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Chapter 1

BUSINESS COMMUNICATION

1 INTRODUCTION

"A species' survival depends critically upon its ability to communicate effectively, and the quality of its social life is determined in large measure by how and what it can communicate."

-Robert M. Krauss

Humans are pack animals. Our ancestors hunted and gathered as a collective, depending upon one another for protection, sustenance and companionship. Our success as a species and as individuals depends upon our ability to effectively communicate, both verbally and non-verbally. Verbal and non-verbal communication shapes our interactions with others in business and interpersonal relationships, as well as our financial and personal success, and our physical and psychological well-being. Understanding the different aspects 

of verbal and non-verbal communication, and the important roles they play in our interactions with others, is the first step to enhancing positive communication and nurturing relationships.
The word “communication” derived from the Latin word ‘communicare’ that means to impart, to participate, to share or to make common. Communication gaps should not occur in any organization. Business Communication is goal oriented. The rules, regulations and policies of a company have to be communicated to people within and outside the organization. Business Communication is regulated by certain rules and norms. In early times, business communication was limited to paper-work, telephone calls etc. But now with advent of technology, we have cell phones, video conferencing, emails, satellite communication to support business communication. Effective business communication helps in building goodwill of an organization.

Communication is a process of exchange of facts, ideas, and opinions and as a means that individual or organization share meaning and understanding with one another. In other words, it is a transmission and interacting the facts, ideas, opinion, feeling and attitudes. It is the ability of mankind to communicate across barriers and beyond boundaries that has ushered the progress of mankind. It is the ability of fostering speedy and effective communication around the world that has shrunk the world and made ‘globalization’ a reality. Communication had a vital role to play in ensuring that people belonging to a particular country or a culture or linguistic group interact with and relate to people belonging to other countries or culture or linguistic group. Communication adds meaning to human life. It helps to build relationship and fosters love and understanding.

Communication is the activity of conveying meaningful information. Communication requires a sender, a message, and an intended recipient, although the receiver need not be present or aware of the sender's intent to communicate

at the time of communication; thus communication can occur across vast distances in time and space. Communication requires that the communicating parties share an area of communicative commonality. The communication process is complete once the receiver has understood the message of the sender.

1.2 RELEVANCE AND SIGNIFICANCE OF THE STUDY

Business Communication is any communication used to promote a product, service, or organization – with the objective of making sale. In business communication, message is conveyed through various channels of communication including internet, print (publications), radio, television, outdoor, and word of mouth. In business, communication is considered core among business, interpersonal skills and etiquette.
We use communication to inform, whether it is to inform others of our needs or to impart knowledge. Clarification is a key component of verbal communication. Often, we do not articulate ourselves clearly, or our words or actions are misconstrued. Communication helps to clarify misunderstandings and provides missing information. We can use communication to correct a wrong. The power of the words, "I'm sorry," is often more effective than an action. Verbal communication can also be used as a tool of persuasion. It creates an opportunity for debate, stimulates thought and creativity, and deepens and creates new relationships.
The term business communication is used for all messages that we send and receive for official purpose like running a business, managing an organization, conducting the formal affairs of a voluntary organization and so on. Business communication is marked by formality as against personal and social communication. Business communication is an effective tool in any form of business organization. Without an effective communication in the organization, the manager will not be able to co-ordinate the various activities of the organization, the goals and objectives cannot be conveyed properly which can result in the poor performance

of the organization. Lack of proper information at the time of decision making will not able the managers to take effective decisions.

1.3 PURPOSE OF THE REPORT

This report deals with the nuances of business communication and the role it plays in enhancing a business within and outside an organization. The purpose is to make the role of communication in a business environment more specific. , is intended to review how communication takes place in an organization, how effective communication plays an important role in the organization and to know how can business communication can be more effective.

      The types of business communication and the ways we can make it effective. The objective this report drives out is regarding the importance of business communication and with the era of globalization and cross cultural work environment communication rather effective communication plays a significant role.

