

2. Always focus on pronouncing stressed words well, non-stressed words can be glided   
over.  

3. Don't focus on pronouncing each word. Focus on the stressed words in each 
sentence.  
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Effective Communication 

 
Sentence errors  
Earlier we referred to sentences as groups of words with subjects and verbs that express a 
complete thought. Sometimes someone will write a group of words that does not express a 
complete thought. That is a sentence fragment. While there are some situations in writing 
where a sentence fragment may be appropriate, generally we should write in complete 
sentences. 
 
In the following examples the sentence fragments are underlined. 

A radio station's credibility is based on trust. So much so that the station cannot long 
exist without it. 

Too little, too late. 

I doubt that the mayor will see you. Especially since you have already broken several 
appointments with him. 

Comma splice or run-on sentence 

A comma splice, or run-on sentence, is a common error, particularly among those who do 
not understand sentence structure. A comma splice is the joining of two independent clauses 
with only a comma? nothing else. Generally, such a structure is not acceptable in written 
English. 

The following are some examples of comma splices: 

I doubt that he will come, he didn't say he would. 

Some people eat to live, others live to eat. 

Ruth's first home run barely made the seats, his second went over them. 

A comma splice can be corrected in one of two ways. One way is to replace the comma with 
a semicolon. Another way is to put a coordinating conjunction after the comma. By doing 
that, the sentences above would become 
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I doubt that he will come; he didn't say he would. 

Some people eat to live, but others live to eat. 

Ruth's first home run barely made the seats, and his second went over them. 

Agreement 

Agreement refers to singular or plural references. A singular subject takes a singular verb; 
plural subjects take plural verbs. In the sentence, 

The clock strikes at quarter past the hour. 

The subject is "clock." A singular noun, "clock," takes the singular verb, "strikes." However, 
if the sentence were. 

Clocks strike regularly around the campus. 

The plural subject "clocks" would take the plural verb "strike." All that is fairly simple, but 
what about a sentence like this: The consent of both sets of parents are needed for a juvenile 
marriage. The subject and verb in this sentence are not in agreement. "Consent" is the 
subject, not "sets" or "parents." Consequently, the verb should be "is" not "are." 

Agreement is also a problem when you are using pronouns to refer to nouns. These nouns 
are called antecedents, and pronouns should always agree with their antecedents. In the 
sentence, "The boys believed they could win," the antecedent "boys" agrees in number with 
the pronoun "they." Often, however, the following mistake is made: "The team believed they 
could win." The antecedent "team" is a singular noun, and its pronoun should also be 
singular. The sentence should read, "The team believed it could win." 

Wrong:The team believed they could win. 

Right:The team believed it could win. 

Parallelism 

Arallelism involves stating two or more elements in a sentence in the same grammatical 
form. Parallelism promotes ease of reading and understanding and is an important concept 
for the writer. Here's a good example of a sentence in which the elements are not parallel: 

Earlier this morning, she wrote three letters, mailed them and had poured herself a 
cup of coffee. 

The elements that should be parallel in this sentence are the verbs, wrote, mailed, and 
poured. They are all past tense. The verb "had poured" is not parallel with the other verbs in 
the sentence. It is past perfect. The sentence should read: 
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Earlier this morning, she wrote three letters, mailed them and poured herself a cup of 
coffee. 

Here's another example: 

Wrong: A lawyer should be logical, articulate and have a quick wit. 

Right: A lawyer should be logical, articulate and quick-witted. 

Punctuations 
 
Commas (,), semicolons (;), colons (:) and periods (.) are among the most common forms of 
punctuation. 
 
Commas are used to separate items in a series (red, white and blue) and to set off parts of a 
sentence (After the rain had stopped, John ran to the store). They are also used arbitrarily, as 
in separating elements in a date (Nov. 15, 1980).The following are some specific rules for 
using commas: 

� A comma should be used to separate introductory phrases and clauses from the main 
clause of the sentence. Plagued by doubts, he could not make up his mind. 

� Use commas to set off non-restrictive elements in a sentence. A non-restrictive 
element is something that is not essential for the meaning of the sentence. The new 
teacher, who was born in Idaho, turned out to be brilliant. 

� A comma should separate words that interrupt a sentence or words of direct address. 
He decided, however, not to go. What is your decision, Joe, about the job? 

� A comma should separate items in a series. (AP style advises that in a short series, a 
comma is not necessary between the next to last item and the conjunction. The flag is 
red, white and blue.) But longer items need the comma before the conjunction.  

He began his day by getting up, washing his face, puring himself a cup of coffee, and 
looking at the morning paper.  

Semicolons are used to separate independent clauses in the same sentence.  

He did not want to go with us; he wanted to stay home and watch the baseball game. 

A semicolon should also be used to separate long items in a series.  

Attending the dinner were John Smith, mayor of Tuscaloosa; Mary Johnson, president 
of the League of Women Voters; Joe Jones, vice-president of Jones Steel, Inc.; and 
Rhonda Jackson, head of the Committee for Better Government. 

Colons are often used to link the latter part of a sentence to some previous part.  
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The flag contains the following colors: red, white and blue. 

The period (.) is most often used to end sentences, but it has other uses, such as ending 
abbreviations (Mr.). The question mark (?) is used to end interrogative sentences, and the 
exclamation point (!) ends sentences and expressions of excitement. 

 
Vocabulary building to encourage the individual to communicate effective 
and diplomatically,  
 
The way we communicate with others can be greatly enhanced by building a better 
vocabulary. In the workplace, personal life, and at school, we interact and share experiences 
with other people. How well we do this, depends on our ability express ourselves through 
oral and written language. An extensive, properly utilized vocabulary can open a lot of 
doors. In addition to spoken communication, those with a larger vocabulary can enrich their 
written communication. Having a large word vocabulary makes it easier to choose precisely 
the word you mean for any given occasion. 
 
How good is your vocabulary?  

Here’s a little test. In the sentences below, replace the overused, nondescript words with 
more precise and colorful words. Try reading the sentences out loud. Note their lack of 
emphasis and precision. Search your memory for better words.  

1. Her sincerity made her a believable witness.  

2. I find your offer interesting/attractive.  

3. Unless there are moderating circumstances, I will have to end your contract.  

4. Your claim that you want to help is not sincere.  

How do your choices compare with the original words? If your words are more precise and 
colorful, you have a relatively good vocabulary. If your words are equally vague and bland, 
you have a relatively weak vocabulary. You can click on each word in question to see a 
possible alternative. Note that none of the words I suggest as a better alternative is an exact 
synonym for the original, but that, depending on the context, all convey meaning with more 
precision and emphasis.  

Whether your vocabulary is weak or strong, here’s how you can improve it:  

Read and listen. The secret to building your vocabulary is to pay attention. Note the 
vocabulary of writers who choose their words carefully. Pay attention to the language of 
speakers who use their words skillfully. Both sources offer certain advantages. To see a 
word in print reinforces your visual memory; to hear it pronounced aids your aural memory.  
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Listen and watch for words you don’t know. Be on the lookout for words whose sound 
you like. Collect words you think might be useful to you, words that suit your style and 
personality. Learn the vocabulary of your field or profession.  

Look up words you don’t know. Use a good dictionary. Learn not only their denotation 
(literal meaning) but their connotation (mood and feelings). Consider the context in which 
you encountered them.  

Move words from your comprehensive to your expressive vocabulary. You possess two 
sets of vocabulary: a larger set of words you understand (at least vaguely) and a smaller set 
you use to express yourself. To move words from your larger comprehensive (or passive) 
vocabulary to your smaller expressive (or active) vocabulary, you need to know three things: 
how to define, pronounce, and spell them. Say the words you are trying to learn out loud. 
Practice using them.  

Maintain a list of words you want to remember. To fix words in your long-term memory, 
write them down. If you care to take the time, note their definitions. Better yet, write down 
the sentences in which you heard them. Review your list at least once a week. See how 
many words you can write or recite from memory.  

You’ll know that a word has become part of your expressive vocabulary when, in seeking to 
articulate a thought, the word pops into your mind or occurs to you without effort. When 
that happens, move the word from your weekly to your monthly review list, and give 
yourself a pat on the back: With each addition to your vocabulary not only are you speaking 
and writing more precisely, but you are thinking more precisely.  

Common errors in business writing. 

Proofreading refers to the process of reading written work for “surface errors.” These are 
errors involving spelling, punctuation, grammar and word choice. 

Why should I care about proofreading, and what should I know about it? 

In most college courses, instructors expect that your writing will be free of surface errors, 
but you may be uncertain of the rules for spelling, punctuation, grammar and word choice. 
The following rules and examples, taken primarily from The St. Martin’s Handbook, 3rd 
ed., by Andrea Lunsford and Robert Connors, may help you find and correct some of the 
most common surface errors in your writing. If you have questions about these rules, consult 
any good grammar book. 

How can I proofread effectively? 
The following four steps should help you become a better proofreader. 

1. Familiarize yourself with the errors you commonly make by looking over writing 
that has already been marked. Make a list of your errors, and check your writing for 
each of them.  
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2. Carefully and slowly read your writing out loud. Often your ear will hear what your 
eye did not see.  

3. Read your writing, sentence by sentence, from the last sentence to the first sentence. 
This technique interrupts the logical flow of the prose and neutralizes any impression 
of correctness arising from your knowledge of what you meant to say.  

4. Use your dictionary to check any words of which you are unsure, and to check for 
correct prepositions, verb tenses, and irregular forms.  

Here is a listing of some of the errors in business writing, broken down by category. Either 
select the link you would like to view or scroll down to the appropriate topic. 

� Spelling  
� Punctuation  

o Commas  
o Apostrophes  
o Periods  

� Verbs  
� Subject-verb agreement  
� Pronouns  
� Other grammatical errors  

o Sentence fragments  
o Misplaced or dangling modifiers  

Spelling 

Spelling errors are among the most common surface errors as well as the most easily 
corrected. To correct spelling errors, use a spell-checker, regardless of your spelling skill, 
along with a dictionary to help you find the right alternative for a misspelled word. 
Remember that the spell-checker won’t help with homonyms, words that sound alike but 
have different spellings and meanings. Some words that can cause trouble are listed below. 

� their (possessive form of they)  
� there (in that place)  
� they’re (contraction of they are)  
� accept (a verb, meaning to receive or to admit to a group)  
� except (usually a preposition, meaning but or only)  
� who’s (contraction of who is or who has)  
� whose (possessive form of who)  
� its (possessive form of it)  
� it’s (contraction of it is or it has)  
� your (possessive form of you)  
� you’re (contraction of you are)  
� affect (usually a verb, meaning to influence)  
� effect (usually a noun, meaning result)  
� than (used in comparison)  
� then (refers to a time in the past)  
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� were (form of the verb to be)  
� we’re (contraction of we are)  
� where (related to location or place)  

Punctuation 

Commas 

1 Use a comma to signal a pause between the introductory element of a sentence and 
the main part of the sentence. 

� Frankly, the committee’s decision baffled us.  
� Though I gave him detailed advice for revising, his draft only became worse.  

2 Use a comma when you join two independent sentences with a conjunction (for, 
and, nor, but, or, yet, so). 

� Meredith wore jeans to the hotel, but she changed before the wedding.  

3 Use a comma to signal the presence of a nonrestrictive element, that is, a word, 
phrase, or clause that gives additional information about the preceding part of the 
sentence, but which can be deleted without changing the basic meaning of the 
sentence. If the element is in the middle of the sentence, use a comma before and 
after the element. 

� Marina, who was the president of the club, was the first to speak.  
� Puerto Rico was a Spanish colony until 1898, when it was ceded to the U.S.  

4 Do NOT use a comma with a restrictive element, that is, a word, phrase, or clause 
that restricts the meaning of the word or phrase it modifies. A restrictive element 
cannot be deleted without changing the sentence’s basic meaning. 

Wrong: I’ll return the sweater, that I borrowed, after I wear it tonight Right: I’ll 
return the sweater that I borrowed after I wear it tonight. 

Wrong: The people, who vandalized the school, were never caught. Right: The 
people who vandalized the school were never caught. 

To see why these are restrictive elements, try eliminating them from the sentence. 
Once you do so, you see that the first sentence implies that there is only one sweater, 
while the second implies that all the people were never caught. 

5 Traditionally, commas separate all the items in a series (three or more words, 
phrases, or clauses that appear consecutively in a sentence). Some instructors don’t 
require a comma before the and or or between the last two items. Check your 
teacher’s preference, and be consistent in either using or omitting this comma. 



28 | P a g e  

� Sharks eat squid, shrimp, crabs, and fish.  

Apostrophes 

1 To show that one thing belongs to another, either an apostrophe and an s or an 
apostrophe alone is added to the word representing the thing that possesses the other. 
An apostrophe and an s are used for singular nouns, indefinite pronouns (anybody, 
everyone, nobody, somebody), and for plural nouns that do not end in s. When plural 
nouns end in s only the apostrophe is used. 

� Overambitious parents can be harmful to a child’s well-being.  
� The accident was nobody’s fault.  
� Both drivers’ cars were damaged in the accident.  

2 The word its, spelled without an apostrophe, is the possessive form of it, meaning of 
it or belonging to it. The word it’s, spelled with an apostrophe, is a contraction of it 
is or it has. Even though with nouns an apostrophe usually indicates possessive form, 
the possessive in this case is the one without the apostrophe. 

� The car is lying on its side in the ditch. It’s a white 1986 Buick.  

Periods 

1 A comma splice occurs when two or more clauses that could each stand alone as a 
sentence are written with only a comma between them. To correct this error, 
separate the clauses with a period or semicolon, connect the clauses with a word 
like and, for, because, or although, or combine them into one clause. 

Wrong: The ship was huge, its mast stood thirty feet high. 

Right: The ship was huge; its mast stood thirty feet high. 

Right: The ship was huge, and its mast stood thirty feet high. 

Right: The mast of the huge ship stood thirty feet high. 

2 Fused sentences are created when two or more groups of words that could each be 
written as an independent sentence are written without any punctuation between 
them. To eliminate a fused sentence, divide the groups of words into separate 
sentences, or join them in a way that shows their relationship. 

Wrong: Our fiscal policy is not well defined it confuses many people. 

Right: Our fiscal policy is not well defined. It confuses many people. 

Right: Our fiscal policy is not well defined, and it confuses many people. 



29 | P a g e  

Verbs 

Active and Passive Verbs 

1 Verbs can be in either active or passive voice. In active voice, the subject of the 
sentence performs the action of the verb; in passive voice, the subject receives the 
action of the verb. Readers typically find active voice sentences more vigorous and 
clearer; for these reasons, writers usually prefer active voice. 

Passive: The ball was kicked by the boy. 

Active: The boy kicked the ball. 

Passive: A decision was reached by the committee. 

Active: The committee reached a decision. 

Passive: Many arguments are offered against abortion. 

Active: Religious leaders offer many arguments against abortion. 

Notice that in the passive voice examples, the doer of the action is either at the end 
of the sentence in a prepositional phrase or, in the third example, is missing entirely 
from the sentence. In each active voice example, however, the doer of the action is in 
the subject position at the beginning of the sentence. 

2 On some occasions, however, you might have a good reason for choosing a passive 
construction; for example, you might choose the passive if you want to emphasize 
the receiver of the action or minimize the importance of the actor. 

Appropriate passive: The medical records were destroyed in the fire.Appropriate passive: 
The experiment was performed successfully. 

Passive voice verbs always include a form of the verb to be, such as am, are, was, is being, 
and so on. To check for active versus passive voice, look for sentences that contain a form of 
this verb, and see whether in these sentences the subject of the sentence performs the action 
of the verb. 

Shifting Verb Tense 

1 If you shift verb tense (for example, from past to present tense) in a sentence or 
passage without a good reason, you may confuse your reader. 

Wrong: After he joined the union, Sam appears at a rally and makes a speech. 
Right: After he joined the union, Sam appeared at a rally and made a speech. 
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To proofread for verb tense errors, circle all verbs in your writing. Look at the verbs in 
sequence and check that you haven’t changed tense unintentionally. 

Subject-Verb Agreement 

1 Make sure that the subject and verb of each clause or sentence agree—that is, that a 
singular subject has a singular verb, and a plural subject a plural verb. When other 
words come between subject and verb, you may mistake the noun nearest to the 
verb—before or after—for the verb’s real subject. 

Wrong: A central part of my life goals have been to go to law school. 

Right: A central part of my life goals has been to go to law school. 

Wrong: The profits earned by the cosmetic industry is not high enough. 

Right: The profits earned by the cosmetic industry are not high enough. 

2 Be particularly careful that your subject and verb agree when your subject is made 
up of two or more parts joined by and or or; when your subject is a word like 
committee or jury, which can take either a singular or a plural verb depending on 
whether it is treated as a unit or as a group of individuals; or when your subject is a 
word like mathematics or measles, which looks plural but is singular in meaning. 

Wrong: My brother and his friend commutes every day from Louisville. 

Right: My brother and his friend commute every day from Louisville. 

Wrong: The committee was taking all the responsibility themselves. 

Right: The committee were taking all the responsibility themselves. (Note that the 
use of the word themselves shows that committee is being treated as a group of 
individuals, not as a unit.) 

Wrong: Measles have become less common in the United States. 

Right: Measles has become less common in the United States. 

To proofread for subject-verb agreement, circle the subject and verb in each sentence and be 
sure they agree. 

Pronouns 

1. A pronoun (like I, it, you, him, her, this, themselves, someone, who, which) is used to 
replace another word—its antecedent—so the antecedent does not have to be 
repeated.Check each pronoun to make sure that it agrees with its antecedent in 
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gender and number. Remember that words like each, either, neither, and one are 
singular; when they are used as antecedents, they take singular pronouns. Antecedents 
made up of two or more parts joined by or or nor take pronouns that agree with the 
nearest antecedent. Collective-noun antecedents (audience, team) can be singular or 
plural depending on whether they refer to a single unit or a group of individuals. 

Wrong: Every one of the puppies thrived in their new home. 

Right: Every one of the puppies thrived in its new home. 

Wrong: Neither Jane nor Susan felt that they had been treated fairly. 

Right: Neither Jane nor Susan felt that she had been treated fairly. 

Wrong: The team frequently changed its positions to get varied experience. 

Right: The team frequently changed their positions to get varied experience. 

To proofread for agreement of pronouns and antecedents, circle each pronoun, identify 
its antecedent, and make sure that they agree in gender and number. 

2. As noted above, most indefinite pronouns (like each, either, neither, or one) are 
singular; therefore, they take singular verbs. A relative pronoun, like who, which, or 
that, takes a verb that agrees with the pronoun’s antecedent. 

Wrong: Each of the items in these designs coordinate with the others. 

Right: Each of the items in these designs coordinates with the others. 

Wrong: He is one of the employees who works overtime regularly. 

Right: He is one of the employees who work overtime regularly.(In this example, the 
antecedent of who is employees, and therefore the verb should be plural.) 

3. A vague pronoun reference occurs when readers cannot be sure of a pronoun’s 
antecedent. If a pronoun could refer to more than one antecedent, or if the antecedent 
is implied but not explicitly stated, revise the sentence to make the antecedent clear. 

Wrong: Before Mary assaulted Mrs. Turpin, she was a judgmental woman. 

Right: Before Mary assaulted Mrs. Turpin, the latter was a judgmental woman. (In the 
first sentence, she could refer to either Mary or Mrs. Turpin.) 

Wrong: They believe that an egg is as important as a human being, but it can’t be 
proved. 



32 | P a g e  

Right: They believe that an egg is as important as a human being, but such an 
assertion can’t be proved. 

(In the first sentence, the antecedent of it is unclear.) 

Other Grammatical Errors 

Sentence Fragments 

1 The sentence fragment is an incomplete sentence punctuated as a sentence. To make 
it a complete sentence, join it to the main clause or rewrite it. 

Wrong: She is a good friend. A person whom I trust and admire. 

Right: She is a good friend, a person whom I trust and admire. 

Wrong: In the workshop, we learned the value of discipline. Also how to take good 
notes. Right: In the workshop, we learned the value of discipline. We also learned 
how to take good notes. 

Wrong: The old aluminum boat sitting on its trailer. 

Right: The old aluminum boat was sitting on its trailer. 

To proofread for sentence fragments, check all sentences for a subject, a verb, and at least 
one clause that does not begin with a subordinating word like as, although, if, when, that, 
since, or who. 

Misplaced or Dangling Modifiers 

1 Misplaced or dangling modifiers are words, phrases, or clauses not clearly connected 
to the word they modify. Move a misplaced modifier closer to the word it describes, 
or revise a sentence to give a dangling modifier a word to modify. 

Wrong: They could see the eagles swooping and diving with binoculars. 

Right: With binoculars, they could see the eagles swooping and diving. 

Wrong: Nixon told reporters that he planned to get out of politics after he lost the 
1962 gubernatorial race. 

Right: After he lost the 1962 gubernatorial race, Nixon told reporters that he 
planned to get out of politics. 

Wrong: A rabbit’s teeth are never used for defense even when cornered. 
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Right: Even when cornered, a rabbit never uses its teeth for defense. 

Wrong: As a young boy, his grandmother told stories of her years as a country 
schoolteacher. 

Right: As a young boy, he heard his grandmother tell stories of her years as a 
country schoolteacher. 
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Introduction to Business Communication 

 
 
Introduction to Business Communication:  
 
“Communication” is a process — an activity that serves to connect senders and 
receivers of messages through space and time. Although human beings tend to be 
interested primarily in the study of human communication, the process is present in all living 
things and, it can be argued, in all things. 
 