1.4 OBJECTIVE OF THE STUDY

      At the end of the report completion, the objective of the report is to answer the questions posed often by the organization. The objective will be attained if all the questions are answered efficiently and satisfactorily by the reader. The bigger objective will be attained when all the organization fulfils the implementation of effective business communication across the firm. The report looks at various facets of   Communication. It points out the areas it affects and the ways we can improve it. It also summarizes the importance of   Communication in improving business as a whole and providing all facets it impacts in today’s modern business environment.The probable questions are:
  1. What are various types and need of Communication?
  2. Importance of   Communication on business communication?
  3. To find out what are various aspects of Business Communication at UT Starcom Ltd.

  4. What is the importance of effective Business Communication at UTStarcom Ltd.?

1.5 LITERATURE REVIEW

Pettinger, 2000: Vecchio, Hearn and Southey,

1994).

A seminal component of the functioning of organizations is organizational communication. Communication drives relationships and frames behaviors of people in the workplace and is a significant factor in the effectiveness of organizations (

Aggestam, Maria; Lund U.; maria.aggestam@fek.lu.se Keenan, James; Fairfield U.; jkeenan@stagweb.fairfield.edu

Languaging is found to be an important factor underrepresented in traditional conflict-building paradigms in management science. Confrontational languaging in particular appears strongly associated with confrontation as a type of individual and group behaviour. Confrontation is characterised by the simultaneous low concern for the interests of others with a heightened concern for self-interests. Reflecting recent research in embeddedness, the case analysis also attempted to understand confrontation as social action contingent on and embedded cognitively, culturally, politically and structurally in community and inter-organization relations.

(Buchanan, Claydon & Doyle, 1999).

The difficulty of communicating during organizational change has intensified with the prevalence of continuously changing organizations .

(Eisenberg, Andrews, Murphy, & Laine-Timmerman, 1999; Lewis & Seibold, 1996)

Hall(2002,p.165)

proposes that effective communication should consist of “accurate information with the appropriate emotional overtones to all members who need the communication content.

This assumes neither too much nor too little information is in the system and that it is clear from the outset who can utilize what is available”.

      It is broadly recognized that effective communication also results in a number of positive outcomes for managers. These include increased productivity, reduced absenteeism, and greater commitment to organizational goals (Clampitt and Downs, 1993; Pincus, 1986).

      In turn, communication practices that succeed in maintaining an informed and empowered workforce offer many benefits

to staff such as improved morale and better working relationships (Brooks, Callicoat & Siegerdt,1979,p.134).

      Likert(1967,p.29) described communication satisfaction as an “intervening variable” of job satisfaction, influenced by “causal variables” such as leadership strategies, organizational structure and climate.

      Subsequent studies have also reported that communication satisfaction plays an important role in overall job satisfaction (Carriere & Bourque, 2009;Pettit, Goris & Vaught,1997;Trombetta & Rogers,1989;Walther, 1988).

      Subsequently, studies have also reported that job satisfaction and performance is directly associated with communication satisfaction (Carriere and Bourque, 2009; Petit, Goris & Vaught, 1997).

      It is also recognised that effective communication results in positive outcomes in an organization. This includes productivity, reduced absenteeism and huge retention rate jump (CLAMPITT & DOWNS, 1993; Pincus, 1986). Hence we see that different scholars have acknowledged the importance and role of effective business communication.

1.6 OUTLINE OF CHAPTERS

I will be discussing the whole report in 5 chapters

  1) Introduction: Introducing the report and importance of business communication .

  2) Methodology: Universe of study and locale of study will be discussed in this chapter. Also data source and sampling of data will be done.

  3) Internal Communication at Accenture: In this chapter i will discuss about the various aspects and ways of internal communication at Accenture.

  4) External Communication at Accenture: In this chapter i will discuss about the various aspects and ways of external communication at Accenture.

  5) Conclusion and Suggestion:   In this chapter we will look at the findings of study, suggestions, limitations and further scope of the study.

Chapter 2

Methodology

2.1 Universe of Study

Universe of study includes all the telecom companies in india.