From this we may conclude that communication is a fundamental, universal process. How 
often have you heard statements such as these?  
 
If you want to be promoted, you’ll have to improve your communication skills. 
One of the strengths of our relationship over the years has been that we communicate so 
well - in fact, usually I know what she’s thinking before she tells me!The lightening storm 
knocked out our communication systems, and since then we haven’t handled a single 
customer call.He’s really smart, and he knows his stuff, but as a teacher he just doesn’t 
communicate it very well.They say they built the product to meet our specifications, but it’s 
not what we asked for - I think we have a communication problem here.The word 
“communicate” derives from the word “common” - to share, exchange, send along, transmit, 
talk, gesture, write, put in use, relate. So an investigation of this Subject might begin with 
the question: What do all studies of communication have in common? What are the shared 
concepts that make the study of “communication” different from the study of subjects such 
as “thought” or “literature” or “life?” When someone says, “this is a communication 
problem,” what does that mean? 
 
When a baby sees his mother’s face for the first time, communication happens. When 
someone steps out onto a beach in Goa and water touches his feet communication happens. 
When the Indian parliament passes a new bill to curb monopolies in the market and the 
President signs, communication happens. When a computer in Delhi calls up a computer in 
Tokyo and transmits a message, communication happens. 
 
Communication is a general phenomenon. It occurs in nature, wherever life exists. Whether 
we recognize it or not, we have no choice but to communicate. If we try to avoid 
communicating by not replying to messages, we are nevertheless sending a message, but it 
may not be the one we want or intend. When we don’t say yes, we may be saying no by 
default – and vice versa. The only choice we can make about communication is whether we 
are going to attempt to communicate effectively. 
 
What do we mean by communicating effectively? The object of communication is to convey 
thoughts/ intentions/emotions/facts/ideas of one person or group to the others. When the 
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message sent is received and understood by the receiver in the same sense , as the sender 
wants to convey ,effective communication takes place. When the receiver misunderstands a 
message we consider it a distortion in communication. Throughout our study, we would try 
to improve our communication skills so that we can make ourselves better understood in our 
communications. The fact is that we spend so much of our time communicating; we tend to 
assume that we are experts. Surveys indicate that when business professionals are asked to 
rate their communication skills, virtually everyone overestimates his or her abilities as a 
communicator. There is a natural tendency to blame the other person for the problems in 
understanding or making ourselves understood. The better option is to improve one’s own 
communication. One has to be always on a look to identify his weak points as a 
communicator and strive to overcome them. This needs a thorough understanding of 
meaning and process of communication. 
 
Meaning of Communication 
 
Communication is derived from the Latin word communis, which means, “to share” that is, 
sharing of ideas, concepts, feelings and emotions. The science of communication is almost 
as old as man himself. Form time immemorial; the need to share or to communicate had 
been felt. Different vehicles / channels were identified and subsequently improvised for the 
purpose of transmission of ideas and concepts. A study of these channels enables us to gain 
an insight into the process of communication. 
 
Before a definition of communication is arrived at, a few queries, which arise in the minds 
of the readers, have to be answered. What is the importance of communication? Why should 
it be studied? Why should the channel be analyzed and examined? The importance of 
communication can be gauged from the fact that we are communicating in some from or the 
other almost every moment of our lives. Whether we are walking,, talking ,playing, sitting, 
or even sleeping, a message is being formulated and transmitted. Man, who is a social 
animal, is constantly interacting with other individuals. For him it is necessary to understand 
the art of communication and apply or modify it in a suitable manner. Man possesses the 
ability to communicate, which is much more than a composition of certain symbolize or to 
understand concepts in terms of images or symbols. It is this ability that helps him to 
communicate. Communication 
then, it may be stated, is much more than an understanding of the spoken or written 
language. It is a composite of symbols gestures, and illustrations that accompany either the 
spoken or the written word. 
 
Basic Purpose of Communication 
 
People in organizations typically spend over 75% of their time in an interpersonal situation; 
thus it is no surprise to find that at the root of a large number of organizational problems is 
poor communications. Effective communication is an essential component of organizational 
success whether it is at the interpersonal, intergroup, intragroup, organizational, or external 
levels. 
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“What is the purpose of (formal) communication?” A response to a query of this nature 
would be more beneficial if attempts were made to understand the business situation where 
success or failure of issues is always measured in terms of man- hours spent in the 
completion of a task. Let us take an example. Suppose the boss issues instructions to his 
subordinate to complete a certain project in a particular manner within a stipulated 
timeframe. The subordinate does it to the best of his ability. However, the end result is a 
miserable failure because the manner of completion does not match with the expectations of 
the boss. A lot of time has been wasted as a result of miscommunication on the part of the 
two members of the same organization. In fact, more first instance. If the amount of time 
used in completion of this particular task is calculated, it would be seen that double the time 
necessary has been taken. 
 
The example cited above is one of the most common and prevailing examples of 
miscommunication resulting from a lack of feedback in organizations. This, however, is not 
the only criterion that qualifies for an in-depth study of communication. Let us take a look at 
the communicative competence required at three different levels in an organization. In the 
business situation of a manager, as he goes higher up in the hierarchy is to coordinate, issue 
instructions, collate information, and then present it. All these activities require effective 
communication skills the sooner these skills are honed, the easier it is for the manager to 
accomplish tasks. Similar is the case of the junior manager vying for a quick promotion. As 
work in the organization is always done in conjunction with other people, effective 
communication skills become a necessity. 
 
Let us compare the progression of two junior managers up the ladder of success possessing 
almost the same academic qualifications and almost similar personality traits. Only one of 
them would be able to make it to the managing Director’s chair. Without doubt it would be 
the candidate with excellent communication skills. 
 
Prior to entry in any organization, certain communicative abilities are also looked for in 
candidates. Ability to speak, conduct oneself properly in an interview, get along with others, 
listen carefully and accurately, make effective presentations, prepare good 
yet brief report, make proposals, sell ideas, convince and persuade others are some of the 
attributes looked for in a candidate. If an individual possesses these attributes looked for in a 
candidate. If an individual possesses these attributes or can train himself to excel in them, he 
himself would realize how much easier it is for him only to secure a comfortable position in 
an organization but also to achieve success. 
 
Basic forms of communication, 
 
1. The Communication Process 
Communication is a process that serves to connect senders and receivers of messages in 
space and time. Although human beings tend to be interested primarily in the study of 
human communication, the process is present in all living things and, it can be argued, in all 
things. From this we may conclude that communication is a fundamental, universal process.  
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2. Self Andsociety 
Messages are formed in the mind of one individual and interpreted in the mind of another. 
Yet the formation and interpretation of messages are affected by the groups to which the 
individuals belong. Thus, a complete understanding of human communication must take into 
account both human psychology and human social interaction. 
 
 

 
 
3. Information 
To receive messages human beings must make use of their senses. However, the senses 
continually process large volumes of data, not all of which are the result of communication. 
It is the human ability to discern, recognize, and remember patterns in this constant flow of 
data that makes meaningful communication possible. 
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4. Signs And Language 
Some patterns of data bring to mind memories of previous patterns. These “signs,” as they 
are called, can be assembled into arge, powerful patterns called “languages.” Much (though 
certainly not all) of human communication is carried on through the use of language.  
 

 
 
5. Interaction And Relationships 
In face-to-face situations human beings cannot avoid communicating with one another. This 
“interpersonal” communication, which involves processes such as “speech” and “body 
language,” plays an important role in the formation, development, and dissolution of human 
relationships.  
 

 
 
6. Mass Communication 
Approximately five hundred years ago a new form of communication arose. This “mass” 
communication process, which makes use of permanent text that can be made available to 
millions of people at the same time, has quickly become an important factor in the lives of 
many human beings.  
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7. The Communication Environment 
Human communication takes place within, and cannot be separated from, the complex social 
environments within which all communicators must live. Systems of belief, technological 
media, and the presence of cultural artifacts all affect the communication process and 
contribute to the development of the human social reality.  
 

 
 
Communication: a system for sending and receiving messages. An investigation of this 
statement will lead first to the idea of a system, and then to the idea of messages. 
 
Process of communication.  
 
Although all of us have been communicating with others since our infancy, the process of 
transmitting information from an individual (or group) to another is a very complex process 
with many sources of potential error. 
 
Consider the Simple Example 
 
·Lady: “I won’t make it to work again tomorrow; this pregnancy keeps me nausious and my 
doctor says I should probably be reduced to part time. 
· Boss: Lady, this is the third day you’ve missed and your appointments keep backing up; we 
have to cover for you and this is messing all of us up.  
 
In any communication at least some of the “meaning” lost in simple transmission of a 
message from the sender to the receiver. In many situations a lot of the true message is lost 
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and the message that is heard is often far different than the one intended. This is most 
obvious in cross-cultural situations where language is an issue. But it is also common among 
people of the same cuture. 
 
Look at the example. Lady has what appears to be a simple message to convey-she won’t 
make it to work today because of nausia. But she had to translate the thoughts into words 
and this is the first potential source of error. Was she just trying to convey that she would be 
late; was she trying to convey anything else. It turns out she was. She was upset because she 
perceived that her co-workers weren’t as sympathetic to her situation as they should be. Her 
co-workers, however, were really being pressured by Lady’s continued absences, and her 
late calls. They wished she would just take a leave of absence, but Lady refuses because she 
would have to take it without pay. 
 
Thus what appears to be a simple communication is, in reality, quite complex. Lady is 
communicating far more than that she would miss work; she is conveying a number of 
complex emotions, complicated by her own complex feelings about pregnancy, work, and 
her future. She sent a message but the message is more than the words; it includes the tone, 
the timing of the call, and the way she expressed herself.  
 
Similarly, the boss goes through a complex communication process in “hearing” the 
message. The message that lady sent had to be decoded and given meaning. There are many 
ways to decode the simple message that Lady gave and the way the message is heard will 
influence the response to Lady. In this case the boss heard far more than a simple message 
that Lady won’t be at work today. The boss “heard” hostility from Lady, indifference, lack 
of consideration, among other emotions. 
Lady may not have meant this, but this is what the boss heard. Communications is so 
difficult because at each step in the process there major potential for error. By the time a 
message gets from a sender to a receiver there are four basic places where transmission 
errors can take place and at each place, there are a multitude of potential sources of error. 
Thus it is no surprise that social psychologists estimate that there is usually a 40-60% loss of 
meaning in the transmission of messages from sender to receiver. 
 
It is critical to understand this process, understand and be aware of the potential sources of 
errors and constantly counteract these tendencies by making a conscientious effort to make 
sure there is a minimal loss of meaning in your conversation. It is also very important to 
understand that major of our communication is non-verbal. This means that when we 
attribute meaning to what someone else is saying, the verbal part of the message actually 
means less than the non-verbal part. The non-verbal part includes such things as body 
language and tone. 
 
Key Stages in Communication Cycle 
Communication is a two- way process in which there is an exchange and progression of 
ideas towards a mutually accepted direction or goal. For this process to materialize, it is 
essential that the basic elements of communication be identified. These elements are.  
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Sender/ Encoder/ Speaker 
The person who initiates the communication process is normally referred to as the sender. 
From his personal data bank he selects ideas, encodes and finally transits them to the 
receiver. The entire burden of communication then rests upon the sender or encoder. His 
choice of images and words the combination of the two is what goads the receiver to listen 
carefully. In this process a number of factors come into play, primary among them being an 
understanding of the recipient and his needs. If the message can be formulated in accordance 
with the expectations of the receiver, the level of acceptance is going to be higher. For 
example, a consultant wishes to communicate with the HRD manager of a company. The 
objective is to secure consultancy projects on training of personnel. If the consultant wishes 
the HRD manager to communicate with him, he has to ensure that their goals converge. He 
has a tough task ahead of him. The manager had been interacting with many consultants. 
Why should he pay heed to the proposal of this consultant? In a situation such as this, a good 
strategy to be adopted is to expand the purview of the proposal and make it company 
specific. The result could be highlighted and spelt out in terms of increase in sales. If 
sufficient preparation has been done, the message too would increase in sales. If sufficient 
preparation has been done, the message too would be formulated in a manner conducive to 
the interests of the HRD manager. 
 
Receiver/ Decoder/ Listener 
The listener receives an encoded message, which he attempts to decode. This process is 
carried on in relation to the work environment and the value perceived in terms of the work 
situation. If the goal of the sender is envisioned as similar to his own, the listener becomes 
more receptive. The decoding of the message is done in almost entirely the same terms as 
were intended by the sender. In the example cited above, as soon as the HRD manager 
realizes that the proposal of the consultant is going to result in tangible benefits, he becomes 
more receptive and his interest in communication is reinforced. 
 
Message 
Message is the encoded idea transmitted by the sender. The formulation of the message is 
very important, for a message, which is incorrectly structured, can turn the receiver hostile 
or make him lose interest. At this stage the sender has to be extremely cautious. What is the 
order in which he would like to present his ideas? Suppose he has four points to make would 
he (a) move in the stereotyped manner of presenting them in a sequence or (b) would he like 
to be innovative and proceed in a creative way? Probability is high that in case (a) he might 
become monotonous and in case (b) he might touch a wrong spot. How then should the 
message be formulated and transmitted? The ordering, as stated earlier, should be based on 
the requirements of the listener so that its significance is immediately grasped. The minute 
the receiver finds his goals codified in the message, he sits up, listens and responds. The 
message thus has made an impact. 
 
Medium 
Another important element of communication is the medium or channel. It could be oral, 
written or non- verbal. Prior to the composition of the message, the medium / channel should 
be decided. Each medium follows its own set of rules and regulations. For example, in oral 
communication one can afford to be a little informal, but when using the written mode, all 
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rules of communication need to be observed. It must be remembered that anything in writing 
is a document that would be filed for records or circulated to all concerned.  
 
Feedback 
This is the most important component of communication. Effective communication takes 
place only when there is feedback. The errors and flaws that abound in business 
situations are a result of lack of feedback. Le us take a look at the typical responses of 
people involved in miscommunication: “ this is not what I meant” or “ This is not what I 
said”, or “this was not my intention”. If feedback is solicited on all occasions, this error can 
be minimized or even completely done away with. Fallacious statements or erroneous 
conclusions are made because of lack of confirmation through feedback and discrepancy 
between the message transmitted and understood. 
 

 
 
Try not to narrate a story of a film you recently saw to your friend. Ask your friend to tell 
the story, which you have just told him. Try to understand the entire communication process 
through the above diagram. Barriers to Effective Communication There are a wide number 
of sources of noise or interference that can enter into the communication process. This can 
occur when people now each other very well and should understand the sources of error. In a 
work setting, it is even more common since interactions involve people who not only don’t 
have years of experience with each other, but communication is complicated by the complex 
and often conflictual relationships that exist at work. In a work setting, the following 
suggests a number of sources of noise: 
 
Language: The choice of words or language in which a sender encodes a message will 
influence the quality of communication. Because language is a symbolic representation of a 
phenomenon, room for interpretation and distortion of the meaning exists. In the above 
example, the Boss uses language (this is the third day you’ve missed) that is likely to convey 
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far more than objective information. To Terry it conveys indifference to her medical 
problems. Note that the same words will be interpreted different by each different person. 
Meaning has to be given to words and many factors affect how an individual will attribute 
meaning to particular words. It is important to note that no two people will attribute the 
exact same meaning to the same 
words. 
 

� Defensiveness, distorted perceptions, guilt, project, transference, distortions from 
the past 

� Misreading of body language, tone and other non-verbal forms of communication 
(see section below) 

� Noisy transmission (unreliable messages, inconsistency) 
� Receiver distortion: selective hearing, ignoring non-verbal cues 
� Power struggles 
� Self-fulfilling assupmtions 
� Language-different levels of meaning 
� Managers hesitation to be candid 
� Assumptions-eg. assuming others see situation same as you, has same feelings as 

you 
� Distrusted source, erroneous translation, value judgment, state of mind of two 

people 
� Perceptual Biases: People attend to stimuli in the environment in very different 

ways.  
 
We each have shortcuts that we use to organize data. Invariably, these shortcuts introduce 
some biases into communication. Some of these shortcuts include stereotyping, projection, 
and self-fulfilling prophecies. Stereotyping is one of the most common. This is when we 
assume that the other person has certain characteristics based on the group to which they 
belong without validating that they in fact have these characteristics. 
 
Interpersonal Relationships: How we perceive communication is affected by the past 
experience with the individual. Percpetion is also affected by the organizational relationship 
two people have. For example, communication from a superior may be perceived differently 
than that from a subordinate or peer Cultural Differences: Effective communication requires 
deciphering the basic values, motives, aspirations, and assumptions that operate across 
geographical lines. Given some dramatic differences across cultures in approaches to such 
areas as time, space, and privacy, the opportunities for mis-communication while we are in 
cross-cultural situations are plentiful. 
 
Principles of effective Business Communication,  
 
Everyday we communicate with each other but lets think for a while, are we Communicating 
effectively? Communication, whether oral or written, is all about understanding. Our aim 
should be to communicate a message successfully so that it is received as we intended, 
without any misunderstanding. Effective communication can be achieved by having a 
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through knowledge of the communication cycle, being aware of the barriers, which exist, 
and by considering carefully the following vital factors: 
 

� What is the objective of communication? Is it intended to give information, to 
persuade, to request, to inform? 

� Who will receive the communication? What is the relationship between the 
sender and the recipient? What is the recipient’s background knowledge and 
experience? 

� Under what circumstances is the communication taking place? Why is the 
communication happening? Is it urgent, serious, dangerous, emotive or 
informative? 

� How will the recipient react to the communication ? How will the message affect 
the recipient? Is it important? Will the recipient be offended or angered? Will it 
achieve the desired aims? 

 
Accomplishing any task with excellence is always a function of mastering the basics. The 
six communication basics all of us have to follow are 
 
1. Establish a warm atmosphere :  
 
The atmosphere you create with your words and gestures determines the effectiveness of 
your sermon. Avoid beginning with a negative tone, selfcentered anecdotes, or anything, 
which betrays insecurity on your part. These focus the audience’s attention on your needs, 
not theirs. Your nonverbal signals are also important because they communicate your 
general demeanor. Smiling at people demonstrates openness and invites them to listen. 
 
2. Actively engage people’s interest :  
 
Many of us use techniques to engage congregations that they believe are effective, but 
actually disconnect them from listeners. Overdramatization, excessive emotion, and yelling 
focus listeners upon your performance instead of content. A conversational approach works 
better. 
 
3. Be Believable :  
 
Evaluate everything you say from the pulpit with this question: Is it believable? If you can’t 
believe yourself when you say something, your audience won’t believe it either. When your 
audience doesn’t believe you, your credibility—and their motivation to keep listening — 
evaporates. Speaking with authority is dependent upon speaking truth. Often, speakers get 
into trouble when they extrapolate a principle into a situation they don’t understand. If 
you’re speaking about how a certain principle would work in a business setting, but know 
nothing about business, it will show. 
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4. Speak with your own voice :  
 
Listeners will disengage from a speaker who uses big words to impress his audience or 
who appears to choose words for the sake of sounding good. If your listener is conscious of 
your voice, it is a distraction. Choose your words the same way you choose your clothes; 
appropriate for the context, but not distracting. Your voice should contain fire, conviction, 
and accurately reflect what’s happening in your mind. 
 
5. Use gestures well :  
 
The effective use of gestures reinforces what a pastor says. As with the voice, gestures 
should represent what is happening in the mind. Gesturing also includes looking at people as 
you talk. Your eyes are almost as important as your voice. Make sure your eyes sweep 
across and make contact with people in every part of the audience, not just those in front of 
you.  
 
6. Remember that your knowledge is limited :  
 
You may be tempted to appear to know more than you do. Always keep in mind that 
someone in your audience may know more than you do about your topic. Honestly 
communicate what you know. Effective communication is the key to mobilizing your 
employees behind a new vision. Poor communication, on the other hand, is the best way to 
demotivate your employees and stall any progress. Not taking the time to explain the vision, 
not explaining the vision in clear, understandable language, or not “walking the talk” are 
some common ways that organizations fail to achieve their goals. 
 
The seven principles below will help you to avoid mistakes. 
 
Keep it simple 
 
Unfocused, run-on sentences filled with jargon and buzz words  create confusion. Language 
is often an imprecise tool. The more often we repeat jargon the less clear the meaning 
becomes.  
 
Consider this example: 
Version #1: Our goal is to improve our victim assistance service delivery options so that 
they are perceptually better than any other service provider within the confines of the 
country. In a similar vein, we have targeted existing service lines and delivery models for 
transition to more efficient and effective service delivery options. 
 
Version #2: We are going to be the best victim services program of any police force in 
Canada. We will do this by having a look at what services we provide and how we provide 
them, to see if we can do it better.  Which version do you think people will better understand 
— and respond to? 
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Use Metaphors and Analogy 
 
Metaphors, analogy, examples, or just plain colorful language helps communicate complex 
ideas simply and effectively. Here’s a colorful vision statement from a large corporation that 
was facing fierce competition from a host of new, smaller companies: 
“We need to be less like an elephant and more like a customer-friendly Tyrannosaurus rex.” 
The language is imaginative, but also accurate. The transformation from elephant to T-rex 
described exactly the direction the firm wished to take: still big, but more effective. Use 
Many Different Forums to Spread 
 
The Word 
 
Spread the word in big meetings, informal one-on-one or group talks and formal 
presentations. Encourage your employees to read national broadcasts, divisional newsletters 
Quarterly Business Magazines. When the same message comes at people from six different 
directions, it’s going to be heard. 
 