There are several large telecom

companies around the   world .Some of them are:

  1. Bharti Telelcom
  2. Reliance
  3. Vodafone
  4. BSNL
  5. Idea
  6. Tata
  7. Aircel
  8. Ericsson
  9. Nokia Siemens
  10. Korean Telecom
  11. HUWAEI
In today’s scenario Telcom companies are present in every part of world. Telecom industry is an integral part of nearly every major global industry. The Telecom industry has become one of the most robust industries in the world. Telecom is the industry which has changed the economic facet, has an increased productivity, particularly in all first, second and third world countries, therefore is a key driver of global economic growth. Economies of scale and insatiable demand from both consumers and enterprises characterize this rapidly growing sector.
Telecom industry include everything from setting and designing the systems, to the maintaining the network and optimising the KPI’s.Implementation, study and development of Telecom and management systems.Owing to its easy accessibility and the wide range of products available for network optimisation, the demand for MS   services has increased substantially over the years. The Telecom has emerged as a major global source of both growth and employment.
In Telecom sector effective business communication is very important and almost all the business is run on communication between the employees and clients so a small mistake can cost heavily. Hence I have chosen Telecom Industry as my area of interest for this topic. Our business involvement extends from technology research, through development of networks and applications, all the way to running and evolving operations.
One of the world’s most progressive telecom markets - the Indian telecom industry has seen massive investments by both private and government sectors in the previous decade. The success story and the potential have attracted newer players on the canvas due to which the intensity of competition has paced up between domestic and foreign players, which as

a result, has benefitted the end user. Increasing network coverage and competitive tariffs – these are the two most prominent catalysts that are contributing to the growth of the Indian Telecommunication sector.
Mobile telephony continues to fuel growth in the Indian telecom sector with mobile subscriber base projected to grow at a CAGR of around 6.6 per cent during 2011-12 to 2014-15, according to RNCOS’ new research report ‘Indian Telecom Analysis (2008-2012)’.
Indian Telecommunication - Market Size
The number of telephone subscribers in India increased to 861.48 million at the end of April 2011 from 846.32 million at the end of March 2011, thereby registering a growth rate of 1.79 per cent, according to the data released by Telecom Regulatory Authority of India (TRAI). With this, the overall tele-density (telephones per 100 people) in India reached 72.08 at the end of April 2011 from 70.43 in the previous month.
The growth in the wireless category was led by Reliance Communications, which added 2.93 million subscribers, taking the subscriber base to 138.65 million at the end of April 2011. Idea Cellular added 2.45 million new users, taking the user base to 91.95 million. Bharti Airtel added 2.41 million subscribers (increasing its user base to 164.61 million), while Vodafone added 2.40 million users (taking its user base to 136.97 million). Aircel added 1.10 million users, while Tata Teleservices added 1.24 million users in April.
Broadband subscription reached 12.01 million in the reported month from 11.87 million in March, growing 1.17 per cent.
Meanwhile, Indian Global System of Mobile Communication (GSM) telecom operators added 9.53 million subscribers in May 2011, taking the all-India GSM cellular subscriber base to 590.19 million, according to Cellular Operators' Association of India (COAI). The GSM subscriber base stood at 580.66 million at the end of April 2011.
Hi5 For WiFi
WiFi networks, offering secured connections, are getting popular over broadband services due 

to cheaper data plans and faster speeds. Mobile operators, trying to tap market potential, are pledging high investments to upgrade their 3G networks into 4G ones, though capacities remain a constraint. To remove such constraints, WiFi has become a significant tool for offloading traffic. Discarding the conventional dependency on third-party WiFi providers, mobile operators are pulling their socks to build their own WiFi networks.
Tata Indicom, Aircel and Vodafone have publicised their WiFi services the most.
Indian Telecommunication - Value-Added Services (VAS) Market
Value added services (VAS) market has been expanding at about 60 per cent year-on-year, according to a study by the firm ‘Research and Markets’. The study underlines mobile advertising, m-commerce, multi-media games, 3G, mobile internet for faster data upload, as major factors for growth. Also the rural VAS market possesses a huge potential in India.
Features like SMS, Ringtones, Caller Ring Back Tone (CRBT) and Games form part of VAS and their delivery is mainly based upon IVR, GPRS and WAP platforms
The students section looks the most lucrative market for VAS in next four years. The study also assessed that the new generation of content users will desire for more entertainment and utility-based services.

2.2 Locale of the study

UTStarcom is a leading provider of interactive, Protocol (‘‘IP’’)-based network solutions including the integration and support services in Internet Protocol TV (‘‘IPTV’’), Interactive (‘‘iD’’)TV, Internet TV and Broadband for cable and telecom operators. Our focus is to design and sell IP-based telecommunications infrastructure products including our primary product suite of IPTV, and broadband solutions along with the ongoing services relating to the installation, operation and maintenance of these products. Collectively our range of solutions is designed to expand and modernize telecommunications networks through smooth network system integration, lower operating costs and increased

broadband access. We also provide the telecommunications carriers and other customers with increased revenue opportunities by enhancing their subscribers’ user experience. The majority of our sales have been to service providers in China, Japan and India. We also sell to service providers in selective markets in Asia Pacific, Latin America and Europe. UTStarcom was incorporated in Delaware in 1991. Our headquarters were previously in Alameda, California, with our research and design and manufacturing operations primarily in China and sales offices in the key markets which we serve. In September 2010, we moved our operational headquarters to Beijing, China.

2.3 Sample of the Study

  I have selected a Team Lead Mr. Ashok Agarwal who is working as Director Services at UT Starcom Inc since 5 years and is a respected and senior-most employee in South East region with over 15 years of work experience in the area of IT and Telecommunication.

|NAME                                             |UT StARCOM PVT.LTD.                                                                     |
|ADDRESS                                           |14th FLOOR, SIGNATURE TOWERS-B, SOUTH CITY-1, GURGAON, HARYANA.                         |
|TYPE OF ESTABLISHMENT                             |PRIVATE LIMITED COMPANY                                                                 |
|YEAR OF ESTABLISHMENT                             |1991                                                                                   |
|NATURE OF PRODUCTION                             |TELECOM EQUIPMENT                                                                       |
|NO. OF EMPLOYEES                                 |approx. 9130 (March 31, 2011)                                                           |

2.4 Data Collection

I have collected some primary information’s on Business Communication from Mr. Ashok Agarwal and I have also collected some secondary information from some of the journals as well as from magazines,

Internet and books regarding effective business communication. Primary data has been collected on the basis of an Interview Schedule as provided to us for the research.

Internal Communication

Respondent was asked to record the interpersonal communication contacts they initiated or received within UT Starcom Inc. For the respondents' convenience an Interview Questionnaire was provided. Respondents were asked to record their innovation-related communication concerning intervention strategies within the company.

External Communication

Respondent was asked to record or estimate the number of times they initiated or received contacts with a member representing outside organizations about intervention strategies. For respondents' convenience an Interview Questionnaire was provided.

2.5 Data Analysis

Upon analysis of all the data collected from the employee and secondary data from other sources we find that effective business communication is very important aspect for UT Starcom Inc and a lot of stress is given on this aspect for improvement of organisation as a whole.

2.6 Field Experience

It was a wonderful experience being able to talk to a corporate professional and linking what was taught in class with that of what is happening in the real world. Initially it was a little hectic but at the end of the day, it was a learning experience and would remember it all my life.

Chapter 3

Internal Communication at UT Starcom INC.

3.1Introduction

In today's world of business, an organization's survival depends on employee communication. When communication is ineffective, the organization suffers.

All communication is complex and multidimensional with plenty of room for conflict and misunderstandings. Organizational communication is no different with organizational issues often adding unique complications to the mix during the communication process. For an organization to be successful, it must have employees capable of sending and receiving information 

quickly, clearly, effectively, and error free. Mistakes caused by miscommunication cost organizations thousands of dollars due to missed deadlines, lost time, and wasted product.