Repeat Key Messages 
 
For the message to be repeated as often as possible, plan ongoing communication 
opportunities including developing your key messages. Key messages are the ideas that you 
want your audiences (in your case, your employees) to take home with them. Key messages 
should become a natural part of meetings, discussions, etc. When responding to a question, 
answer the question honestly, but also use it as a chance to repeat a key message if 
appropriate. One example of a key message is: “The employees of the Royal Canadian 
Mounted Police are committed to our communities.” This would probably never be said as a 
single statement without example of how we demonstrate this commitment, but it is the 
essence of what we want our listeners to take away and to repeat, or think about later on. 
 
Lead by Example 
 
If you do the opposite of what you say, no one will listen to you. You have to “walk the 
talk”. · We are promoting a new, client-focused vision, so management should guarantee to 
listen to employees concerns and respond to their own employees within a specified period. 
 

� If we are encouraging empowerment and trust on paper, we must put it into 
action, and give employees the support to run with ideas, assuming those ideas 
are well thought out. 

 
� If we espouse community policing, leaders must demonstrate this to deliver 

service to all their “communities” which could include employees, bosses, 
government officials, and so on. 
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Explicitly Address Inconsistencies 
 
If there’s a legitimate reason for inconsistent behaviour, explain yourself. For example, in 
times of belt-tightening, if spending some money up-front can save more in the long-run, 
explain that openly and honestly to your employees, and listen with an 
open mind to their suggestions. If there isn’t a legitimate reason for inconsistent behaviour, 
change the behaviour — quickly. Some may believe that management shouldn’t have to 
explain itself to its employees. Those managers shouldn’t be surprised if their employees 
lose faith and interest. 
 
Listen and Be Listened to 
 
A final rule: communication should be two-way. Explain the vision, then listen to the 
feedback. Don’t forget, a great many people at all levels of the organization have to actually 
implement the vision to make it real, but they have to believe in it first. Communicating the 
vision effectively sets the stage for the next phase: getting people to act. 
 
7 Cs.  
 
In any business environment, adherence to the 7 C’s and the 4 S’s helps the sender in 
transmitting his message with ease and accuracy. Lets us first take a look at the 7 C’s: 
 
1. Credibility. If the sender can establish his credibility, the receiver has no problems in 
accepting his statement. Establishing credibility is not the outcome of a one-shot statement. 
It is a long-drawn out process in which the receiver through constant interaction with the 
sender understands his credible nature and is willing to accept his statements as being 
truthful and honest. 
 
2· Courtesy. Once the credibility of the sender has been established, attempts should be 
make at being courteous in expression. In the business world, almost everything starts 
with and ends in courtesy. Much can be accomplished if tact, diplomacy and appreciation of 
people are woven in the message. 
 
Example:  Jane:” You can never do things right. Try working on this project. If you are 
lucky you may not have to redo it.” · Jane: “This is an interesting project. Do you think you 
would be able to do it. I know last time something went wrong with the project, but 
everyone makes mistakes. Suppose we sat down and discussed it threadbare I’m sure 
your would be able to do wonders.”  
 
The two statements convey totally different impressions. While the first statement is more 
accusative, the second is more tactful and appreciative of the efforts put in by the receiver at 
an earlier stage. The crux of the message in both the statements is the same: You want an 
individual within an organization to undertake a project. The manner in which it is stated 
brings about a difference in approach.  
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Further, expressions that might hurt or cause mental pain to the receiver should, as far as 
possible, be ignored. For this it becomes essential that the “I” – attitude be discarded in 
favor of the “you”-attitude. Development of interest in the “you” will perforce make the 
other individual also see the point of view of the other. At the time of emphasizing the “you-
attitude”, only the positive and pleasant “you-issues” should be considered. If it is being 
used as a corrective measure, then the results are not going to be very positive or 
encouraging. 
 
3. Clarity. Absolute clarity of ideas adds much to the meaning of the message. The first 
stage is clarity in the mind of the sender. The next stage is the Makes comprehension 
easier transmission of the message in a manner which makes it simple for the receiver to 
comprehend. As far as possible, simple language and easy sentence constructions, which are 
not difficult for the receiver to grasp, should be used.  
 
4. Correctness. At the time of encoding, the sender should ensure that his knowledge of the 
receiver is comprehensive. The level of knowledge, educational background and status of 
the decoder help the encoder in formulating his message. In case there is any discrepancy 
between the usage and comprehension of terms, miscommunication can arise. If the sender 
decides to back up his communication with facts and figures, there should be accuracy in 
stating the same.  
 
A situation in which the listener is forced to check the presented facts and figures should not 
arise. Finally, the usage of terms should be nondiscriminatory, e.g. the general concept is 
that women should be addressed for their physical appearance whereas men for their mental 
abilities. This, however, is a stereotype and at the time of addressing or praising members of 
both the sexes, the attributes assigned should be the same. Similarly for occupational 
references. In the business world almost all professions are treated with respect. Addressing 
one individual for competence in his profession but neglecting the other on this score 
because of a so-called ‘inferior’ profession alienates the listener from the 
sender. 
 
5. Consistency – The approach to communication should, as far as possible, be consistent. 
There should not be too many ups and downs that might lead to confusion in the mind of the 
receiver. If a certain stand has been taken, it should be observed without there being 
situations in which the sender is left groping for the actual content or meaning. If the sender 
desires to bring about a change in his understanding of the situation, he should ensure that 
the shift is gradual and not hard for the receiver to comprehended. 
 
6. Concreteness. Concrete and specific expressions are to be preferred in favour of vague 
and abstract expressions. In continuation of the point on correctness, the facts and figures 
presented should be specific. Abstractions or abstract statements can cloud the mind of the 
sender. Instead of stating: “There has been a tremendous escalation in the sales figure”, 
suppose the sender made the following statement: “There has been an escalation in the sales 
figures by almost 50% as compared to last year.” The receiver is more apt to listen and 
comprehend the factual details. 
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7. Conciseness. The message to be communicated should be as brief and concise as 
possible. Weighty language definitely sounds impressive but people would be suitably 
impressed into doing precisely nothing. As far as possible, only simple and brief statements 
should be made. Excessive information can also sway the receiver into either a wrong 
direction or into inaction. Quantum of information should be just right, 
neither too much nor too little , e.g. Usually the policy date… 
 
In the first example, the statement is rather long and convoluted. However, the second 
example gives it the appearance of being crisp, concise and to the point. 
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Media of Communication 
 
 
Media of Communication:  
 
In recent years there has been an information technology revolution. While paper-based 
manual systems for processing information and communicating are still very much evident, 
more and more office functions and procedures are now being undertaken by computer-
based technology. The implications of such information technology on communication 
methods cannot be ignored. However the technology will always require people, and in 
communication it is the input of the operator that will ensure effective communication (or 
otherwise). 
 
In the area of text creation, computer experts are trying to make the task of creating 
documents much easier. Programs are available that will produce standard layouts for most 
business documents when inputs or variables are keyed in. In other words, the originator 
does not decide on the layout, the computer program does. Sadly, computer experts who 
may not be so expert in the modern display of business documents write many computer 
programs. Some of these standard layouts leave much to be desired. 
 
The fundamental skills of structure, tone and composition will always be of vital importance 
in ensuring effective communication. As an originator of printed communications, you have 
control over these factors. However, while technological developments are making your role 
more interesting and challenging, the basic presentational conventions should not be allowed 
to suffer. No matter how technology develops in the future, high standards must be set and 
maintained in order to ensure that all your communications are not only appropriately 
worded and logically structured, but are also consistently and attractively presented. 
 
Information Technology has revolutionized business communication with Emails. Tell me 
how many of you still write letters to your friends, relatives? I guess very few of you and 
that is because you would love to chat with your friends or send an email rather than taking 
the pain in writing letters getting it posted and worrying whether your friend will receive 
your letter? By when? So on and so forth. Similarly in business emails are used more as an 
internal communication tool which saves time, money and effort. The other media is 
discussed in detail in the next topic. 
 
Types of communication:  
 
When Anil entered in his office on a Monday morning, he found that somebody had 
tempered with his personal computer and that it was plugged on. He called up his personal 
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secretary and enquired as to who could have done that. After a while she reported that two 
marketing executive came on Saturday evening to seek some information and since he was 
not there, they used his computer for that. Sandeep was very angry and wanted to stop this 
practice. He called those executives and and warned them. He issued a memo to this effect 
and distributed it in the office. 
 
Here Anil used speech (words spoken), writing (memo) , body language (his expression 
when he talked to the marketing executives and paralanguage (stern tone of voice) to make 
his people aware of his sentiments. Both formal (i.e. memo) and informal channels 
(discussion among employees) contributed to spread the news. 
 
Note the dimensions of communication even in the small office environment. Anil Enquires 
from his secretary, warns the executives and issues a memo - all are downward 
communication. Secretary reports, executives reply to Sandeep –all are upward 
communication. Secretary enquires about who came in the boss’s room – horizontal 
communication. Now we will see the various forms of communication and 
different channels and directions through which communication may pass. 
 
Methods of Communication 
 
One of the ways of communicating is by words whether by way of speech or by way of 
writing. Another is by using the expressions other than words , like gestures , body 
language, etc. A third mode of communication is circumstantial communication, that is the 
people communicating make no deliberate effort, the message is conveyed by the way the 
things are . For example : the elaborate décor of one’s office room conveys that he is 
holding a high position in the organization. We will divide our discussion into two 
categories. 
 
Communication Network 
 
An organization is a composite of many individuals working together, towards its growth. 
They are constantly interacting with each other and with people outside the company. The 
communication network in an organization is of two types: 
 
1. Internal 
2. External 
 
Internal Communication 
 
Formal Communication 
 
Interaction between members of the same organizations called internal communication. It 
could be both formal and informal. Large organizations with hundreds of people working 
find it very difficult to have direct interaction with each and everyone. They adopt a number 
of strategies, e.g., newsletters, annual reports to communicate the essential message. In such 
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large setups, it is neither possible nor necessary to transmit all information to every member. 
Some of the merits of formal communication network are discussed below: 

1 Satisfy the information needs of the -organization – Formal channels of 
communication are designed to cater to the informational needs of the organization, 
i.e., when and where, what kind of information is required and who is to provide it. 
Thus the formal communication channels are needed for the very reason of 
activating information flow in the organiza-tion. 

 
2 Integrates the organization - Formal communication channels work as linking wires 

in a big sized organization, and thus integrate its functioning.  
 

3 Coordination and control- By providing required information at right time to right 
places, the formal communication networks greatly facilitates coordination and 
control in the organization. 

 
4 Sorts the information for high-level executives – Formal communication channels 

facilitate the flow of selective information to the top executives. Otherwise they will 
be finding themselves in the midst of all relevant and irrelevant information. 

 
5 Restricts unwanted flow of information - When a person is supposed to formally 

communicate some information to some authority, that itself has a restrictive 
implication that he need not disseminate this information anywhere else. 

 
6 Reliability and accuracy of information - When information moves through formal 

channel, it has to have some basis to substantiate it. It is any time more reliable and 
accurate than the informally obtained information.  

 
However, the formal communication network entails some limitations also: 
 

1 Time consuming and expensive - Since formal communication channels involve lot 
many levels, information takes time to travel across. More-over, paper work, 
involvement of executive’s time, and other facilities required for the communication 
network make it an expensive proposi-tion. 

 
2 It increases the workload of the line supervisor - Since most of the reporting goes 

from down to up, generally line supervisor is the person who has to devote a good 
deal of time because in forwarding information, under formal channels. This leaves 
him with little time to perform other organizational functions properly. 

 
3 Information may get distorted - There are dangers of messages being lost, filtered or 

distorted as they pass through many points. 
 

4 Creates gaps between top executives and lower subordinates - Formal 
communication channels reduce the need of contact between the top executive and 
the subordinates at the lowest level. Many a times they do not even recognize each 
other. This adversely affects superior subordi-nate relationship. Whatever these 



55 | P a g e  

limitations are, the need for a formal network of communica-tion cannot be done 
away with. An organization has to have a formal commu-nication structure. Of 
course one can strive to make it more economic and efficient by not being too rigid 
and too elaborate. 

 
Informal Communication 
Informal communication network is not a deliberately formed network. It arises to meet 
needs that aren’t satisfied by formal communication. Employees form friendships, and 
cliques develop, they talk in gatherings, the persons working at same place may talk just like 
that, and likewise. These in turn allow employees to fill. in communication gaps within the 
formal channels. Following are some of the’ sources of informal communication: 
 

1. Grapevine _. channel mostly associated with gossip and rumors 
 
2. Social gatherings - organizational gatherings give a chance to people of various 

ranks to meet and talk 
 
3. Management by walking around - where a manager informally walks through 

the work area and casually talk to employees 
 
4. Secretaries/administrative assistants - It is very common that the secre-taries or 

administrative assistants of the top bosses pass and receive much information 
informally. 

 
Since grapevine is the most widespread and commonly used informal commu-nication 
network, we would discuss it in detail. The grapevine exists outside the formal channels and 
is used by people to transmit casual, personal, and social interchanges at 
work. It is an expression of their natural motivation to communi- cate. It consists of rumors, 
gossip, and truthful information. Its speed is very fast as compared formal communication. 
 
For instance, a study conducted by Keith Davis revealed that wife of a plant supervisor has a 
baby at 11.00 p.m. and a plant survey the next day at 2.00 p.m. showed that 46% of the 
management personnel knew of it through the grapevine. 
 
Patterns of Grapevine Communication 
 
The grapevine is active in almost every organization. Let’s take a look at how 
communication travels along the informal network-the well-known grape-vine. There appear 
to be four patterns to this form of communication. 
 
The single strand is the way in which most people view the grapevine. In this, person A tells 
something to person B, he tells that to person C, he tells that to another person down the line 
to Y and so on. This chain is least accurate in passing the information. 
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· In the gossip chain, one person seeks out and tells everyone the information that he has 
obtained. This chain is often used when information of an interesting but non-job related 
nature is being conveyed. 
 
In the probability chain, individuals are indifferent about whom they offer information to; 
they tell people at random, and those people in turn tell others at random. This chain is often 
used when the information is mildly interesting but insignificant. 
 
· In the cluster chain, person A conveys the information to a few selected individuals; some 
of those individuals then inform a few selected others. Research evidence shows that the 
cluster is the most popular pattern that grapevine communications take. That is, a few people 
are active communica-tors on the grapevine. As a rule, only about 10per  cent of the people 
in an organization act as liaisons who pass on information to more than one other person. 
Which individuals are active on the grapevine often depends on the message. A message that 
sparks the interest of an employee may stimulate him to tell someone else. However, another 
message that’s perceived to be of lesser interest may never be transmitted further. 
 
Grapevine show admirable disregard for rank or authority and may link organization 
members in any combination of directions- horizontal, vertical, and diagonal. As Kieth 
Devis puts it, the grapevine flows around water coolers, down hallways, through 
lunchrooms, and wherever people get together in groups. 
 
Merits of informal Communication 
 
The informal communication has the following advantages: 
 

1. Satisfies social needs of members - Man being a social creature needs to have 
social interaction. Informal communication satisfies this need very well. Also, it 
provides the workers an outlet to freely express their fears, views and thoughts. 

 
2. Better human relations - Informal communication is a very good way to promote 

good human relations in the organization. 
 
3. Speed - The informal communication (specially grapevine) is a very speedy 

network to spread the information. Managers may use the grapevine to distribute 
information through planned leaks or judiciously placed just between you and me” 
remarks. 

 
4. It works as a linking chain - It links even those people who do not fall in the 

official chain of command.  
 
5. It serves to fill the possible gaps in the formal communication. 

 
Limitations of Informal Communication 
 
The limitations of informal communication are as follows: 
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1. Not authentic - Informal communication is not authentic. Different per-sons may 

distort the message because of different interpretations. 
 
2. Responsibility cannot be fixed - Informal communication is oral in nature and it is 

very difficult to fix the responsibility of the communicator for the message 
transmitted. It may lead to generation of rumors in the organiza-tion. 

 
3. Not dependable - Informal channels may not always be active therefore is not 

dependable.  
 
4. It may lead to the leakage of confidential information. 
 
5. Incomplete information - Grapevine information is generally incomplete. 

 
Note that despite all these limitations, the informal communication system permits 
employees to satisfy their need for social interaction, and works parallel to the formal 
network. It can be used positively to improve an organization’s performance by creating 
alternative, and frequently faster and more efficient channels of communication. The 
mangers can do this if they pay due attention to informal communication networks. 
 
External Communication 
Communication is an ongoing process. It does not only take place with people within the 
organization but with people outside the organization as well. If a company has to survive in 
the competitive environment, it has to adopt the latter form of communication also. The 
image of the company is contingent upon the relationship that it maintains with people 
outside. External communication can take on a number of forms. 
 
1. Advertising 
2. Media interaction 
3. Public relations 
4. Presentations 
5. Negotiations 
6. Mails 
7. Telegrams 
8. Letters 
 
External communication could again be oral or written. The first three forms of 
communication mentioned above, viz. advertising, media interaction, and public relations, 
fall mainly within the domain of corporate communications. Establishing good relations, 
negotiating or conducting a deal, interacting with clients, issuing tenders, soliciting 
proposals, sending letters are all part of external communication. this is a different task as 
interaction takes place and varies between a host of people belonging to different 
disciplines, with different personalities and different expectations.  
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As communication proceeds with external customers, almost all skills needed for adept 
communication have to be brought to the fore to avoid any embarrassment or lapse in 
performance. While communicating at the internal level, an individual can, on a few 
occasions, be slightly relaxed. The same would not hold true if he is communicating at the 
external level. Much is at stake at the time of external communication as individuals are 
representatives of the companies, they need to protect the image of the organization and 
create a positive impression that has long-lasting impact.  
 
Dimensions of Communication 
 
Within an organization, communication may flow downward, upward, horizontally, or 
diagonally. Following discussion pertains to these dimensions of communication networks: 
 
Downward Communication 
 
Downward communication occurs when-ever messages flow from top of the organization 
through various levels to the bottom of the organization. There may be several types of 
downward commu-nications, namely-: 
 

1. Job procedures/instructions- directions about what to do or how to do the things. 
For example, when you restock the shelves, put the new merchan-dise behind the 
old stock” is an instruction. 

 
2. Job rationale- Explanation of purpose of doing a task in a certain way. For 

example, we rotate the stock like that so that the customers won’t wind up with 
stale merchandise” is a statement explaining the purpose of the instruction given in 
the above example. 

 
3. Policies and practices - Information about rules, regulations, policies, and practices 

to be followed. For example, II don’t try to argue with the unhappy customers. If 
you can’t handle them, call the manager” is an instruction about the practice 
followed in the organization. 

 
4. Feedback/motivation - Telling the subordinates about their performance and. 

motivating them, like- life you keep up the good work, you will be assistant 
manager by the end of the year”. 

 
Thus when we say downward communication, we mean that communication is flowing from 
upper rung of the ladder of the organization to the lower one, no matter what form it takes. 
This communication helps the subordinates to know what is expected of them and brings in 
greater job satisfaction and improves morale of the employees. 
 
The main problem with the downward communication is that when the information passes 
through various hierarchical channels, there are chances that it gets distorted by the time it 
reaches to the targeted person. Since the person giving the message has different level of 
understanding than that of the receiver, it may also happen that the way receiver interprets 
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the message is not what the sender wants to convey. Very often, in practice, the recipient not 
having the ability to understand the communication may hinder communication. The 
message may also be insufficient or unclear. An example would be a communication 
quoting the location of a meeting without any instruction on how to find that location. The 
message could be too big to be fully understood in the time available. An example would be 
a manager attempting to explain too much of a complex task at a time. The result may be 
confusion, or, at worst, exasperation. The message passes through many channels, it may get 
delayed. At times the message may get lost in between. However, these problems do not 
undermine the importance of downward communication. If the efforts are made to make 
direct and clear communica-tions, these may be overcome. 
 
Upward Communication - Messages flowing from subordinates to superiors are termed as 
upward communication. Some of the examples are given below: “We will have the job done 
by tomorrow” - is a reply to an equity from the boss. “The problem with the machine is 
continuing. It stops working after every hour and has to be restarted.” -subordinate 
informing unsolved work problem to the superior. 
 
Upward communication is important because It helps the top management in knowing about 
the attitudes, behaviour, opinions, activities and feelings of the’ workers on the job. On  the 
basis of such knowledge and information, the management may improve its behaviour, 
introduce motivational plans and improve its controlling function.  
 
Subordinates get an outlet for their grievances, suggestions, and opinions, etc. They may feel 
that they are contributing towards the goals of the organization. Despite the importance of 
upward communication, employees find it difficult to participate in it. Being frank with 
superiors can be risky, especially when the news is not what the boss wants to hear. Busy 
superiors may also be too occupied to pay attention to employees. Most of the responsibility 
for improving upward communication rests with managers. They can begin the process by 
announcing their willingness to hear from, subordinates. The management may use an open 
door policy, grievance procedures, periodic inter-views, group meetings and the suggestions 
book, etc. 
 
 

 
 
 
Horizontal and Lateral Communication - This is a communication between persons of 
same hierarchical level. The main object of this type of communication is to coordinate the 
efforts of different but related activities. The most obvious type of horizontal 
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communication goes on between members of the same division of an organization; office 
workers in the same department, co-workers on a construction project, For example – 
accounts department calls mainte-nance to get a machine repaired, hospital admission call 
intensive care to reserve a bed and so on.  
 