In order to have effective employee communication in the workplace, one must understand organizational communication structure and how that communication structure facilitates internal communication. With a basic understanding of organizational communication, one will be able to improve communication skills and recognize communication problems that arise during employee communication in the workplace.

3.1.1 Organizational Communication Structure

An organizational communication structure is a network or system of pathways through which messages flow. This structure is how an organization communicates information to employees. The two types of organizational communication structure are Formal and Informal. Both formal and informal types are used for employee communication throughout the entire organization.

3.2 Internal Communication

Organizational communication encompasses many aspects of communication including internal communication and external communication. Internal communication refers to the communication used mostly by employees inside the organization. External communication is communication through media and with customers or the general public and includes marketing, public relations, investor relations, and corporate advertising.
3.2.1 Downward Communication is communication that flows from upper to lower. This type of internal communication provides job related information and gives direction. Downward Communication is used daily by managers to guide and provide information to employees so they can complete tasks. Employee handbooks, policy manuals, training materials, and organization mission are examples of Downward Communication. As internal communication flows downward, it gets more specific at each level with the most detailed information at the bottom.
3.2.2 Upward Communication

is internal communication that flows from lower to upper. This communication most likely originates with the front line workers. The messages and information communicated upward relate to compliance, job related problems, task competition, and fellow employees. This type of internal communication helps superiors see how well employees follow direction and understand instruction from Downward Communication. As internal communication flows upward, there’s less detail at each level providing an overview or summary to top person.
3.2.3 Lateral Communication is when information flows between peers who are equal or on the same level. Its main purpose is coordination. Employees use Lateral Communication to coordinate with others to finish tasks, make decisions, and share information. This type of internal communication is voluntary and both employees have to want to communicate for there to be benefit.
Becoming familiar with organizational communication structure and internal communication is the first step in understanding and developing business communication skills. Effective employee communication in the workplace doesn’t just happen. It takes practice and hard work to improve internal communication but doing so will build better workplace relationships and increase career success.
Grapevine
Large organizations, where there are a large number of people working closely, generate certain informal or unofficial channels of communication. These channels exist with or without official patronage. Even if they are officially and secretly patronised, they are not authentic. This type of communication is generally called “Grapevine” communication. Grapevine communication is an informal, unofficial, horizontal channel of communication because generally peer groups participate in it. So being a large firm In Accenture too this is a common feature.

3.3 Importance of Internal Communication at UTStarcom Inc.:
Staffs play a crucial role in building a council’s reputation. Whether they are frontline

staff or officers representing the council externally, the way they behave and how they talk about the council can have a huge impact. Good internal communications is therefore very important in helping a council achieve its objectives.
Good internal communications will:
    ➢ Help create a 'can-do' culture and build a committed and high-performing workforce focused on achieving the organisation’s goals

    ➢ Boost morale and motivation

    ➢ Encourage staff to be your ambassadors

    ➢ Help the organisation learn – your staff are a vital source of information and ideas

    ➢ Provide a better customer service organisation and why.

    • Table 3.1 : Methods of Employee Recruitment [Sample Size(n)=1]

|S.No.         |Methods of Recruitment       |Different Level of Employees               |
|             |                             |J             |M           |S               |
| 1           |Advertisements in           |             |            |                |
|             |newspapers                   |             |             |               |
|  2           |Outsource it to the search   |              |            |                |
|             |consultants                 |             |             |               |
| 3           |Search from the existing     |              |            |                |
|             |Data Banks                   |             |             |               |
| 4           |Visit Professional           |             |             |               |
|             |Institutes                  |             |             |               |
| 5           |Ask employees for their     |             |             |               |
|             |contacts                    |             |             |               |
| 6           |Internet Sites               |             |             |                |
| 7           |Networking sites             |              |            |                |

  • J- Junior Level Employee
  • Middle

level Executives
  • S- Senior Level Executives
  It can be inferred that UT Starcom Inc employs advertisements in newspapers n other media means so that the junior level employees get to know about the organization and apply for the required designation. Whereas, for middle level and senior level employees ,it mostly uses contacts from already working employees(recommendations), outsource it to the search consultants. In addition to that, internet sites , visiting professional institutes and networking sites are other alternatives for the same.