Horizontal communication helps in coordinating the activities of different departments at the 
same level. The departmental heads may sit together and thrash out problems/wastage of 
time, money, labor and-materials. The main problem is the difference in approach and vision 
of different functionaries, who look the things from their own angles. 
 
 

 
 
 
Diagonal or crosswise Communication - Diagonal communication cuts across functions 
and levels in an organization. When a supervisor in the credit department communicates 
directly with a regional marketing manager, who’s not only in a different department but 
also at a higher level in the organization,- they’re engaged in diagonal communication. 
Given the potential for problems, why would individuals resort to diagonal communication? 
The answer again is efficiency and speed. In some situations, bypassing vertical and 
horizontal channels expedites action and prevents others from being used merely as conduits 
between senders and receivers. Also, the increased use of electronic mail systems in 
organizations has made diagonal communication much easier. A major problem with this 
form of communication is that it departs from the normal chain of command. To minimize 
communication gaps,  most diagonal communications also encompass a vertical 
communication to superiors or subordinates who may have been bypassed. 
 
Communication is required at every level from every direction depending upon the 
situational need. Formal network channels facilitate the flow of information in every 
direction-downward, upward, horizontal, and diagonal. Although communication along 
every dimension entails its own merits and problems, we cannot do without any of them. 
 
The Strengths and weaknesses of each communication method are not just a factor of the 
media elements they can employ, but also the broad categories that they fall into. There are 
four independent dimensions that help considerably in categorizing 
the methods:  
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� Recorded v live 
 

� Passive v interactive 
 

� Local v remote 
� Push v pull 

 
 
Recorded 
Recorded communication is prepared in advance of its delivery. Examples are audio tapes 
and CDs; videotapes; CDROMs; letters, memos and reports; manuals; printed materials; 
faxes; e-mails; intranet pages and some radio and TV broadcasts. The advantages of 
recorded communication are that it delivers a consistent message each time; the message can 
be a considered one and the recipient can access the communication at a time that suits 
them. 
 
Live 
Live communication is delivered as it happens, in real-time.  Examples are live radio and 
TV broadcasts; one-to-ones; meetings; phone calls and video conferencing calls. The 
advantage of live communication is that it is immediate. 
 
Interactive 
Interactive communication is two-way. Each party in the process is able to send and receive 
communication. Examples are CD-ROMs (assuming they do not contain purely linear 
material); letters, memos and e-mails (to the extent that they are exchanged); the intranet (to 
the extent that interactive facilities are provided); one-to-ones; meetings; phone calls and 
videoconferencing calls. The advantages of interactive communication are the opportunities 
it provides for feedback; the greater degree of confidence it provides that the message has 
been understood; the recipient can to some extent control the pace of the communication and 
the message can be tailored to better meet the recipient’s needs. 
 
Passive 
Passive communication is one-way. The receiver is not able to respond directly to the 
communication. Examples are audio tapes and CDs; videotapes; manuals; printed materials; 
faxes; radio and TV broadcasts. The advantages of passive communication are that it 
requires 
less effort from the recipient and that, because there are no opportunities for interaction, it is 
quicker. 
 
Local 
Local communication is stand-alone and off-line. It occurs where you are, even though it 
might have been originated at a distance. Examples are audio tape and CDs; videotapes; 
CDROMs; 
letters, memos and reports; manuals; printed materials; one-to-ones and meetings. Faxes are 
local even though the process by which they are transmitted is not. The advantages of local 
communication are that no sacrifice has to be made to quality because of bandwidth 
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limitations and that there are fewer restrictions on where the media can be used or the 
communication can take place. 
 
 
Remote 
Remote communication is delivered at a distance. It is networked, on-line, transmitted. 
Examples are e-mails; the intranet; radio and TV broadcasts; phone calls and 
videoconferencing calls. The process by which faxes are transmitted is also remote. The 
advantages of remote communication are that there is no delay in getting the message to the 
recipient, wherever they are and that communication can take place over large distances. An 
advantage of remote, recorded media, such as intranet pages, is that they can be easily 
updated centrally. 
 
Push Push communications are sent to specific recipients. Examples are letters, memos and 
reports; faxes and e-mails; one-to-ones; meetings; phone calls and videoconferencing calls. 
The advantage of push communication is the greater certainty that it provides that a message 
will reach its target within an appropriate timeframe. 
 
Pull Pull communications are made available to be accessed at the recipient’s discretion. 
Examples are audio tapes and CDs; videotapes; CD-ROMs; manuals; printed materials; the 
intranet; radio and TV broadcasts.The advantages of pull communication are that it is less 
stressful for the recipient and that very large quantities of information can be made available 
at any one time. 
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Barriers of communication 
 
An activity as complex as communication is bound to suffer from setbacks if conditions 
contrary to the smooth functioning of the process emerge. They are referred to as barriers 
because they create impediments in the progress of the interaction. Identification of these 
barriers is extremely important. According to the role observed by the two participants, let 
us categorize the barriers as: 
 
· Sender-oriented 
· Receiver-oriented. 
 
Sender-oriented Barriers 
 
Sender-oriented barriers could be voluntary or involuntary. At any cost, efforts should be 
made on the part of the sender to identify and remove them. As the sender is the originator 
of communication, he should be extremely careful not to erect barriers. If his interaction 
gives rise to or indicates that there are barriers, the communication comes to a grinding halt. 
Some of the barriers that are sender-oriented are as follows: 
 
1. Badly Expressed Message. 
Not being well versed in the topic under discussion can create problems of this nature. The 
sender may not be able to structure his ideas accurately and efficiently. What he wishes to 
say and what he finally imparts may not be the same. The discrepancy emerges as soon as 
the words are uttered. In fact, one of the important criteria at the time of initializing a piece 
of communication is that ideas should be concrete and the message should be well 
structured. The receiver should not  feel that the interaction is a waste of time. The moment 
this feeling crops up, the listener totally switches off and thus ceases the process of effective 
communication. 
 
2. Loss In Transmission. 
This is a very minor issue but one that gains in magnitude when it leads to inability in 
transmitting the actual message. Once again, if the choice of the channel or medium is not 
right, the impact of the message is lost. This is mostly a physical noise. However, the 
responsibility lies with the sender, as he should ensure that all channels are free of noise 
before commencing communication. 
 
3. Semantic Problem 
High and big sounding words definitely look and sound impressive. But if the receiver is not 
able to comprehend the impact of these words, or if they sound ‘Greek’ or ‘Latin’ to him, 
the entire exercise proves futile. This problem could arise in the interpretation of the words 
or overall meaning of the message It is also related to the understanding of the intention 
behind a particular statement. For the receiver, e.g., the sanctity associated with the word 
“white” might be violated when the receiver uses it in a careless fashion. The idiosyncrasies 
of the receiver should be well understood by the sender if he does not wish these barriers to 
crop up at the time of communication. The look on the face of the listener should be 
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sufficient to warn the sender that he has overstepped his limits or he has been 
misunderstood. 
 
4. Over/ Under Communication 
The quantum of communication should be just right. Neither should there be excess 
information nor should it be too scanty. Excess information may confuse the receiver as he 
has to figure out the exact import of the message, and scanty information would make him 
grope for the actual intent of the message .The sender should ,as far as possible try to get the 
profile of the receiver so that at the time of communication he knows how much material is 
needed and how much can be done away with. Suppose he starts with some information that 
the receiver already possesses, the latter might lose interestas it is merely repetition of what 
he already knows . So b the time he arrives at the core of he matter , he had already lost the 
attention of the receiver. 
 
5. ‘I’ -Attitude. 
Imagine a piece of communication that begins and ends with the pronoun “I”. How tedious 
it is going to be for the listener to sit through the entire piece of interaction. If the sender 
starts every sentence with “I”, it gradually leads to what is referred to as the I-syndrome. He 
would not be receptive to changes, if suggested by the receiver; as such, changes would go 
against his personal formulation of certain views. 
 
6. Prejudices. 
Starting any piece of communication with a bias or know-it all attitude can prove to be quite 
detrimental to the growth of communication process. Though it is easier said than done, still, 
when communication commences, all sorts of prejudices should be done away with, and the 
mind should be free of bias. This would enable the sender to formulate his message, Mind, 
free of keeping only the receiver and his needs in mind. Thoughts like “Last time he said 
this...” or “Last time he did this...” or “He belongs to this group...” can totally warp the 
formulation of the message. This barrier can also be extended to the receiver. If the 
respondent starts with prejudices in mind, he too would be unable to listen to the intent of 
the message. His understanding of the message is going to be warped. The messages are 
going to be understood in relation to the prejudices that a receiver harbors against the 
sender. 
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Rules for Overcoming Sender – Oriented Barriers. 
 
These barriers are not insurmountable. Care and constant practice on the part of the sender 
can remove these barriers. Some of the rules for overcoming sender-oriented barriers are as 
follows: 
 
1. Plan and clarify ideas. 
Ideas should be carefully formulated/thought out before beginning any kind of 
communication. This can be done by following few steps. Primary among them is to test 
thinking by communicating with peers and colleagues. It is said that two minds are always 
better than one. Ideas, when discussed aloud with another person, necessarily take on a 
shape and form. Errors of logic, if any, get sorted out. In this process the concepts of others 
can also be collated and incorporated to make the communication richer and more fruitful. 
As these steps require preplanning and extra time, the sender should be highly motivated. 
Unless he is sufficiently motivated, he will not spend extra hours in planning the message 
and clarifying it by facilitating discussions with other  members in the organization. 
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2. Create a climate of trust and confidence. 
In order to win the trust and confidence of the receiver, the sender has to put in extra effort 
through which he is able to win the trust and confidence of the recipient. This is what we 
normally refer to as establishing sender credibility. If the receiver is convinced that the 
sender has his best interests at heart, he would be willing to pay attention to all that is being 
said and try to grasp the import of the message in the 
manner in which it is intended. 
 
3. Time your message carefully. 
Different occasions and different hours necessitate a change in the encoding of the message. 
The sender has to be careful of the time and the place he makes his statements. As all 
communication is situation bound, a statement made at an incorrect moment, or a wrong 
place can stimulate an undesired response. The most prudent step is to measure the import of 
the message in relation to the situation and then impart it. 
 
4. Reinforce words with action. 
Whatever statements are made should be reinforced by action on the part of the sender. The 
receiver should not feel that there are two codes at play, one for transmittal and the other for 
action. If there is harmony between the two, the decoder is mentally at peace, for his grasp is 
more accurate and thorough. 
 
5. Communicate efficiently. 
The sender can only ascertain whether communication has been effective when he confirms 
with feedback. The receiver on his part is also wary as he knows that he would be requested 
for feedback. Soliciting and receiving feedback is the simplest and the surest way of 
removing any barriers that might crop up in the course of communication as a result of 
either over communication or a semantic problem. Once all barriers to communication have 
been overcome, communication, it is said has been meaningful and purposeful. 
 
Receiver-Oriented Barriers 
 
Receiver can also have some barriers in the course of the interaction. Although his role in 
the initial phase is passive, he becomes active when he starts assimilating and absorbing the 
information. He is equally to blame if the situation goes awry and communication comes to 
a stop, or there is miscommunication.  
 
Some of the barriers emanating from the side of the receiver are as follows: 
 
1. Poor retention. 
Retention is extremely important during interaction. If the receiver has poor retention 
capability, he would probably get lost in the course of the proceedings. There would be no 
connection between what was said initially and what is being said now. He might counter 
statements instead of seeking clarifications that might lead to clamping on the part of the 
sender. If the decoder feels that his retention capacities are not good, a judicious strategy for 
him would be to jot down points. It does not portray him in a poor light. On the contrary, it 
shows how conscientious he is to get the message right. 
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2. Inattentive listening. 
The mind has its own way of functioning. It is very difficult to exercise control over ones 
mind. Listening is more of an exercise in controlling the mind and exercising it to assimilate 
messages. The errors in listening arise primarily because the receiver is either not interested 
in what is being said, or has other things to concentrate on. The art of listening is an exercise 
in concentration. 
 
3. Tendency to evaluate. 
Being judgmental and evaluative are both the starting points for miscommunication. 
Remember, one mind cannot perform two activities at the same time. If it is evaluating, 
listening cannot take place. Evaluation should always be a sequel to the listening process. It 
cannot be done simultaneously with listening. The minute sender opens his mouth, if the 
listener starts mentally pronouncing judgments concerning his style or content, he has 
actually missed out on a major part of what has been said. His 
responses naturally are then going to be incorrect or expose his misunderstanding. 
 
4. Interests and attitudes. 
“I am not interested in what you are saying” or “My interest lies in other areas”. Starting any 
piece of communication with this kind of indifference can thwart any attempts at 
communication. Fixed notions of this kind should be dispensed with. It is not possible to be 
interested in all that is being said. But to start any communication with this notion is 
hazardous. 
 
5. Conflicting information. 
Dichotomy in the information that the receiver possesses and that which is being transmitted 
can create confusion and result in miscommunication. Conflict between the existing 
information and fresh one results in elimination of the latter unless and until the receiver is 
cautious and verifies with the sender the reliability and validity of the message. The sender 
should convince the receiver that whatever is now being said 
is correct and relevant to further proceedings.  
 
6. Differing status and position. 
Position in the organizational hierarchy is no criterion to determine the strength of ideas and 
issues. Rejecting the proposal of a subordinate or harboring a misconception that a junior 
cannot come up with a “eureka” concept is not right. In fact, many companies have started 
encouraging youngsters to come up with ideas/ solutions to a particular problem. These 
ideas are then discussed among the senior managers and their validity is ascertained keeping 
the workings and the constraints of the company in mind. The basic purpose of this upward 
traversing of ideas is that fresh and innovative minds can come up with unique solutions. If 
an individual has been working in a particular company for some years, it is natural that his 
mind gets conditioned in a particular manner. Challenging newcomers to innovate, as a part 
of company policy takes care of ego problems that may arise if this is not a accepted norm. 
 
7. Resistance to change. 
Fixed ideas, coupled with an unwillingness to change or discuss, hampers listening and 
results in miscommunication. Novae concepts that require discussion before they can really 
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materialize, if rebuked, fall flat. The onus lies directly on the receiver who is unreceptive 
and unwilling to change. People with dogmatic opinions and views prove to be very poor 
communicators and erect maximum number of barriers. 
 
 
 

 
 
 
8. Refutations and arguments. 
Refutations and arguments are negative in nature. Trying to communicate with the sender on 
the premise that refutations and arguments can yield fruitful results would prove to be futile. 
Communication is a process in which the sender and the healthy receiver are at the same 
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level. The minute refutations or discussions arguments begin; there is a shift in balance 
between the two participants, after which the receiver moves to a conceived higher position 
and the sender remains at the same level. In case there are some contradictions that need to 
be resolved, discussion is the right way to approach. Listening to the views of the other, 
trying to understand or at least showing that there has been understanding, appreciating and, 
finally, positing own views should be the sequence to be followed. The strategy adopted 
should not make the sender feel small or slighted. 
 
 



73 | P a g e  

 

  
Business letter writing: Need, 
Functions and Kinds.  
 
Layout of letter writing.  
 
Types of letter writing:  
 
Persuasive letters,  
 
Request letters,  
 
Sales letters,  
 
Complaints and Adjustments. 

 

Business Letter Writing 
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Business Letter Writing 

 
 
Business letter writing: Need, Functions and Kinds.  
 
Definition of a Business Letter 
The business letter is the basic means of communication between two companies. It is 
estimated that close to 100 million Business Letters are written each workday. It is a 
document typically sent externally to those outside a company but is also sent internally to 
those within a company. Most business letters have a formal tone. You should write a 
business letter whenever you need a permanent record that you sent the information 
enclosed. Because you generally send business letters to other professionals, always include 
a formal salutation and closing. 
 
Purpose of a Business Letter 
 
You will write business letters to inform readers of specific information. However, you 
might also write a business letter to persuade others to take action or to propose your ideas. 
Business letters even function as advertisements at times. Consider the letters long-distance 
phone companies send to those not signed up for their services or the cover letter to your 
resume. Both of these serve to promote or advertise. Business letters can be challenging to 
write, because you have to consider how to keep your readers’ attention. This is particularly 
the case if your readers receive large amounts of mail and have little time to read. 
 
Writing business letters is like any other document: First you must analyze your audience 
and determine your purpose. Then you gather information, create an outline, write a draft, 
and revise it. The key to writing business letters is to get to the point 
as quickly as possible and to present your information clearly.  
 
Audience Analysis 
 
Writing a business letter is like any other type of technical communication. First you have to 
analyze your audience and determine your purpose. The typical audience is other 
professionals. However, you might also write business letters to your co-workers. These 
audiences generally require you provide a detailed background about your purpose. As a 
student, you may have to write business letters to your instructor or classmates. When 
composing academic business letters, consider what this audience already knows about the 
subject. 
 
For example, if you are writing a business letter to accompany a paper, does your audience 
already know what the paper is about? What further information do they require? What do 
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you require from them as a result? Because a business letter is a communication from one 
person to another, a letter must convey a courteous, positive tone. Look at the situation from 
your reader’s point of view and  adjust the content and tone to meet the audience’s needs. 
 
Audience Definition 
 
An audience is a group of readers who reads a particular piece of writing. As a writer, you 
should anticipate the needs or expectations of your audience in order to convey information 
or argue for a particular claim. Your audience might be your instructor, classmates, the 
president of an organization, the staff of a management company, or any other number of 
possibilities. You need to know your audience before you start 
writing.  
 
Determining your Audience Type 
 
Writers determine their audience types by considering: 
· Who they are (age, sex, education, economic status, political/social/religious beliefs); 
 
· What Level of Information they have about the subject (novice, general reader, specialist 
or expert);\ 
 
The Context in which they will be reading a piece of writing (in a newspaper, textbook, 
popular magazine, specialized journal, on the Internet, and so forth). You’ll need to analyze 
your audience in order to write effectively.  
 
Three Categories of Audience 
 
Three categories of audience are the “lay” audience, the “managerial” audience, and the 
“experts.” 
 
The “lay” audience has no special or expert knowledge. They connect with the human-
interest aspect of articles. They usually need background information; they expect more 
definition and description; and they may want attractive graphics or visuals. The 
“managerial audience may or may have more knowledge than the lay audience about the 
subject, but they need knowledge so they can make a decision about the issue. Any 
background information, facts, statistics needed to make a decision should be highlighted. 
The “experts” may be the most demanding audience in terms of knowledge, presentation, 
and graphics or visuals. Experts are often “theorists” or “practitioners.” For the “expert” 
audience, document formats are often elaborate and technical, style and vocabulary may be 
specialized or technical, source citations are reliable and up-to-date, and documentation is 
accurate.  
 
Academic Audiences 
 
Assuming you are writing a paper for a class, ask yourself who is the reader? The most 
important reader is probably the instructor, even if a grader will look at the paper first. Ask 
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yourself what you know about your teacher and his or her approach to the discipline. Do you 
know, for example, if this teacher always expects papers to be carefully argued? Has this 
teacher emphasized the importance of summarizing cases accurately before referring to 
them? Will this professor be looking for an “argument synthesis,” showing how the cases all 
support one point or will this professor be more interested in seeing how the cases 
complicate one another? In other words, take the time to brainstorm about what you’ve 
learned about the teacher to help you meet his or her expectations for this paper. You 
probably know more about the teacher than you think, and asking questions about how the 
teacher treats this material in class will help you remember those details to help you shape 
your paper. 
 
Nonacademic Audiences 
 
Nonacademic audiences read your writing for reasons other than to grade you. (Some 
teachers assign papers specifically asking students to write for nonacademic audiences). 
They will gain information from your writing. Think about writing a newsletter or a resume: 
an audience read these for information, only how they use the information varies. A 
nonacademic audience involves more than writing. Consider the following:  
 
You’ll have to determine who the audience is. 
You’ll have to think about what is an appropriate format to use. 
You’ll have to consider what is and is not an appropriate topic for your audience. (If you 
don’t have one already.) 
You’ll have to determine how your topic will fit the format. 
 
Audience Invoked Versus Audience Addressed 
 
An audience addressed versus an audience invoked is basically your real audience versus the 
reader you create through your text and introduction. In a way, you tell the reader who you 
want them to be. In a conference paper I’m writing, I start off by assuming that we’re (the 
reader and myself) sharing some presumptions. By saying that, I’m almost telling the reader 
who I want them to be. I’m creating an audience position that “Yes, there exists some 
reality.” But I’m also trying to create it for people who are going to approach this and say, 
“Okay there are things I think we all hold in common. I don’t say that in my text, but my 
text invokes it. The other audience, the real audience, is those who will be at the conference. 
Who’s at the conference and who reads the journal are not always the same.  
 
Teacher as Audience 
 
For most academic papers, the teacher is the explicit audience. But even within the same 
discipline, professors might expect quite different formats for papers. For example, in 
sociology, one professor might ask you to write mainly about your own experiences and 
your reactions to your experience. Another professor might want you to do library or field 
research about a social problem and never refer to your own experiences or attitudes toward 
that problem. Teachers will often try to give students more experience with writing to 
different audiences by targeting particular readers for a given paper. Then students address 
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the target audience (class members, members of a business community, congressional 
representatives, and so on), including the teacher as a secondary audience. When asked who 
their audience is, many students say, “It’s my teacher.” 
 
I think it’s useful for students to widen their sense of audience in order to realize that their 
specific teacher is, in fact, a representative reader from a particular academic field or 
discourse community. Their teacher may be a composition teacher, an English literature 
teacher, a historian, a chemist, a psychologist, or a biologist—and they want and expect 
writing that is appropriate for their field. In terms of their expectations about effective 
writing, each of these teachers “wants’ something slightly different, and those differences 
reflect the expectations of different academic areas. A composition teacher may want an 
introduction that gradually leads into the topic; a journalist may want an article that begins 
immediately with the most startling fact or event; a chemist may want to begin with a review 
of the research. Psychologists, literature professors, and historians may or may not want you 
to use your own personal experience, depending on the level (informal to formal) of the 
writing. Not all-academic writing has the same requirements, and those requirements are not 
so much personal whims (Professor Jones hates it when I use first-person or “I”!) as they are 
the expectations of that particular academic discourse. 
 
So when you are writing an essay, imagine writing not just for your teacher, but for your 
teacher as a representative of a larger group of readers who belong to that particular 
academic area. That awareness may help you see that the requirements of that assignment 
are not just strange or quirky, but make some sense in the larger context of that particular 
academic discourse. 
 
Layout of letter writing.  
 
General Format 
 
When you write a business letter, you will follow a general format. However, your instructor 
or your company may have specific requirements that you must use. For instance, a 
company might have a particular way of presenting a salutation or may even use a specific 
type of letterhead. Because a business letter is an effective way to communicate a message, 
its format should allow readers to quickly grasp information. Information should stand out to 
readers as they scan the document. Remember, a business letter reflects your 
professionalism. 
 
� Heading or Return Address 
� Inside Address 
� Attention Line 
� Subject Line 
� Salutation 
� Body 
� Complimentary Close and Signature 
� Reference and Enclosure Lines 
� Copy Line 
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Letterhead or Return Address 
 
Readers should always be able to quickly locate your contact information. This information 
is located at the top of the business letter in the return address or by using the company’s 
letterhead. This includes: 
 
Name 
Address 
Phone number 
Company logo or letterhead 
 
The letterhead and the date the letter will be sent (usually printed two lines below the 
letterhead) make up the heading. When printing on blank paper, use your address (without 
your name) and date as the heading. 
 
Print only the first page of any letter on letterhead stationary, with subsequent pages on 
blank paper, with the heading looking like this: 
 
Ms.Lata Maheshwarit 
Page 2 
May 23, 1999 
Do not number the first page. 
Inside Address 
The inside address is your reader’s full address. This includes the reader’s: 
 
Name 
Position 
Organization (as the company calls itself) 
Complete mailing address 
 
If your reader has a courtesy title, such as Professor, then use it. Otherwise use Mr. or Ms., 
unless you know the reader prefers Miss or Mrs. These should also appear identically on the 
envelope. For example: 
 
Dr. Ram Malhotra, Professor ICU Technical College 
New Delhi, 110004 
 
Attention Line 
When you cannot address a business letter to a particular person, use an attention line: 
Attention: Human Resource Manager Use the attention line if you want an organization to 
respond even if the person you write to is unavailable. In this instance, put the name of the 
organization or division on the first line of the inside address, and the attention line 
immediately afterwards: 
 
Department of Journalism, 
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New Horizon University 
ABC Lane,Banglaore 
Attention: Dr. Anil Mehta, Department Chair 
 
Subject Line 
 
Use a brief phrase or keywords to describe the content of the business letter: 
 
Department of Journalism, 
New Horizon University 
ABC Lane,Banglaore 
Attention: Dr. Anil Mehta, Department Chair 
Subject: Admission Requirements 
 
Salutation 
 
A business letter should always include a salutation. This is to whom the letter is addressed. 
Salutations add a personal touch to your letter. If unsure to whom you should address a 
letter, always call an organization to find a contact. You should also 
use a colon rather than a comma because a comma is less professional. 
 
Dear Dr. Mehta: 
Dear Sir or Madam: 
 
If you have no attention or subject line, put the salutation two lines below the inside address. 
The traditional salutation is Dear followed by the reader’s courtesy title and last name. 
When addressing a group of people, use one of the following salutations: 
 
Ladies and Gentlemen: 
Gentlemen: (if all the readers are male) 
Ladies: (if all the readers are female) 
 
Body 
 
The body of a business letter is typically single-spaced and has three paragraphs: 
 
Introductory paragraph 
One or more body paragraphs 
Concluding paragraph 
 
Like essays written for college courses, a business letter introduces one main idea and then 
supports this idea. At the end of the letter, always include a way for your readers to contact 
you. Finally, consider how your letter looks. If you have nothing but paragraph after 
paragraph of text, you might use lists to draw attention to specific information. Lists are 
effective ways to present information because they break down large amounts of text and are 
visually pleasing. Lists are especially useful when you have to convey steps, phases, years, 
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procedures, or decisions, and can be bulleted or numbered. When creating a list, consider 
writing phrases, fragments or even questions and answers. By avoiding full sentences in a 
list, your information is concise and more likely to engage your readers.  
 
For example, to receive a degree in engineering, you must complete the following: 
 
Core Courses 
Elective Courses 
Complimentary Close and Signature 
 
Business letters should end with a closing, such as: 
Sincerely, 
Cordially, 
Best regards, 
Yours very truly, 
 
Capitalize only the first word in the complimentary close, and follow all phrases with a 
comma. 
You should also remember to sign and type your name under the closing. 
 
End Notations 
If someone else types your letters, the reference line identifies this person, usually by 
initials. It appears a few spaces below the signature line, along the left margin. The writer’s 
initials come first, and they are capitalized. 
 
For example, if Nina sharma wrote a letter that Ajay Singh typed, it would appear like this:  
 
NS/AS. 
 
If the envelope contains any documents other than the letter itself, identify the number of 
enclosures: Enclosure or 
Enclosure (1), which means two documents 
In determining the number of enclosures, count only the separate items, not the number of 
pages. 
 
Copy Line 
The copy line is used to let the reader know that other people are receiving a copy of the 
document. Use the following symbols: 
 
c: for copy 
pc: for photocopy 
bc: blind copy 
 
Follow the symbol with the names of the other recipients, listed either alphabetically or 
according to organizational rank. If you do not want your reader to know about the other 
copies, type bc on the copies only, not the original.  
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Effective Writing 
Even though no one formula exists for a perfect business letter, some basic guidelines will 
help you, regardless of the form, purpose, and audience of the document. Many executives 
still prefer a written document over other forms of communication, because the document 
can serve as a contract, the facts will be on record in writing, and executives do not have to 
rely on memory. 
 
This is why it is important to write a good business Letter, and the principles below will help 
you do so. 
 
Empathy 
Persuasion 
Tone 
 
Empathy 
Empathy means to care about someone’s feelings or ideas. A well-written business letter 
will convey the feeling that the writer does care about the reader and is genuinely interested 
in working together to solve a problem or discuss a concept. To write a good letter, put 
yourself in the reader’s shoes and try to anticipate the reader’s reaction to your comments. 
By doing this, you are more likely to choose more appropriate words and use the correct 
tone. 
 
Persuasion 
Every business letter is in some degree a sales letter, because you are always requesting a 
response or course of action. Therefore, the following principles of persuasion will help you 
compose and efficient and effective Business Letter: 
 
Plan according to the reader’s reaction 
 
Write with the “you” attitude- the state of mind where you always emphasize the benefits to 
the reader and subordinate your interests. This can be accomplished by using empathy and 
the words “you” and “your” often 
 
Adjust the language to the reader and use terms and concepts that the reader is familiar with. 
Write positively and with confidence 
 
Tone 
 
Tone is the use of accent and inflection to express a mood or emotion in speaking or writing. 
Many times it is not what you say in a business letter, but how you say it. It is a good idea to 
always consider your tone so that you do not risk upsetting the reader, thereby lessening the 
chances your requests and comments will be respected. 
 
You can avoid making mistakes with tone by using the following techniques: 
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Avoid the “I” attitude by having more emphasis on the reader and not yourself 
Avoid extreme cases of humility, flattery, and modesty 
Avoid condescension 
Avoid preaching your ideas 
 
12 Rules for Writing GREAT Letters 
 
You write letters to request information, request action, provide information or describe an 
event, decline a request, and express appreciation. 
 
When you write letters to the school, you want to express concerns and educate your reader 
about your child’s problems. You want your letters to create a good first impression. This 
article, 12 Rules for Writing Great Letters, will help you accomplish your objectives. 12 
Rules is the companion article to The Art of Writing Letters.  
 

1. Before you write a letter, answer these questions.  
 
Why? Why am I writing? What am I trying to accomplish? 
What? What do I want? What are my goals? 
Get three blank sheets of paper. 
On the first sheet write “WHY? Why am I writing this letter?” 
On the second sheet write “WHAT? What are my goals in writing this letter?” 
On the third sheet write “Other Thoughts.” 
 
Brainstorm. Write down your thoughts. Make lists. Don’t worry about writing in sentence or 
prioritizing. Your goal is to dump your thoughts from your brain onto these sheets of paper. 
Write down any additional ideas and thoughts on the third sheet of paper. You will write 
down your important thoughts in less than ten minutes. Do not allow yourself to obsess 
about details. You are interested in the Big Picture. 
 

2. First Letters are Always Drafts 
 
You write letters to: 

1.  Make a request 
2.  Clarify an event 
3.  Decline a request 
4.  Express appreciation 
5.  Create a paper trail 

 
Some letters have more than one purpose. Because letters you write to schools are so 
important, you need to do it right. If you anticipate resistance, you may begin by telling a 
story to get the reader’s interest. Let’s see how Kathryn’s mother used the story telling 
method to begin an important letter to the school: I’d like to share a story about Kathryn 
with you. This year, when Kathryn turned four, we had a birthday party for her. 
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She looked very grown-up in her pink dress. More than a dozen friends from pre-school and 
dance class came to her party. You can imagine what this was like. The children were 
laughing, singing, shouting, and creating a huge ruckus. We had a big chocolate birthday 
cake. The children were covered with icing. As we watched our daughter with her friends, 
we felt so proud of her. She was laughing, shouting, giggling with her friends. Only we 
knew how hard she worked for this day. 
 
Kathryn is hard of hearing. With hearing aids, she can hear at almost the same level as 
normal children. But if Kathryn had gone into the public school program with hearing 
impaired children, she wouldn’t be able to have a birthday party with friends who laugh, and 
sing, and shout. In the public school program, the children don’t learn how to sing or shout 
or speak. Their classroom is very quiet. If we had allowed her to attend the public school 
program, Kathryn would have learned to communicate through sign language and lip 
reading.  All of Kathryn’s friends communicate by oral speech, not sign language. Kathryn 
would not be able to speak, listen, giggle with her friends. 
 
Do you see how Kathryn’s mother begins her letter “I’d like to share a story with you . . .” 
Gradually, the letter shifts as the mother makes her case. She leads the reader into agreeing 
that placing Kathryn in a class where children don’t speak or listen is not appropriate. 
 

3. Allow for “cooling off” and revision time. 
 
After you write the first draft, put your letter away for a few days. DO NOT SEND IT! 
Firing off a letter is one of the most common mistakes parents make. You must give 
“cooling off” and revision time. Later, parents say “But they said I had to respond right 
away.” Ninety-nine percent of letters from the school system DO NOT require you to 
respond immediately. 
 
A “cooling-off period” allows you to look at your letter more objectively. If you send a letter 
without allowing for “cooling off” and revision time, you’ll probably damage your 
credibility and your position. Sometimes, this damage is impossible to repair. 
 

4. You are always negotiating for services.  
 
As you are learning, you negotiate with the school for special education services. If you are 
negotiating with the school for special services or with a car dealer for a car, the principles 
are the same. You never begin negotiations by telling the other side what your “bottom line” 
is. In negotiations with schools, parents often make the mistake of being too open. Parents 
think they have to share everything with the school - immediately. They hope that by 
sharing everything, they’ll be rewarded with the help their child needs. This doesn’t happen. 
You need to share the results of all evaluations and any other new information with the 
school, as soon as you receive it. However, you do not need to share your wish list or your 
bottom line. 
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5. Never threaten.  
 
Never telegraph your punches! You’ll remember that in the first chapter of this Tactics 
section, the parents wrote two letters. In their first letter, they made several threats. In their 
second letter, they made no threats, and told their story in a compelling way. If you make 
threats (i.e., “we’re going to call our lawyer”), you may experience temporary relief but 
you’ll pay a high price later. As a negotiator, one of the most powerful forces you have on 
your side is the “Fear of the Unknown.” When you threaten, you are telling the other side 
what you plan to do. If you tell them what you plan to do, you have told them how to protect 
themselves. At that moment, you lose your advantage - which is the wonderful, powerful 
Fear of the Unknown.  
 
Never telegraph your punches – you will destroy their power and effectiveness. 
EXAMPLE of Fear of the Unknown 
 
You went to the doctor to get the results of your annual physical, including your lab work. 
As your doctor, I come in and tell you that: The results of your blood work are very 
concerning. However, I’m behind schedule right now. We need to admit you to the hospital 
as soon as bed space is available - probably tomorrow or the next day. I don’t have time to 
discuss the results with you right now. I’m behind schedule and have other patients waiting. 
I’ll be in to talk with you after you are admitted. Fear. Panic. What happens now? You’ll 
imagine the worst case scenario. 
 
Now, let’s change the facts. You are at the doctor’s office to get the results of your physical. 
As your doctor, I come in and tell you that: Some of your blood work is not clear. It’s 
probably only ABC and if it is ABC, we have nothing to worry about. The worst case 
scenario is that you have XYZ. XZY is inconvenient but it’s certainly not life threatening. 
Nine times out of ten, people have ABC. However, it’s still important for us to rule out 
XYZ. Unfortunately, we can’t run the additional tests here. We just aren’t equipped to do it. 
So, we need to send you to the hospital where they have more sophisticated equipment. We 
can schedule your admission tomorrow or the next day. This is not so important that we 
have to do it today. Can you feel the difference? When you know what you’re facing, is your 
fear as intense? No. 
 
If you don’t fill in answers – if you don’t telegraph your punches - then the fear of the 
unknown will force the other side to attribute more power to you. Because they’ll be in the 
“fear of the unknown,” they’ll wonder what you’re going to do – and they’ll imagine a worst 
case scenario. 
 

6. Assume that you won’t be able to resolve your dispute.  
 
A special education due process hearing will be held - and you will not be able to testify or 
tell your side of the story. These are important assumptions. These assumptions are one of 
the keys to successful letter writing. Assume things will get worse. Assume that success in 
securing services for your child depends on how well you describe the events that cause you 
to write to the school. A letter you write today may sit in your child’s file for months or 
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years. If things blow up later, these letters can be the most compelling evidence in your 
favor.  
 

7. Make your problem unique. 
 
If you are writing a letter about a specific problem (i.e., a teacher’s refusal to follow an IEP), 
present your situation as unique. You want the person who reads your letter to see your 
problem as different. You want them to think “Wow! We’ve never had this problem 
before!” By presenting your problem as unique, you’re trying to avoid “We ALWAYS 
handle ABC situations this way. We ALWAYS have handled ABC situations this way. We 
ALWAYS will handle ABC situations this way. We can’t 
make exceptions for you.” 
 
If you present your situation as unique, it won’t be listed in the Bureaucrat’s Big Book of 
Rules and Procedures. Remember: bureaucracies are inflexible and rule-bound. By 
presenting your situation as unique, you can sometimes get people in the system to see 
things differently. If they see things differently, they may be able to handle things 
differently. 
 

8. You ARE writing letters to a Stranger.  
 
You are NOT writing letters to the school. When you write a letter to the school, you are 
really writing a “Letter to the Stranger.” Why? You have to assume that someone outside 
your school system will decide this issue. This person will have no personal interest in you 
or your child. This person won’t care what “program” your child is enrolled in. When you 
write letters, keep this Stranger in your mind’s eye. Who is this Stranger? What does he look 
like? How does he think? 
 
The Stranger is an older person who has worked hard all his life. He’s conservative, fair, and 
open minded. He knows that life is often difficult and unfair. He doesn’t have much patience 
with complainers. He’s more sympathetic to people  who have a plan to solve problems. He 
dresses casually. When he sits down to read your letter, he sips a cup of tea and lights his 
pipe.  
 
The Stranger doesn’t know you, your child, or your situation. Your letter gives you the 
chance to sell the Stranger on the justice of your cause. You can describe the problem and 
tell the Stranger what should be done to make things right. Judges are Strangers. Most 
judges aren’t knowledgeable about special education or children with disabilities. When you 
write letters, you are also trying to educate and inform this person. 
 

9. You write business letters to the school.  
 
When you write business letters, you use tactics and strategy (your brain). You do not 
demand, threaten, ventilate anger or frustration (your emotions). If you are writing an 
important letter to the school, you want it to be smooth, polished, and professional. Begin 
your letter chronologically and develop it chronologically. To see how this is done, go back 
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and read the original “Letter to the Stranger” at the beginning of this section. The letter 
began like this: 
 
Dear Mr. So and So: 
We received a letter from you dated February 1, and were very perplexed by the content. 
To put my letter into the proper context, let me go back to the beginning . . . 
 
Do not attack or express anger. Resist the urge to take cheap shots. 
 

10. Never make judgments. 
 
“What a jerk you were! You didn’t have enough guts to be straight-up with us!” 
NO! Never be judgmental. You want the Stranger to be interested, not anxious. Provide 
information logically, then let the Stranger draw conclusions. You want your Stranger to 
conclude “What a jerk!” 
 
 

11. You are telling a story.  
 
Write your letter chronologically. Don’t broach the main issue in the first paragraph of your 
letter. Tell your story chronologically, weaving in your facts. Your objective is to write a 
letter than is interesting, and easy to follow. Remember, when you write a letter to the 
school, this is your chance to “present your case” and tell your story. The Stranger won’t 
understand the background or history unless you provide this information. You can provide 
background information very naturally and easily by going back to the beginning and 
writing a chronological story. 
 
For example: “On DATE, our son entered your program because . . .  
 
You can move the clock earlier if this helps you tell the story. “We realized that our 
daughter’s problems were serious when she was unable to communicate with others 
by her third birthday.”  
 
Where should you begin? Begin wherever you want. In your mind, you know when things 
“began.” Then, continue to tell your story: “Then this happened  When she started school.” 
 
You are telling a story and you are using your facts. Select your facts carefully and keep 
your opinions to a bare minimum. As you tell the story, you’re planting seeds in the 
memories of Strangers who read your letter later. Let these Strangers water the seeds using 
their own imaginations!  There is another reason to write chronologically. If you jump from 
issue to issue, the reader will get confused, then frustrated. Readers have negative reactions 
to people who write letters that are hard to follow. The Stranger may get angry at you if he 
can’t figure out your point. If the Stranger gets frustrated, he will quit reading – and he’ll 
blame you for this frustration. You don’t want this to happen to you. 
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12. Write letters that are clear and easy to understand. 
 
Letters provide you with an opportunity to make your case while you create a positive 
impression. An important part of the impression you make will depend on how you express 
yourself. We don’t like to think that our writing skills need improving. Unless you are a 
professional writer or editor, you will need to spend time improving your writing skills in 
four areas: clarity, brevity, interest, accuracy.  
 
ALWAYS read your letters aloud. This is a valuable tip from professional editors. 
ALWAYS have at least one outside person read your letters. Your “reader” should be 
someone who will tell you the truth, especially when you don’t make things clear or you 
need to tone the letter down. Ask your “reader” to pretend that he or she is a Stranger.  
 
You want your reader to tell you if answered the three questions we listed at the beginning 
of this chapter: 
 
• What am I trying to accomplish? 
• What do I want? 
• What are my goals? 
 
The answers to these questions must be clear. After your “Stranger” has read the draft of 
your letter, ask the person to answer these questions. If the reader cannot answer these 
questions clearly means you haven’t expressed yourself clearly. Remember: your letter is to 
the Stranger, not the special ed supervisor or the building principal. If you find yourself 
explaining your real point to the reader, stop, and write down the explanation. Incorporate 
this into your letter.  
 
Letter Writing Tips 
 
Make It Clear 
 
It’s incredibly easy to get side-tracked when writing letters. This is especially true if you’re 
feeling upset or emotional. Remember: You’re writing to make a point, clarify an event, 
make a request, and create a paper trail. Refer back to the sheets of paper you used during 
the brainstorming stage. Have you answered these three questions? 
 
 
• Why are you writing? 
• What is the point you want to make? 
• What do you want? 
 
Talk out loud. Avoid vague words, jargon, and long rambling sentences. Use short words 
when possible. If you naturally use long words to express yourself, try substituting short 
words that mean the same thing. Long rambling letters put people off because they are hard 
to read. You don’t want this to happen. You want the reader, your Stranger, to enjoy 
reading your letter. 
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Make It Short 
 
Say what you have to say. Be succinct. Most people don’t have the time to read long letters. 
If you repeat yourself, you’re wasting the reader’s time and your letter will generate a 
negative response. Keep your message short and to the point. There is one exception to this 
rule. If you are writing a letter to request a due process hearing, then the letter needs to be a 
comprehensive “Letter to the Stranger.” This letter should tell story, from the beginning, 
using visual imagery. 
 
Make It Alive 
 
Speak directly to the reader. Use the same words and figures of speech you use in your day-
to-day speech. Think about the Stranger as a real person. Visualize the Stranger and imagine 
yourself talking with him about your problems. This is the person you are writing to. You’re 
not firing a letter off to the person who chaired the IEP meeting and didn’t have the courage 
to tell you that the school had just suspended your child, as you see in the example below. 
Use words like “you,” “we,” “us,” “our” to make your letter more personal. Everyone who 
reads the letter will feel that the message is directed at them.  
 