    • Table 3.2: Process of Employee Recruitment [Sample Size(n)=1]

|S.No.         |Process of Selection         |Different Level of Employees               |
|             |                             |J           |M               |S             |
|1             |Written Test                 |           |               |               |
|2             |Interview                   |           |               |               |
|3             |Written Test and Interview   |           |               |               |
|4             |Written Test, GD and         |           |               |               |
|             |Interview                   |           |               |               |

                            • J- Junior Level Employee
                            • Middle level Executives
                            • S- Senior Level Executives

    • Table 3.2 basically reflects the fact that UT Starcom Inc employs very competent methods of recruitment like Written Test, GD and Interviews for recruiting employees at the junior and middle level whereas uses techniques like interviews for selecting people for the senior level positions as the people applying for such posts would not be as large in number a people employing for junior and middle level posts. Thus UT Starcom Inc tests the applicants strongly in aptitude and ability both, before making them the part of their organization.

    •

    • Table 3.3: Training Program

for employees [Sample Size(n)=1]

|S.No.         |Duration of Training Program|Different Level of Employees               |
|             |                             |J           |M               |S             |
|1             |One Day                      |            |                |              |
|2             | Two Days                   |            |                |              |
|3             | One Week                   |           |               |               |
|4             | Two Weeks                   |             |        [pic]   |              |
|5             | One Month                   |            |                |              |
|             |                             |[pic]       |               |               |

                            • J- Junior Level Employee
                            • Middle level Executives
                            • S- Senior Level Executives

It is observed that UT Starcom Inc puts in a lot of effort, time and money to train its junior and middle level employees ranging from a month to several weeks. Even for the senior level employees, the organization provides them the basic understanding of the organization, policies and ethics being followed in the organization so that they can work effectively for the benefit of the organization.
    • Table 3.4: Methods of Employee Communiucation [Sample Size(n)=1]

|S.No.         |Channels of Communication   |Different Level of Employees               |
|             |                             |J           |M               |S             |
| 1           |Downward                    |           |                |               |
| 2           |           Upward             |            |               |               |
| 3           |Lateral                     |            |                |               |
| 4           | Cross-wise                 |            |        [pic]   |              |

                            • J- Junior Level Employee
                      

      • Middle level Executives
                            • S- Senior Level Executives
At the middle level, crosswise communication is essential ,i.e, in between departments for the efficient working of the organization while at senior level,all kinds of communication should be accessible.

3.5 Ways of Internal Communication

    • Table 3.5: Frequency of Meetings [Sample Size (n) =1]

|S.No.       |Frequency of Formal       |Different Level of Employees Involved |
|             |Meetings                 |                                       |
|             |                         |J           |M           |S           |
| 1           |Weekly                    |           |            |            |
| 2           | Fortnightly             |            |             |            |
| 3           | Monthly                 |            |             |             |
|             |                         |           |[pic]        |             |
| 4           | Quarterly               |            |            |            |

                            • J- Junior Level Employee
                            • Middle level Executives
                            • S- Senior Level Executives
It is essential for an organization to communicate, be it in between the employees or between the top management and low level management.   UT Stracom Pvt Ltd holds regular meetings for the junior employees, middle level employees and sebior level management.
    • Table 3.6: Written Communication [Sample Size (n) =1]

|S.No.         |Forms of Written             |Medium adopted                             |
|             |Communication               |                                           |
|             |                             |E-mail         |Hard Copy       |Both       |
| 1           |Memo                        |               |                |          |
| 2           | Circular                   |               |                |          |
| 3           | Notice             

        |               |                |[pic]      |
| 4           | Order                       |              |                |          |

Various means of written communication are employed in UT Starcom Ltd. Like memos,circulars, notices etc both in the form of email and hard copy. Hard copies are circulated if it is extrmely necessary for all the employees to know of an announcement to be made while emails are forwarded for meetings to be held or any immediate announcement.