Make it RIGHT 
 
Letters filled with errors are distracting. Readers get so distracted by misspelled words and 
poor grammar that they miss the point. If you send a letter that’s filled with mistakes, your 
real message is that you are sloppy and careless. If you prepare your letter on a computer, it 
will be easier to read. The Stranger will thank you for little touches like this.  
 
Your goal is to eliminate all spelling, grammatical, and formatting errors from your letters. 
The problem? We don’t notice our own errors! The solution? Always have at least one 
other person proof-read your letters. Try to locate more than one proof-reader. Buy a book 
about “How to Write Business Letters.” Letter writing is an art. A well written letter is a 
pleasure to read. It’s also very hard work. 
 
Types of letter writing:  
 
Persuasive letters 
 
STRATEGIES FOR WRITING PERSUASIVE LETTERS 
 
I.  PURPOSE OF THE LETTER 
 
The purpose of the persuasive letter is to promote a product, service, idea, issue, or change 
which the intended reader may be hesitant to accept or may know little about. 
 
II. PREWRITING QUESTIONS 
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To write an effective persuasive letter, you should answer the following questions carefully. 
 

1. What is the product, service, idea, issue, or change you are promoting? 
2. Who is your intended audience?  What are your readers' beliefs, problems, and 

preferences?  How do you view the readers regarding your purpose--agreeable, 
neutral, antithetical? 

3. What possible objections may prevent your readers from responding favorably to 
what you are promoting? 

4. What questions are these readers likely to have about your product, service, or 
idea? 

5. What benefits will the readers gain from accepting your product, service, or idea?  
How can you best demonstrate these benefits? 

6. What specific action do you want the readers to take, and when do you want the 
readers to take it? 

7. How can you best attract and sustain your readers' attention?  What detail, word 
choice, and slant will be most appealing? 

8. How can you convince your readers that you are honest, logical, common-
sensical, sincere, and reliable? 

 
III. WRITING STRATEGIES 
 
Because your readers might be reluctant to purchase your product, grant your claim, or 
respond favorably to your request, you have to establish a bond with them before 
specifically stating your purpose. 
 
This bond should be established through use of a core appeal or selling point, a theme you 
introduce in the opening paragraph and use as a key organizing principle for your letter.  
Whether you decide to emphasize durability of a product in a sales letter, reputation in a 
complaint letter, or recognition in a favor-seeking letter, the appeal you select should arise 
from careful consideration of both audience and purpose. 
 
In any persuasive request you write, a three-component plan will serve you well.  This plan 
includes core appeal, supporting detail, and action. 
 

1. Introduce a core appeal.  Your task in the opening component is to establish a bond 
with your reader, to present a central appeal which serves as a foundation upon 
which you can build. (1)To establish firm footing with your readers, determine their 
circumstances, interests, and potential needs.  (2)Once you have analyzed your 
readers, you might compliment them, ask a challenging question, or entice them with 
an appeal to interests you have identified.  (3)You may suggest your purpose in this 
opening component, but slant details to encourage readers' favorable response before 
you explicitly state the action you would like your readers to take.  

 
2. Provide supporting detail.  Your task in the second component is to convince your 

readers that what you are proposing is worthwhile and justified or that there are good 
reasons to choose your product or service. 
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If you are requesting a favor, making a claim or complaint, or asking for changes in policy 
or performance, provide all relevant facts and details.  Try to anticipate and respond to all 
possible questions (including potential objections) which the reader may have.  Demonstrate 
through your detail, organization, and tone that your request is factual, logical, and 
reasonable.  Whenever possible, interweave reader benefits. If you are composing a sales 
letter, describe those features of your product or service relevant to your readers' interests 
and needs.  Use psychological detail and reader benefits when describing the features.  You 
might also consider presenting proof of the reader benefits:  evidence, facts, testimonials, 
performance statistics, guarantees--carefully chosen details that will appeal to your readers 
and support the core appeal you have chosen. 
 

3. State clearly the action you would like your readers to take.  Your task in the third 
component is to motivate your readers to act by specifying what they should do. 
Your clear statement of action desired should be the logical conclusion of your 
preceding core appeal and supporting detail.  Include a date for action if  appropriate 
and provide aids to easy action (e.g., phone number, addressed and stamped 
envelope, simple order form, or reply card).  In addition, provide a final reader 
benefit (either explicit or implied) as a stimulus to action. For sales letters, be sure to 
describe any special inducements (e.g., free gift, free trial, special price for limited 
time) that might seal the readers' decision to act. 

 
IV.  REVISION TIPS 
 
To persuade readers to accept your product, service, or idea, reread your letter, considering 
carefully the following questions: 
 

1. Have you described clearly the product, service, or idea you are promoting? (Placing 
descriptions in highly visible parts of the letter, such as in opening or closing lines of 
the letter or of individual paragraphs, will make your letter more effective.) 

 
2. Have you encouraged a positive response from the readers by making reader benefits 

prominent and credible? 
 
3. Have you chosen the line of argument most likely to persuade your readers?  

(Remember that in situations requiring persuasive letters, there is generally no built-
in motivation for the readers to respond favorably.) 

 
4. Are you sure that the action you want readers to take is clearly described, easy to 

complete, and dated when appropriate? 
5. Are you sure that your letter is as concise and interesting as possible?  (Most readers 

automatically discard long and monotonous letters.) 
 
6. Is your tone consistently courteous and professional? 
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Request letters 

A vast number of situations warrant the use of a letter of request. Here are some examples:  

� When asking for an interview  
� Asking for a letter of recommendation  
� Making a request for information  
� Asking for a raise  
� Asking for an employment reference letter  
� Asking for donations 

General Tips for Writing a Letter of Request 

The following suggestions will help you write an effective sample of a letter of request:  

1. Keep it simple. In the first paragraph, tell the recipient why you are writing.  
2. If appropriate, give the person you are writing to pertinent information to help 

them remember who you are. For example, if you are writing to a former professor, 
explain what class you were in and the year. In the case of writing to a former 
supervisor, remind the person when you worked with them. These details help 
readers place where they know you from.  

3. Briefly explain what it is that you want the reader to do. If there is a deadline 
involved, share that information as well.  

4. Give the reader all the information they need to comply with your request.  
5. Include any supporting documentation the recipient may need.  
6. List your contact information, including full name, mailing address, phone number 

and e-mail address in the body of the letter. Ask the reader to contact you if they 
have any questions or concerns about your request.  

7. Thank the person for their assistance.  

A Sample of a Letter of Request 

Here is a sample letter of request:  

Your Return Address  

[Date]  

Mr./Ms. J. Smith XYZ Company 123 Sesame Street Your Town, Your State Zip 
Code/Postal Code  
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Dear Mr./Ms. Smith:  

Re: Request for an Interview  

My name is [your name here] and I am writing to request an interview to discuss available 
positions in the [name of department] with your company. [If you were referred to the 
company by someone you know, be sure to include this information here. "James Ray, who 
is an employee in your Sales Department, suggested that I contact you."]  

I am a graduate of [name of educational institution you attended] and I have [x] years of 
experience in the field of [name of industry or field of study]. I am currently looking for new 
employment opportunities and I would like to have the opportunity to discuss how my skills 
and abilities can be of benefit to your company.  

I will contact you by phone next week to set up a convenient time when I can discuss my 
qualifications. I will bring my resume with me at that time. If you have questions or would 
like more information, please feel free to contact me by phone at [area code and number 
here]. I can also be reached by e-mail at [your e-mail address here].  

Thank you for taking the time to consider my request, and I will be in touch with you soon.  

Sincerely,  

[Your Name Here]  

Sales letters 
 
Sales letters play an important part in the sales process. Some of the functions include 
identifying new prospects, responding to inquiries, following up on sales calls, 
acknowledging an order, problem solving and getting repeat business. 
 
Follow the guidelines below to write the perfect sales letter, then watch your profits soar! 
 
Okay, let's get started! First, gather a few sales letters that grab your attention from your 
own mailbox. Give particular notice to the look, wording, and the way the information is 
organized. Keep those models in mind as you begin to write. 
 
Create a short, powerful headline. Center it on the page. Use large type, bold, or color—
something to set it apart from the body of the letter. Experiment also with a font that is 
different from the one used in the text. But remember these rules of design: no more than 
two fonts, and do not mix two serif fonts or two sans serif fonts. Try a combination of one 
serif font, such as Times New Roman, and one sans serif font, such as Arial. 
 
Start the body of the letter with a polite but personal tone. 
 
Example: “Dear .” Use the potential customer's name. Talk to him or her as a friend. 
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Ask a question that lists the greatest benefits of your offer. How will your product or 
service make your reader's life better? Why is your product or offer better than your 
competitor's? 
Example: “How would you like to receive (first benefit) and (second benefit)? Read on! 
This might be the most important letter you ever receive.” 
 
Tip: DO NOT ask a question that can be answered with “yes” or “no.” You should control 
both the question and the answer! 
 
Answer the question in one or two sentences. Explain why your product or service is 
essential or special. Achieving a better quality of life is a universal theme. 
 
Examples:  

� “Here's why ...”  
� “Here's how ...”  

 
Address doubts before your potential customer has a chance to think of them: 
 
Examples:  

� “Sound too good to be true? I thought so when I first learned about . . .”  
� “I know this sounds outrageous. I'd be skeptical too.”  
� “Do these results sound unbelievable? I thought so too, but then ...”  

 
Give a convincing answer: 
 
Examples: “But the more I learned about . . . , the more I knew that I should give it a try. 
Here's why you should too ...” 
 
List three good reasons that demonstrate how your product will make the reader's life 
better, make him feel more secure, or motivate him to action. Keep the reasons short and 
powerful. Use statements that suggest positive results, facts, and figures. 
 
Examples:  

� “Four out of five doctors recommend ...”  
� “Research shows that no other company can . . . like we can.”  
� “Four out of five customers agree that ...“  

 
Tip: Keep your vocabulary simple, short, and to the point. 
 
Now describe the special features and benefits of your product or service. A feature is 
something that makes your product or service extraordinary, essential or valuable. A feature 
describes what your product or service is or what it has. The benefit of the feature is what 
the feature will do for the reader. Bullet points are good to use here—they draw the eye to 
this important section. Benefits sell while features often do not. Many sales letters list 
benefits only. Others list both features and benefits. Writers often make the mistake of 
listing features only. 
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List three or five features with their special benefits. 

� Feature 1—Benefit 1  
� Feature 2—Benefit 2  
� Feature 3—Benefit 3  

 
Tip: Odd-numbered lists seem to work better than even-numbered lists. 
 
Ask and answer one final question to lead the reader into the finer points of the offer. You 
may expand upon the features and benefits that you included in your answer. 
 
Example: You may ask how we can possibly do all this? Here's how ...” 
 
Endorsements sell because they establish credibility. List several short, enthusiastic 
testimonials that reinforce the features and benefits you have listed. 
Example: “But you don't have to take my word for it. Here's what our satisfied customers 
are saying.” 
 
Shoot holes in your competitors' offers. 
 
Examples:  

� “No one can match this offer.”  
� “Do not buy this product elsewhere unless it has these features: One . . . Two . . . 

Three . . .”  
� “Sure, others will try to sell you a product of lesser quality, but can they offer you: 

One . . . Two . . . Three . . . ?”  
 
Cost-to-value ratio is enormous. Boldly state that your product or service has a real value 
of at least ten times the price. These value statements need to be clear and crisp, with not too 
many details. Perhaps your product can save valuable time, or make a huge difference in 
lifestyle, or replace another higher-priced product, etc. 
 
Examples:  

� “You'll get over ten times your money's worth in value! Guaranteed!”  
� “Extraordinary savings!” (or quality, add-on products, longevity, warranty, etc. )  
� “We offer you unbelievable quality for only one-tenth the usual price.”  

 
Summarize. Briefly describe the complete product or service. You can remind the reader 
about the features and benefits, but don't list them. Rather, add several similar features and 
benefits and place a high value on them. 
 
Example: “So here's everything you get . . . 
Price and urgency. Make a stipulation, then repeat the offer: 
 
Example: “If you respond by (date), you pay only $______. That's right, for the price of two 
movie tickets and popcorn you pay only $______, if you respond by (date).” 
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If this letter is to create a lead, tell your prospect what he/she must do to contact you by a 
certain deadline. Be sure to make it easy to respond by including your business name, phone 
number, web site, etc. Ask the customer for all of the information you need, such as first and 
last names, phone number, address, etc. Make an optional request for the customer's email 
address so that you can send future offers by email as well. 
 
Premiums. Bundling a free bonus (a premium) for acting by the deadline is an excellent 
motivator. Be sure to give the bonus value—as much or more than the purchase price is a 
good idea. If you don't have an idea for a premium, you can search the web for e-books or 
informational reports for which you can purchase reprint rights—an excellent and 
inexpensive idea that has a high value margin. 
 
Example:“Order today and I'll send you —a $50 value! But remember, I am offering this 
free bonus for a limited time . . . so order now!” 
No-risk guarantee. You've heard and read many assurances before. 
 
Examples:  

� “Buy completely at our own risk . . . ”  
� “You pay nothing unless you are totally satisfied.”  
� “There is no risk with our complete satisfaction, money-back guarantee!”  
� “No questions asked. Simply return the product within 30 days and we'll refund your 

money in full.”  
Add the clincher. 
 
Example: “Remember, you keep the free bonus(es). Even if you decide to take advantage of 
our No Risk, Total Satisfaction, Money-back Guarantee, the bonus(es) are yours to keep—
our gift(s) to you for simply trying our ...” 
These are all good business tactics, but consider adding a postscript to restate an important 
benefit and reinforce the urgency of the offer. 
 
Don't forget the envelope: your all-important introduction! 
In order to get someone to open your envelope, you first need to get past the “junk mail” 
perception! 
 
Use a teaser on the envelope—a few words that imply a benefit. 
Examples: “Free $50 gift offer enclosed.” 
Use labels that express urgency. 
Examples:  

� Urgent  
� Time-Sensitive  
� Express  
� Hand Deliver  
� Official  

 
Use real stamps. Real stamps attract more attention than metered mail and you have your 
choice of which books to buy at the post office. 
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Use a return address and choose the font carefully. Use a readable script font such as 
Andy that looks like you have hand-written the letter. Credibility sells. This is the first place 
that you sell yourself or your company. Some people include their personal photos. The 
absence of a return address sends a junk mail message. 
 
Use official-looking envelopes. Envelopes that appear to have been sent by a governmental 
agency are usually opened and read. 
 
Complaints and Adjustments Letters 
 

Complaint Letters 

A complaint letter requests some sort of compensation for defective or damaged 
merchandise or for inadequate or delayed services. While many complaints can be made in 
person, some circumstances require formal business letters. The complaint may be so 
complex that a phone call may not effectively resolve the problem; or the writer may prefer 
the permanence, formality, and seriousness of a business letter. The essential rule in writing 
a complaint letter is to maintain your poise and diplomacy, no matter how justified your 
gripe is. Avoid making the recipient an adversary.  

1. In the letter, identify early the reason you are writing — to register a complaint and 
to ask for some kind of compensation. Avoid leaping into the details of the problem 
in the first sentence.  

2. State exactly what compensation you desire, either before or after the discussion of 
the problem or the reasons for granting the compensation. (It may be more tactful 
and less antagonizing to delay this statement in some cases).  

3. Provide a fully detailed narrative or description of the problem. This is the 
"evidence."  

4. Explain why your request should be granted. Presenting the evidence is not enough: 
state the reasons why this evidence indicates your requested should be granted.  

5. Suggest why it is in the recipient's best interest to grant your request: appeal to the 
recipient's sense of fairness, desire for continued business, but don't threaten. Find 
some way to view the problem as an honest mistake. Don't imply that the recipient 
deliberately committed the error or that the company has no concern for the 
customer. Toward the end of the letter, express confidence that the recipient will 
grant your request.  
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Adjustment Letters 

Replies to complaint letters, often called letters of "adjustment," must be handled carefully 
when the requested compensation cannot be granted. Refusal of compensation tests your 
diplomacy and tact as a writer. Here are some suggestions that may help you write either 
type of adjustment letter:  

1. Begin with a reference to the date of the original letter of complaint and to the 
purpose of your letter. If you deny the request, don't state the refusal right away 
unless you can do so tactfully.  

2. Express your concern over the writer's troubles and your appreciation that he has 
written you.  

3. If you deny the request, explain the reasons why the request cannot be granted in as 
cordial and noncombative manner as possible. If you grant the request, don't sound 
as if you are doing so in a begrudging way.  

4. If you deny the request, try to offer some partial or substitute compensation or offer 
some friendly advice (to take the sting out of the denial).  

5. Conclude the letter cordially, perhaps expressing confidence that you and the writer 
will continue doing business.  
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Departmental Communication: Meaning, 
Need and types:  
 
Interview letters,  
 
Promotion Letters,  
 
Resignation letters,  
 
Newsletters,  
 
Circulars,  
Agenda,  
Notice,  
Office memorandums,  
Office orders,  
Press release. 

 

Departmental Communication 
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Departmental Communication 

 
 
Departmental Communication: Meaning, Need and types:  
 
Organizations distinguish their audiences as internal or external; employees are an internal 
audience. The types of communications that are used for addressing employees are 
departmental and  include personnel handbooks, Intranets (websites that are private and for 
internal company use only), announcements of personnel changes or benefits, important 
news such as financial reports or organization wide changes. (Often, a company will inform 
its employees of announcements or news that are expected to be covered by the media.)  But 
the basic requirement is to write letters. Following are the important letters required in the 
departments 
 
� Interview letters,  

 
� Promotion Letters,  

 
� Resignation letters,  

 
Interview letters 
 
Interview letters should be straight, clear, non-ambiguous. They should give proper details. 
Te sample letter is shown below  
 
Dear John (SRN: 89117145) 
 
Thank you for applying for the position of Java/J2ee with Struts & Ajile with the client 
IBM. 
 
This email is to schedule your interview for above position. 
 
Your interview has been scheduled for 08/03/2010. 
 
Please note that if you do not appear for this interview, we will conclude that you are not 
available for this position.    
 
Please note that this interview has been scheduled with your consent and confirmation. It is 
therefore important and a good practice to attend this interview without fail.  
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Please call me at 0176-5471100/2200 or e-mail me at manish.del@ibm.com if you have any 
queries.   
If you have not received any call regarding Interview scheduled, then please send mail to 
webmaster@ibm.com so that we can take the necessary correctives at our end.  
 
Regards 
Manish 
 
Promotion Letters  

A Promotional letter carries the following points. 

1. Start with that the Company is Satisfied or pleased with the employees performance 
so far. 

2. Based on that the company would like to promote the employee to so and so post. 

3. Job responsibilities for the new post 

4. Revised Salary Amount 

OFFER LETTER FORMAT 

To, 

[Name] 

[Address] 

Dear [name] 

Reg: OFFER LETTER FOR THE POST OF BUSINESS DEVELOPMENT EXECUTIVE 

Based on your performance in the aptitude test and in the interview held on the 10th APR 
1999, we are pleased to offer you the post of business development executive in our factory, 
wherein you will be the part of the sales team. 

You will be paid the salary of Rs.3500.00(Rupees three thousand five hundred only), you 
will be in probation for six months, if we find you suited, you will be confirmed and 
revisions in you salary structure and designation will take place accordingly. 

You can be terminated without any show cause notice during your probation period. On 
confirmation three months notice to be given either way or salary in lieu of.. 

If all these terms are agreeable with you, kindly sign on the duplicate copy and return the 
same to the HR department within two working days. 
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Thanking you 

Your faithfully, 

(Name) 

MANAGER HR 

PROMOTION LETTER FORMAT 

To, 

[Name] 

[Address] 

Dear [name] 

Reg: PROMOTION TO THE POST OF BUSINESS DEVELOPMENT MANAGER 

Based on your overall performance and the feedback received from all the departments we 
are pleased with the sterling performance, coupted with your ability to independently handle 
pressure and responsibility entrusted to you in terms of business development. 

We have decided to promote you as a Business Development Manager, Whereby you will 
have added responsibilities in forming a strong sales team, training them and bringing the 
best of each individual. You will report directly to the general manager from now on. 

Your revised salary will now be Rs.25,000/- (Rupees Twenty Five Thousand Only) the 
break up of which will be given. 

We expect that this will be taken as an incentive for you to achieve and outclass your 
previous performances. 

Thanking you 

Your faithfully, 

[Name] 

MANAGER H 
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ANOTHER PROMOTION LETTER FORMAT 

 
_____/HRD/___ Date_____________ 
 
 
Mr/ Ms. ____________ 
 
___________________ 
 
___________________ 
 
___________________ 
 
Dear Mr./ Ms. _____________, 
 
Consequent to the review of your performance during the last year, we are pleased to 
promote you as ___________________________________. 
 
We are sure you will make best use of the opportunity offered to you and contribute 
substantially to the success of our organization as you have done in the past and fully justify 
the confidence placed in you by the management. 
 
A separate communication on the details of your salary revision is being sent to you. 
 
Wishing you all the best. 
 
 
For Company name 
 
Name: ___________ 
 
Designation: ______________ Name Of Employee 
 
Regards, 
 
Amit Seth. 
 
Resignation letters  
 
It’s good to have a few sample resignation letters to choose from when it’s time for you to 
write one. While certainly not complicated, there’s a nuance to good business 
communication and that’s important even when announcing termination of employment 
 
Writing a Resignation Letter 
Resignation letters contain three major points:  
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 You’re leaving the organization.  
 When you’re leaving.  
 Additional information, which varies depending on the relationship with the 

company and how much you want to tell.  
 
The Dos 

 Keep it simple and to the point.  
 Maintain professionalism.  
 Abide by company policy for notice and means of announcement.  

 
The Don’ts 

 Ramble on and on. Stick to the facts.  
 No badmouthing of the company, supervisors or coworkers.  
 Resist the urge to point a finger: “well, if this wouldn’t have happened, I wouldn’t be 

leaving.”  
 
 
Sample Resignation Letters 
Although it may be a company formality, when the time comes to leave your job, it’s 
recommended that you write a direct and respectful resignation letter. There’s no need to 
compromise your professionalism, even if your reasons for leaving are due to less than 
desirable circumstances. You may run from an organization screaming on the inside but 
projecting an air of cool composure on the outside.  
 
Hopefully you’ll find exactly the right sample resignation letter, or at least an idea, to fit 
your circumstances in the following examples. Once you have your letter written, don't 
forget to date and sign your document.  
 
Simple 
Dear Marvin,  
This is to formally announce my resignation. As per our company policy, I am rendering a 
two-week notice, effective today. My last day of employment will be Friday, December 8.  
 
I wish you and everyone at A Plus Micro good luck in the future.  
Sincerely,  
I.M. Leaving  
 
General 
Dear Marvin,  
This is to inform you that I am resigning from A Plus Micro. My last day will be Friday, 
December 8.  
 
My experiences here have helped me define my goals, and I have accepted a sales manager 
position with another company. It was a difficult decision, but one I feel will add to my 
career growth.  
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Thank you for all of your help. Please be assured that I will do all I can to settle my accounts 
in preparation for my departure.  
 
Sincerely,  
I.M Leaving  
 
Friendly 
Dear Marvin,  
It is with mixed emotions that I submit my resignation today. My last day will be Friday, 
December 8.  
 
In the five years I’ve been with A Plus Micro, I feel I’ve truly become a professional. 
You’ve been instrumental in my development and I thank you. I’ve been offered a position 
as sales manager, and feel it is the appropriate next step in my career.  
 
Please know I’ll do what I can to settle all accounts and prepare them for my replacement. If 
there’s anything else I can help with during this transition, please don’t hesitate to ask.  
Thank you for all the opportunities.  
 
Most Sincerely,  
I.M. Leaving  
 
Shorter Notice 
Dear Marvin,  
This is to inform you of my decision to leave the company effective Friday.  
 
I have accepted a sales manager position with another company, and they’ve requested I 
start on Monday. I understand that our company policy requires a two-week notice, but I 
hope you will assist me in this move. Please be assured that I will do whatever necessary 
this week to settle accounts in preparation for my departure.  
 
I wish you and the team at A Plus Micro all the best.  
 
Sincerely,  
I.M. Leaving  
 
In the Event of a Counteroffer 
Dear Marvin,  
As per our conversation yesterday, please accept this notice of resignation, effective Friday, 
December 8.  
 
I am grateful for all the opportunities I’ve experienced at A Plus Micro, but after careful 
consideration, I’ve decided to accept a position with another company.  
 
I sincerely thank you for your guidance and generosity.  
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All the best,  
I.M. Leaving  
 
Newsletters 
 
A newsletter is one of the best ways to keep your name in front of the eyes of your clients, 
your associates, and others that may be in your target market. A newsletter allows you to 
show them that you are more than just someone who is looking for projects to work on. And 
a newsletter shows that you are willing to pass on information that will help them run their 
own businesses. 
 
Newsletters can be produced in several formats. For businesses, the most economical and 
most readily acceptable newsletter formats are plain text emails, HTML emails, HTML page 
on your website, PDF, and print. Each newsletter format has its own advantages and 
disadvantages. We will discuss few types of newsletters used in the organization in the 
following sections. 
 
Circulars 
 
Circular letters are the cycle of business dealings. A circular is a communication meant to 
convey information of a business firm to customers, business Mends etc. In the course of 
business, occasions will arise to send out circular letters. The sender aims giving certain 
information to the public. There are also other ways to communicate or advertise in 
newspapers or journals. 
 
Generally printed or cyclostyled circular letters have a few advantages such as, less 
expenses, any number of letters can be posted in a day, to a certain extent the personal meet 
of the sales agents can be substituted, and the recipient, if interested, may call upon the firm 
or the sales agent, and so the agent need not wait to have an appointment. The objectives of 
circular letters are: To obtain publicity for a merchandise, to impress the readers with the 
facts about the firm and the products, to make the readers more interest in their contents, to 
attain the confidence of the readers and to stimulate sales. 
 
A circular letter is one that carries a communication to a number of addresses. The basic 
difference between a circular and a general letter is that, whereas the former is addressed to 
many persons, the latter is addressed to only one person. Circular letters are to be read by a 
large number of people, whereas general letters arc personal and private in nature. 
 
Agenda 

Agenda is a list of topics to be discussed or business to be transacted during the course of a 
meeting, usually sent prior to the meeting to those invited to attend. It is very common to get 
meeting invites without any agenda. Also, often times recurring meetings do not have their 
agenda updated every week. Imagine being invited to a meeting and not knowing what it is 
about? Also, are you supposed to be prepared for the meeting? Are you one of the 
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presenters? How often do you sit in discussions that run over time? How do you know any 
of these if there is no agenda? 

Include an agenda in any meeting. This helps to keep the discussion focused. When you 
identify a name next to each agenda item and how much time they have to make their point, 
it helps them to be prepared. As the leader, it helps you to do your job well. A little 
preparation can go a long way. Send the agenda as soon as you can reasonably do so. Also 
ask the team for inputs on if they think something else should be included. This gives them 
an opportunity to speak ahead of time & avoid surprises. 

As the leader, it is also important that you respect everyone’s time and interest. Having a 
clear agenda with time limits for each topic sends the message to the team that every minute 
matters. If anyone is late for the meeting, move on to the next topic instead of keeping the 
rest of team waiting. For a recurring meeting, this sends a strong message on the importance 
of punctuality. 

When you find someone going on a tangent, you can point to the agenda objectively and tell 
them that for the purposes of this discussion & in the interest of time it will be good if we 
can focus on the topics at hand. If their topic sounds very interesting, you can offer to either 
set up a separate meeting or to add to next week’s agenda. This will help them to save face 
as well. Keep in mind, it is not just about what you do, it is also how you do it. You want 
your team to leave the room feeling respected & considered. 

Notice 
 
The act of observing; perception; A written or printed announcement; Formal notification or 
warning; A published critical review of a play etc; : To observe or take notice of; : To 
detect; to perceive with the mind. 
 
We also see notice in a newspaper or public record presumed to be legally sufficient notice 
of actions taken, for example, the recording of liens, escheats of abandoned property to the 
state, and so on. Constructive notice is enforceable under the law if given in a legally 
prescribed manner. Distinguish from actual notice, in which a person is notified of a pending 
action by letter or in person 
 
Some of the regular examples used in the organization are:  
 

1. An announcement containing information about a future event; "you didn't give me 
enough notice"  

 
2. The act of noticing or paying attention; "he escaped the notice of the police" [syn: 

{observation}, {observance}]  
 

3. A request for payment; "the notification stated the grace period and the penalties for 
defaulting" [syn: {notification}]  
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4. A notification (usually written) of the intention to withdraw from an arrangement or 
contract; "we received a notice to vacate the premises"; "he gave notice two months 
before he moved"  

 
5. A sign posted in a public place as an advertisement; "a poster advertised the coming 

attractions" [syn: {poster}, {posting}, {placard}, {bill}, {card}]  
 

6. Polite or favorable attention; "his hard work soon attracted the teacher's notice"  
 

7. A short critical review; "the play received good notices" 
 
Office Memorandums  
 
Memorandum of a company/office is its principal document. No company can be registered 
without it. the purpose of this memorandum is to enable the shareholders ,creditors and 
those who deal with the company. 
 
In short it has 

13. A short note written as a reminder. 
14. A written record or communication, as in a business office. 
15. Law. A short written statement outlining the terms of an agreement, transaction, or 

contract. 
16. A business statement made by a consignor about a shipment of goods that may be 

returned. 
17. A brief, unsigned diplomatic communication. 
18. It gives the details about the extent of powers of the company 

 
It consists of the following clauses 

1 The name clause 
2 The registered office clause 
3 The objective clause 
4 The liability clause 
5 The capital clause 
6 The association or subscription clause 

 
Office orders 
At this time if I explain you about the office orders, it will be confusing. So better way to 
explain this is to see the difference between the following 
 
Office Memorandum - This form is generally used for corresponding with other 
departments or in calling for information from or conveying information to its employees. It 
may also be used in corresponding with attached and subordinate offices. It is written in the 
third person and bears no salutation or supersession except the name and designation of the 
officer signing it. 
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Office order - This form is normally used for issuing instructions meant for internal 
administration, e.g., grant of regular leave, distribution of work among officers and sections, 
appointments and transfers, etc. 
 
Notification - This form is mostly used in notifying the promulgation of statutory rules and 
orders, appointments and promotions of gazetted officers, etc. through publications in the 
Gazette of India. The composition of the gazette, the types of matters to be published in each 
part and section thereof, the instructions for sending the matter for publication therein and 
for sending copies thereof are indicated in Appendix. 
 
Circular - This form is used when important and urgent external communications received 
or important and urgent decisions taken internally have to be circulated within a department 
for information and compliance by a large number of employees. 
 
Press Release. 

A press release, news release, media release, or press statement is a written or recorded 
communication directed at members of the news media for the purpose of announcing 
something claimed as having news value. Typically, they are mailed, faxed, or e-mailed to 
assignment editors at newspapers, magazines, radio stations, television stations, and/or 
television networks. Commercial press release distribution services, such as PR Newswire, 
PR News Channel and Business Wire, are also used to distribute them. 

The use of a press release is common in the field of public relations, the aim of which is to 
attract favorable media attention to public relations professional's client and/or provide 
publicity for products or events marketed by those clients. A press release provides reporters 
with the basics they need to develop a news story. Press releases can announce a range of 
news items such as: scheduled events, personal promotions, awards, news products and 
services, sales and other financial data, accomplishments, etc. They are often used in 
generating a feature story or are sent for the purpose of announcing news conferences, 
upcoming events or change in corporation. 

A press statement is information supplied to reporters. This is an official statement or 
account of a news story that is specially prepared and issued to newspapers and other news 
media for them to make known to the public. 

Technically, anything deliberately sent to a reporter or media source is considered a press 
release: It is information that has been released by the act of being sent to the media. 
However, public relations professionals often follow a standard format that they believe is 
efficient and increases their odds of getting the publicity they desire. The format is supposed 
to help journalists separate press releases from other PR communication methods, such as 
pitch letters or media advisories. 



109 | P a g e  

Some of these common structural elements include: 

� Headline — used to grab the attention of journalists and briefly summarize the 
news. 

� Dateline — contains the release date and usually the originating city of the press 
release. If the date listed is after the date that the information was actually sent to the 
media, then the sender is requesting a news embargo, which journalists are under no 
obligation to honor. 

� Introduction — first paragraph in a press release, that generally gives basic answers 
to the questions of who, what, when, where and why. 

� Body — further explanation, statistics, background, or other details relevant to the 
news. 

� Boilerplate — generally a short "about" section, providing independent background 
on the issuing company, organization, or individual. 

� Close — in North America, traditionally the symbol "-30-" appears after the 
boilerplate or body and before the media contact information, indicating to media 
that the release has ended. A more modern equivalent has been the "###" symbol. In 
other countries, other means of indicating the end of the release may be used, such as 
the text "ends". 

� Media contact information — name, phone number, email address, mailing 
address, or other contact information for the PR or other media relations contact 
person. 

As the Internet has assumed growing prominence in the news cycle, press release writing 
styles have necessarily evolved. Editors of online newsletters, for instance, often lack the 
staff to convert traditional press release prose into more readable, print-ready copy. Today's 
press releases are therefore often written as finished articles which deliver more than just 
bare facts. A stylish, journalistic format along with perhaps a provocative story line and 
quotes from principals can help ensure wider distribution among Internet-only publications 
looking for suitable material. 
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Business Writing 

 
 
Aids to correct Business writing 
 
The basics of good business writing are easy to learn. The following guide provides the 
phrases that are usually found in any standard business letter. These phrases are used as a 
kind of frame and introduction to the content of business letters. At the end of this guide, 
you will find links to sites that give tips on the difficult part of writing successful business 
letters – arguing your business objective. By using these standard phrases, you can give a 
professional tone to your English business letters.  
 
The Start  
Dear Personnel Director,  
Dear Sir or Madam: (use if you don't know who you are writing to)  
Dear Dr, Mr, Mrs, Miss or Ms Smith: (use if you know who you are writing to, and have a 
formal relationship with - VERY IMPORTANT use Ms for women unless asked to use 
Mrs or Miss)  
 
Dear Frank: (use if the person is a close business contact or friend)  
 
The Reference  
With reference to your advertisement in the Times, your letter of 23 rd March, your phone 
call today,  
 
Thank you for your letter of March 5 th .  
 
The Reason for Writing  
I am writing to inquire about  
apologize for confirm  
 
Requesting  
Could you possibly?  
I would be grateful if you could  
 
Agreeing to Requests  
I would be delighted to  
 
Giving Bad News  
Unfortunately  
I am afraid that  
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Enclosing Documents  
I am enclosing  
Please find enclosed  
Enclosed you will find  
 
Closing Remarks  
Thank you for your help Please contact us again if we can help in any way.  
there are any problems.  
you have any questions.  
 
Reference to Future Contact  
I look forward to ... 
hearing from you soon.  
meeting you next Tuesday.  
seeing you next Thursday.  
 
The Finish  
Yours faithfully, (If you don't know the name of the person you're writing to)  
Yours sincerely, (If you know the name of the person you're writing to)  
 
Best wishes,  
Best regards, (If the person is a close business contact or friend)  
 
Sample Letter  
Here is a sample letter using some of these forms:  
 
Ken's Cheese House  
34 Chatley Avenue  
Seattle, WA 98765  
Tel:  
Fax:  
Email: kenny@cheese.com  
October 23, 2006  
Fred Flintstone  
Sales Manager  
Cheese Specialists Inc.  
456 Rubble Road  
Rockville, IL  
 
Dear Mr Flintstone:  
 
With reference to our telephone conversation today, I am writing to confirm your order for: 
120 x Cheddar Deluxe Ref. No. 856  
 
The order will be shipped within three days via UPS and should arrive at your store in about 
10 days.  



113 | P a g e  

Please contact us again if we can help in any way.  
 
Yours sincerely,  
 
Kenneth Beare  
 
Director of Ken's Cheese House  
 
Practical Grammar (basic Fundamentals) 
 
Note: Already been explained in unit 1. Please refer there 
 
 
Sentence errors-Punctuation,  
 
Note: Already been explained in unit 2. Please refer there 
 
 
Vocabulary building.  
 
Note: Already been explained in unit 2. Please refer there 
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Business Etiquettes 

 
 
Business manners 
 
Whether you are aware of it or not, first impression does make a major difference in 
achieving business objectives.  Business experts have preached the value of knowing proper 
business etiquette, including practicing good manners, for close to fifty years.  
 
Having good manners will help you regardless of the business you are in.  Any time you 
make contact with a client or perspective client, you are making a mini-presentation of 
yourself, ultimately representing your company, service and/or products.  
 
I keep hearing more and more from top executives that people skills are very important, in 
many cases even more important than technical skills. But how can you mind your manners, 
if you do not know the rules.  It is never too late to take the initiative to begin your own 
professional development.  Here are some pointers to keep your manners sharp. 
 
Address individuals by their honorific or title: There is so much informality in the 
workplace today that in many offices business is lost, and goodwill destroyed, because of 
total disregard for properly addressing clients.  The proper way to address a client is to greet 
them using their honorific or title followed by their last name.  It is up to the client to ask 
you to call them by their first name.   
 
In business, the proper way to refer to a woman is "Ms.," regardless of their marital status. 
This is more than a passing fad; it was established in the seventeenth century as an 
abbreviation for "Mistress."  
 
Enunciate your greeting: It's sad but true we've become a nation of name-tumblers when 
we introduce ourselves or other people; this is major problem especially on the telephone.  
We need to slow down and pronounce our names slowly, clearly and distinctly.  At first it 
may feel as if you are exaggerating your name, but you are really helping the other person 
and improving overall communication.  
 
Refer to individuals frequently by their names: Take the time and make the effort to pay 
attention to the name of the person you are being introduced to.  A person's name means 
everything to them.  To build rapport with a client, mention their name at least three times 
during the conversation.  It will help you remember their name and make a connection - they 
will remember you.  A person's name is the sweetest music to their ears.  
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Make contact: There are few physical contacts that are appropriate in business; the most 
important and acceptable is your handshake.  Your handshake is a non-verbal clue that 
indicates to the other person whether or not you are a take charge person. For example, a 
firm and strong handshake suggests that you are decisive, in control. Now think of the 
impression you had after shaking hands with someone that presented a weak, slippery or 
lifeless handshake.  What did that make you think of them? 
 
The rules for shaking hands are: extend your hand with the thumb up, clasp the other 
person's entire palm, give two or three pumps from the elbow, avoiding both the painful 
''bone crusher'' and the off-putting ''wet fish'' shake, and look at the person directly in the 
eyes with a smile. 
 
Smile: This seems very simple, but it's amazing how people's moods and words are 
misjudged because their expressions are often overly-serious. A smile shows that you like 
yourself; you like your current place in the world and you're happy with the people you're 
interacting with. No one will say you're crabby if you're smiling.  A smile says, I'm 
approachable and confident. 
 
Make eye contact: Every time a person begins talking to you, look them in the eye and 
smile first, then get on with the conversation. Also, when you enter a room for a meeting 
smile and look around at everyone. If you want to start talking to one person - or even a 
group - come up to them and smile.  Again, this is another way to say, I'm approachable.  
 
Introduce people with confidence: Most people hate making introductions, because they 
do not know how to properly make them. Introducing people with confidence is a great way 
to impress your customers.  In business, introductions are determined by precedence.  The 
person who holds the position of highest authority in an organization takes precedence over 
others who work there.  For example, you introduce your company's president to a 
colleague.  
 
The basic rule is: the name of the person of greater authority is always spoken first. The 
name of the person of lesser authority is always spoken last.  For example, "Mr./Ms. 
Greater Authority, I would like to introduce Mr./Ms. Lesser Authority."  A second example, 
would be: the name of the Senior Executive is always spoken first. The name of the Junior 
Executive is always spoken last.  "Mr. Senior Executive, I would like to introduce Mr. 
Junior Executive, from the accounting department.  Mr. Senior Executive is our Director of 
Public Relations." 
 
`Learning the rules of business etiquette is not hard to do, it is not costly, and it is the best 
professional development tool any business person can use to increase their chances of 
success.  People truly desire to do business with those that make them comfortable and 
know how to best handle themselves in a variety of situations.  Practicing good business 
etiquette is well worth the investment and pays back in spades. 
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Body language gestures 
 
Gestures are a form on nonverbal communication in which visible bodily actions are used to 
communicate particular messages, either in place of speech or together and in parallel with 
spoken words. Gestures include movement of the hands, face, or other parts of the body. 
Physical non-verbal communication such as purely expressive displays, proxemics, or 
displays of joint attention differ from gestures, which communicate specific messages. 
Gestures are culture-specific and can convey very different meanings in different social or 
cultural settings. Although some gestures, such as the ubiquitous act of pointing, differ little 
from one place to another, most gestures do not have invariable or universal meanings but 
connote specific meanings in particular cultures. A single emblematic gesture can have very 
different significance in different cultural contexts, ranging from complimentary to highly 
offensive. 
 
‘Lagaan’ you couldn’t have failed noticing the aura of strength and confidence that the Amir 
Khan character portrays. The other characters that flag him also convey the same. You do 
not hear any dialogue or a word or any explanation and yet you know that these are a 
determined bunch. Isn’t it a beauty that without any verbal communication you can still 
gauge their state of mind? That is the power of body language, which conveys more than 
what words do. Going back to the poster again notice how the eleven characters stand. You 
will find one thing in common. Legs splayed shoulder length apart, balancing the body, 
hands on the hips or on the side and the head held high with the eyes staring straight at you. 
The message thus conveyed is grit, a challenge and the confidence to fight back. Our body 
language determines the type of message we send across and influences the overall outlook 
of our interactions. Watch any great orators and see how they put a spell on their audience to 
listen in rapt attention. See how they use their hand and facial gestures to hammer their 
message across. Body language is the dividing line between a speaker and an orator. 
Adopting correct body language is extremely essential if you want to leave a positive impact 
on others. It is also seen that people with good body language have a more chance of being 
liked by others. So, if are looking to correct your body language then go through the article 
below for tips on body language gestures. 
 
Body Language Meanings 
 
Erect Body 
When you display an erect body or walk briskly with the body erect then it is the sign of 
confidence. Standing or walking erect conveys that you are ready and able to face anyone or 
anything. 
 
Hands on Hips 
Keeping the hands on the hip displays aggression. It also sends across the message that you 
are in a state of readiness. 
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Legs Crossed 
When you sit with your legs crossed with the foot tapping lightly then it is the sign of 
boredom. Boredom can also be signified if you rest your head on your hand and with down 
cast eyes. 
  
Legs Apart 
Sitting with the legs spread apart is the sign that you are relaxed. This posture also signifies 
that you are open for any communication. 
  
Arms Crossed 
If you keep your arms crossed then you spread across the message that you are in a 
defensive state. 
 
Shoulders Hunched 
When you are in a dejected mood then you will be in a posture where your shoulders will be 
hunched and your fists in your pocket. 
 
Hand On Cheek 
This body gesture portrays that you are in a brooding state of mind. In this position others 
will think that you are in deep thinking. 
 
Rubbing The Nose 
If you are talking to somebody and you unconsciously rub your nose lightly then the other 
person will get the impression that you do not believe what you are saying. That is either 
you are lying or doubting. 
  
Clasping the Hands Behind The Back 
This is the sign of an angry and frustrated person. He or she is full of apprehension. 
 
Rubbing the Hands 
This body language signifies that you are anticipating something. 
 
Legs Crossed With The Palms Clasped Behind The Back 
In this posture you show your confidence and superiority. Observe that when you achieve 
something how you subconsciously adopt this posture. 
  
Tapping the Fingers 
When you are impatient you tap or drum your fingers. 
  
Patting Hair 
Lack of self confidence or a sense of insecurity gives rise to this body gesture. You tend to 
keep your hand on your head fondling the hair. 
  
Tilting the Head 
Tilting the head shows the sign of interest. When you are absorbed in something interesting 
the head tilts slightly to the side. 
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Stroking the Chin 
Stroking the chin signifies that you are either indecisive or trying hard to come to a decision. 
 
Etiquette of the written word  
 
As objective as many of us like to feel that we may be, the fact is that even in business 
relationships, we still judge people by how they act, how they speak and how they write. 
The way you write has a huge influence over the success or failure in business. Your letters, 
memorandums, reports all require etiquettes to be taken care of. it is just expressing your 
idea clearly. 
 
A letter that is incorrectly addressed or that adopts inappropriate tone can easily have the 
unintentional effect on the readers mind or can upset him. Failure to observe the appropriate 
etiquette in which way you write, can create an unseen barrier between you and the reader. 

1. LETTERHEAD:  Generally business letters are written on 8.5 x 11 sheets of quality 
plain paper or pre-printed stationery. Your name or company name should be clearly 
identifiable. Your address and other contact information should also be easy to find 
and read. 

2. FORMATTING THE LETTER:  Use a consistent type size and style that is easy 
to read and helps define your overall company image. The most common layout style 
for business correspondence is to justify to the left margin and to place an extra line 
space to indicate new paragraphs. Whether you indent the first line or not is a matter 
of style and both are fine. My only recommendation is not to right-justify the letter 
as it often makes the letter more difficult to read. Take care in laying out your letter 
to have balanced margins all around. 

3. HEADING:  Begin all business letters with the following information, in this order: 

Date 
List the date the letter is being sent, spelling out the entire date in either the American 
(April 1, 2004) or European (1 April 2004) styles. Do not use any form of abbreviation. 
Typically no more than two to three line spaces follow this line.  

Addressee and Inside Address 
Write the following information each on separate lines: 
Name 
Title or position 
Company name 
Street Address, including suite number 
City, State, Zip Code, and Country (as appropriate) 

As a sign of respect, especially for first-time letters to someone you have never met, it is 
best to address the person properly as Miss, Ms, Mrs. or Mr. (as applicable), followed by 
their first and last name. If the addressee has a designation, such as M.D. or Ph.D., use 
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only one style at a time. For example, list John Smith, M.D., not Dr. John Smith, M.D. 
Please remember Ms is a proper word requiring no period to stand for an abbreviation.  

When entering the name of a state type the entire name, such as Pennsylvania, not the 
postal code PA. The postal code should only appear on the envelope. Follow this block 
of information with two line spaces. 

4. GREETING AND SALUTATION:  Letter writing protocol dictates all letters 
begin with "Dear" followed by the addressees honorific and last name, followed by a 
colon, not a comma. For example, write "Dear Dr. Smith:" Again, Dear Ms Smith is 
best for first time letters.  As you become better acquainted with the person, one style 
is to type in their proper name, then strike it out by pen and hand write their first 
name to show less formality. Follow this information with two line spaces. 

5. BODY TEXT:  The current style is to write letters in as conversational a manner as 
possible. Long gone are the days where letters were written to sound more formal in 
an attempt to elevate your level of professionalism and education. Avoid phrases 
such as "Pursuant to" or "Please find enclosed" and stick with the same phrases you 
use in business conversation. I like to write letters using a sandwich approach: begin 
and end all correspondence with positive and cordial sentiments. Sandwiched in the 
middle, write the core information you want to convey. Separate each paragraph of 
text with two line spaces. 

6. CLOSING:  End letters with a cordial phrase you are comfortable using-Sincerely, 
Yours Truly, or Best Regards-followed by a comma. Depending on space left at the 
bottom of the sheet, allow four to five lines spaces for a signature. 

7. SIGNATURE LINES:  Type the name of the person who wrote and signed the 
letter, using both their first and last name. In cases where a woman wishes to be 
addressed a specific way, be sure to add Mrs., Ms, or Miss in parenthesis before her 
name. If the letter is written by more than one person, include a signature line for 
each. A second signature line may be used to list the person's title or position, as 
applicable. 

8. NOTATIONS:  At the bottom of the letter, typically two line spaces below the 
second signature line list notations for Enclosures, Postscripts, and Courtesy Copies. 
List courtesy copies as "cc" with the names of all individuals who are receiving a 
copy of the letter. I like to highlight each "cc" person's name when sending their 
copy. 

9. IDENTIFYING INITIALS:  When someone other than the author types and 
finalizes a letter, it is customary to include a line indicating who performed this 
work. Show the initials of the writer of the letter in capital letters, followed by either 
a colon or forward-slash and the assistant's initials in lower case letters. For example, 
RFH:sjs or RFH/sjs.  
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10. PROOF READ:  Always print out a copy of your letter and read it before signing 
and mailing.  Look that the margins and format are pleasing to the eye.  Read the 
letter for spelling, grammar, and correct contact.  

11. FOLDING:  One of my biggest frustrations in receiving a letter is how sloppy and 
incorrectly it is folded. A crookedly folded letter communicates a lack of care, 
interest, and professionalism. Letters typed on standard 8.5 x 11 paper, mailed in a 
standard #10 business sized envelope should be folded in thirds, leaving the top flap 
just slightly short of meeting a perfect one-third fold. Leaving a little flap allows the 
receiver to open the letter more easily. If you are using a smaller envelope, fold the 
paper first in half lengthwise, then in thirds horizontally. 

12. INSERTING:  Place the folded letter into the envelope with the top flap in front and 
upright in the envelope. When the person opens the envelope he or she can easily 
pull the letter out, open it, and read it. Inserting it any other way makes it more 
difficult to open and read. 

13. ADDRESSING THE ENVELOPE:  For that initial good impression, use printed 
envelopes that match your letterhead. Your return address should be easy to find and 
read. 

 
Etiquette of the telephone 

We’ve all heard about them from the time we were very young- manners, manners, manners. 
Mothers all over the globe do what they can to instill some kind of proper etiquette in their 
children and many succeed. However when many people use the telephone, etiquette seems 
to disappear. Not only that, but it isn’t uncommon for someone to experience poor business 
telephone etiquette. When a person contacts a business and they don’t use proper telephone 
etiquette, the business will most likely loose customers. Talking on the telephone is no 
different than speaking with someone in person, but for some reason a piece of electronic 
equipment between the mouth and the ear tends to make people forget that there is such a 
thing as phone etiquette.  

One of the most common situations where we immediately forget any kind of telephone 
etiquette is when a salesperson calls on the phone. Our initial reaction is that the telephone 
call is unsolicited and unwanted. Why should we be polite to a businessperson that is 
interrupting our personal time with an uninvited phone call? Well we wouldn’t verbally 
assault the perfume sample dispenser in a department store, but they are doing the same 
thing the person on the phone is doing- selling a product. The person on the phone is just as 
human and deserves to be treated with courtesy. Not to mention it is far easier to simply say 
“No, thank you” and “Good-bye” than getting worked up and feeling guilty later on.  

Since many of us seem to have forgotten telephone etiquettes, here are a few telephone 
etiquette tips as an update to skills that are quite natural in many of us. Always answer the 
phone by saying, “Hello” and not any other greeting. If the person who has been requested is 
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not available, simply state that he or she “is not available at this time. May I take a 
message?” Not only does the person on the other end of the phone have a good impression 
about you, that feeling will apply to the person they are calling for as well.  

Always be quick and to the point while remaining pleasant during a phone call. Friends and 
family will continue with a telephone conversation if they have time, otherwise they are not 
likely to rush you off of the phone no matter how busy they are. No one is perfect, so if you 
dial a wrong phone number state your mistake, apologize and hang up the phone.  

Businesses are beginning to realize that without providing telephone etiquette training, many 
employees are offending or even angering customers on the phone. New hires are often 
presented with a guide for telephone etiquette and some may even have to go to professional 
telephone etiquette training. Proper phone etiquette is important at both a personal and 
professional level. Being polite on the telephone is just as important as when speaking with 
someone in person. You might be surprised at how good you feel about yourself if you use 
proper telephone etiquette and the positive responses received while talking on the phone. 

Proper telephone technique involves some basic common sense in which everyone who 
works for a company should use. Here are some basic tips:  

Incoming Calls:  

Tip 1- All incoming calls should be answered in a timely manner.  

Tip 2- Business telephones should always be answered with a phrase like, "Good morning, 
ABC Company, Carol speaking, may I help you?" In a busy office setting that fields 
hundreds of calls each day, this particular phrase may be too much to say. If so, it can be 
shortened to a phrase that is less wordy. But the name of the company needs to be stated as 
soon as the phone is answered along with the person's name who answered the phone. This 
lets the caller know that they have indeed reached the right business, and lets them know 
with whom they are speaking.  

Tip 3- Never put a caller on hold, but if you have to, be sure to check back with them every 
minute or so and ask if they would like to continue to hold. This lets them know that they 
have not been forgotten, and that you are attending to their call.  

Tip 4- Speak clearly and slowly when you answer a business telephone. Do not slur or 
mumble your words. Speak with confidence so the person on the other end has the feeling 
that you know what you are doing.  

Tip 5- Never be rude to a caller, no matter how nasty they are. Always remember to handle 
yourself in a professional, business-like manner. This includes handling the situation in a 
calm, cool manner.  
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Outgoing Calls:  

Tip 1- Same as Tip 4 above--Speak clearly and slowly when you make a business call. Time 
may be money, but if the other party cannot understand what you are saying, then you might 
as well have saved your breath and not made the call at all.  

Tip 2- Same as Tip 5 above--All customers expect to work with a professional organization. 
One sign of a professional organization is how they are treated by the people who work 
there.  

Tip 3- When calling another business, it is proper etiquette to give your name and the 
company's name you work for to whomever answers the telephone. Do not make them guess 
who it is or make them pry it out of you.  

Tip 4- If you get the wrong number, apologize to the person who answers the phone--do not 
just hang up. This is especially important nowadays when people have Caller ID on their 
phone lines. All they have to do is to check their device to find out who just rudely hung up 
on them.  

Tip 5- When leaving a phone message, always state your name, company, phone number 
and reason for calling. Do not stammer or stutter and use up an unreasonable amount of 
time.  
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Handling business meetings.  
 
 
Role plays on selected topics with 
case analysis and real life 
experiences. 
 

Handling Business Meetings 
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Handling Business Meetings 
 
 
Handling Business Meetings.  

Etiquette in business can come in a variety of forms – be it a business lunch to your choice 
of attire at an awards ceremony but the most crucial area in which etiquette can mean the 
difference between a company gaining or losing thousands of pounds is in a meeting setting. 
There are different types of meetings. They can be both formal and informal and can be held 
with clients customers or fellow colleagues but the one thing they all have in common is that 
they usually result in success or failure. And, if you only get one area of etiquette correct in 
business, it’s important that it’s during a meeting situation. 

Formal Meetings 

Formal meetings can take many forms. There are board meetings, management meetings, 
team or departmental meetings and business negotiations and whilst they may differ in terms 
of their content, they’ll usually have a similar structure overall. Usually, they’ll have a 
chairperson (often referred to simply as ‘chair’ who will preside over the meeting. There 
will be minutes to attend to which will often include a record of who’s present and perhaps 
apologies for any absences. There will also be a set-out agenda which will include the topics 
to be discussed. If you are conducting a meeting which will include references to reports, 
statistics or any other information, you should make sure that everybody who is going to be 
attending the meeting each has a copy of all the necessary facts and figures which may be 
referred to at the meeting a good 3 or 4 days before it takes place, if possible, and everybody 
should take the trouble to familiarise themselves with all this paperwork prior to the 
meeting. Therefore, preparation is important.  
 

Etiquette in business can come in a variety of forms – be it a business lunch to your choice 
of attire at an awards ceremony but the most crucial area in which etiquette can mean the 
difference between a company gaining or losing thousands of pounds is in a meeting setting. 
There are different types of meetings. They can be both formal and informal and can be held 
with clients customers or fellow colleagues but the one thing they all have in common is that 
they usually result in success or failure. And, if you only get one area of etiquette correct in 
business, it’s important that it’s during a meeting situation. 

Formal Meetings 

Formal meetings can take many forms. There are board meetings, management meetings, 
team or departmental meetings and business negotiations and whilst they may differ in terms 
of their content, they’ll usually have a similar structure overall. Usually, they’ll have a 
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chairperson (often referred to simply as ‘chair’ who will preside over the meeting. There 
will be minutes to attend to which will often include a record of who’s present and perhaps 
apologies for any absences. There will also be a set-out agenda which will include the topics 
to be discussed. If you are conducting a meeting which will include references to reports, 
statistics or any other information, you should make sure that everybody who is going to be 
attending the meeting each has a copy of all the necessary facts and figures which may be 
referred to at the meeting a good 3 or 4 days before it takes place, if possible, and everybody 
should take the trouble to familiarise themselves with all this paperwork prior to the 
meeting. Therefore, preparation is important.  
 

Informal Meetings 

Informal meetings can consist of many styles and some are more informal than others. Often 
you will still have a ‘chair’ who will usually be the person who called the meeting but you’ll 
not necessarily have to follow the protocol of having minutes or a rigid, pre-determined 
fixed agenda. However, there will be a purpose as to why the meeting was called so it’s still 
important to be on time and to follow the same basic procedures as you would in a formal 
meeting in terms of letting more senior members dictate the flow of the meeting although 
often in informal meetings, there’s more of an opportunity to engage in discussions or open 
debate. It’s also good etiquette that if somebody cannot attend the meeting, they are still 
provided with all the relevant details as to what has been discussed at a later point.  

Therefore, meetings can take on many guises but you need to show a level of 
professionalism whether they are held formally or informally. The key elements of etiquette 
to remember are to be there on time, dress appropriately, know when to speak and when to 
listen and be courteous and considerate to others. Remember one golden rule too and that is 
to keep your counsel about what has gone in any meeting and treat it as confidential. More 
people are guilty of disregarding business meeting etiquette after the meeting has taken 
place by gossiping to others about the meeting or divulging information that was supposed 
to be confidential. Therefore, make sure that you don’t fall into this trap as it will undo all 
the hard work and effort you put in at the meeting itself and this will undermine your 
reputation. 

 
Role plays on selected topics with case analysis and real life experiences. 
 
Below we will discuss real examples how and what should be done to address business 
meetings:- 

This checklist is for all involved in planning and chairing meetings.  

Meetings vary enormously in purpose, number of attendees, style, duration and level of 
representation, for example, from heads of governments to members of staff within a small 
unit or branch. Outcomes may impact internationally, nationally or regionally, or may only 
affect the day-to-day internal operations of a small organisation. The general principles for 
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holding successful and productive meetings are valid for all types of meetings, whether 
traditional, face-to-face or electronically linked. Effective meetings can:  

* Provide swift and productive communication between a number of people  

* Be a successful decision making instrument  

* Enhance the motivation and commitment of a team.  

National Occupational Standards for Management and Leadership  

This checklist has relevance for the following standards:  

A: Managing self and personal skills, all units  

D: Working with people, all units  

Definition  

For this checklist, a meeting is defined as a face-to-face gathering of three or more 
individuals for a specific purpose at a specific time and place. Formal meetings, such as 
those covered here, are conducted by a chair, according to an agenda set in advance, and the 
proceedings may or may not be minuted. This checklist does not, however, deal with the 
legal requirements of company board meetings or annual general meetings. Much of the 
guidance mentioned here will also apply to electronic meetings, although there is no specific 
reference to them.  

Action checklist  

Before the meeting  

1. Meetings may not always be necessary or efficient, particularly those which are held 
regularly. It is important to ensure that they are justified before committing the time, 
effort and other costs involved. Ask "Do I really need a meeting?" Consider what is 
the purpose of the meeting: to exchange information; to monitor progress on 
performance; to deal with specific problems; to brainstorm an issue; or to develop 
future plans.  

2. Set clear, precise overall goals for the meeting.  

3. Keep creative and analytical discussion separate. Creative meetings need a more 
relaxed timetable and atmosphere. It is hard to switch from the routine to the creative 
and vice versa.  

4. Decide who should be presenting; neither too many nor too few, and only those who 
can make a contribution.  
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5. Choose the date, starting and finishing time, and place. Having a definite finish time 
helps concentration and may help to avoid time-consuming digressions. Make sure 
the date and time is suitable for all intended participants.  

6. Set the agenda. For each item clarify the objective and who will lead the discussion. 
Construct a timetable so that important items do not get squeezed out and lesser 
items do not absorb a disproportionate amount of time.  

7. Select the format of the meeting, bearing in mind considerations such as the nature of 
the topic(s) under discussion, the number of participants, the amount of time set 
aside and the goals you wish to achieve.  

8. Make administrative arrangements, including:  

* Choosing and booking a suitable room  

* ensuring that the necessary equipment and supplies will be available  

* arranging catering  

* Requesting secretarial help, including translation services if necessary, particularly 
if minutes are to be taken. The minute-taker needs to be skilled at listening and 
taking notes.  

9. Notify all those involved as early as possible. The notification should include:  

* full details of date, time and place  

* list of invitees  

* the agenda  

* any supporting papers.  

10. Complete your personal research, reading and other preparation. This may include 
making advance contact with any participants whose contributions may be critical to 
the success of the meeting.  

At the meeting the Chair/leader should  

1 Arrive in good time.  

2 Check that all the arrangements, including equipment, seating and refreshments, are 
in order.  

3 Welcome the participants on arrival (especially VIPs and any newcomers).  
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4 Start promptly.  

5 Deal with administrative items, such as:  

* Introductions of any newcomers, and expressions of congratulations, thanks, good 
wishes, condolences, or apologies received from absentees  

* Domestic arrangements, including message-taking, car parking, smoking, catering, 
breaks, and the expected finish time.  

6 Dispatch routine items quickly.  

7 Introduce each agenda item, with an emphasis on the objectives.  

8 Shape and control the discussion:  

* Encourage the shy  

* Restrain the verbose and opinionated  

* Allow only one discussion topic at a time  

* Separate different subjects  

* balance contributions on contentious subjects  

* Keep control of time  

* Employ visual aids where they may help people to make their points  

* don't express an opinion unless needed at the end  

* Summaries at intervals  

* seek clear decisions at the appropriate point  

* where there are differences of opinion on key issues, suggest a majority vote where 
appropriate  

* agree date and time of any follow-up meeting  

* thank everyone for their contributions.  

9 Conclude firmly and tidily, emphasising action points agreed.  
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After the meeting  

1. If not already minuted or recorded, write down immediately the decisions taken, the 
tasks agreed with the persons responsible for action and the dates by which action 
should be achieved.  

2. Distribute the note to all participants and to others as appropriate.  

3. Monitor the progress of subsequent action.  

How to assess meeting effectiveness As with other activities, assessment of effectiveness 
will depend on having set clear objectives in advance, for the whole meeting and for 
individual items. Common measures of effectiveness include asking:  

   Did all present contribute positively, according to their roles?  

   Was the discussion lively but good-tempered throughout?  

   Were all relevant aspects of the subjects properly explored?  

   Was consensus reached on all major decisions?  

   Did the meeting cover the subjects within the time allotted?  

   Did all leave with clear knowledge of what had been achieved, and  

   their responsibilities for future action?  

   Were participants invited to complete a brief evaluation? This may 

   help them to perceive their own weaknesses and do better next time.  

   An example of an evaluation form follows.  
 
Evaluation form  
 
To what extent...                  Poor              Good  
 
Were the objectives clear?        1     2   3   4    5  
Was the meeting well-             1     2   3   4    5  
 
prepared?   
Did it stick to the point?          1     2   3   4    5  
Were vital matters covered?        1     2   3   4    5  
Were clear decisions reached?     1     2   3   4    5  
Was people's knowledge            1     2   3   4    5  
 
used?   
Did people speak?                    1     2   3   4    5  
Did you feel involved?             1     2   3   4    5  
Did you contribute?                 1     2   3   4    5  
Did the Chair control the           1     2   3   4    5  
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meeting?   
 
How not to manage meetings  
 
Ineffective or unnecessary meetings can waste time and money, exacerbate divisions and 
bad feeling and produce poor decisions.  
 
Try to avoid:  
 
* Taking notes as you are the leader and may also be a key contributor.  

* Losing your temper.  

* Allowing participants to get involved in purely personal disagreements.  

* Talking too much or for too long.  

* Insisting on having the last word.  

* Talking first, except to introduce a topic.  

* Letting the meeting overrun. 
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