3.4 Barriers to Effective Communication

  • Miscommunication happens because of barriers that can arise at any stage during the communication process. A communication barrier is anything that gets in the way of the purpose of communication or causes people to misunderstand each other, information, or a message
  • Physical Barriers is any physical thing that hinders effective communication between one person/group and a second person/group. A physical barrier can be an actual physical structure or distance. Examples include walls, desks, cubicles, doors, yelling down a hallway, or being located in different buildings or rooms.
  • Perceptual Barriers is any individual perception that causes intended message to be received incorrectly causing barrier to effective communication. No two people view the world exactly the same. Each person has different ideas, thoughts, behaviors, mentality, experiences, and backgrounds.
  • Psychological Barriers are any emotions or personal feelings that cause misunderstandings that hinder effective communication. A person’s emotion at the time the message is communicated can impact how it is sent or received. Fear, mistrust, happy, sadness, anxiety, and anger are all strong emotions that can heavily influence communication if one lets it
  • Language Barriers are any differences in language like slang, jargon, translations, dialects, or semantics that hinder effective communication. Companies, schools, clubs, and even some neighbourhoods often have their own group

specific lingo and assign unique meanings to many words.
  • Cultural Barriers are any barrier to communication that occurs during the communication process attributed to differences in culture. Every country in the world has a unique history and culture. Growing numbers of people are communicating with people from other countries. Different linguistic and cultural backgrounds impact communication. Understanding other cultures will help lessen miscommunication in other countries it is viewed as disrespectful.

Ineffective or poor communication is frustrating for employees, and becomes a source of a conflict. Managers' inability to clearly express their thoughts, ideas and demands leads to employees' inability to perform work well, according to the company’s demands.
  • If a manager is able to communicate their ideas clearly, so that employees definitely know what is asked of them, the subordinates will, consequently, perform their jobs correspondingly. On contrast, an aggressive way of managing reports results in employees’ getting more and more frustrated, often guessing what their real faults were.
  • A good style of management, as well as a positive approach to communication, ensures that an employee and a supervisor understand each other, and are more effective at the workplace.
  • Effective communication in the workplace provides employees with a clear understanding of what is demanded from them, with knowledge of what to do and what to expect. For organizations, such a communication style creates effective performance of the staff, and, consequently, increases customer loyalty and profit.

Chapter 4

EXTERNAL COMMUNICATION:

External Communication

The exchange of information and messages between an organisation and other organisations, groups, or individuals that are not a part of it.

Without proper  external  communication,  you  will not  be  able  to  coordinate  complex  jobs  involving  a number of work centers and divisions. You must develop good 

lines  and  methods  of  communication  external  to     the shop. Running systems tests may involve several work centers aboard ship and, in some cases, other ships or activities. Unless you can effectively communicate your requirements to each work center, you will be unable to successfully complete the systems tests.Much of your external communication is in the form of  correspondence.  The  correspondence  will  be  of  little value unless you have an effective way of keeping trackof  the  information  and  ensuring  that  it  gets  to  the ultimate  users.  You  should  develop  controls  to  ensure that  information  gets  to  and  from  the  people  who  will benefit the most from it. If you do this, you, the shop supervisor, will be the winner.

|                       |                                                                   Frequency                                     |
|                       |                       |Weekly               |Fortnightly           |Monthly               |Any Other             |
|                       |                       |                     |                       |                     |                     |
|                       |                       |                     |                       |                     |                     |
|                       |                       |                     |                       |                     |                     |
|Type of External       |                       |                     |                       |                     |                     |
|Communication           |                       |                     |                       |                     |                     |
|                       |Press Release           |             _         |         _             |       -             |       Yes           |
|                       |Press Conference       |             _         |           _           |       _             |       Yes           

|
|                       |Product launch         |             _         |         _             |         _             |         Yes           |
|                       |Advertisements         |             -         |         _             |         Yes           |           _           |
|                       |Public Notices         |             _         |         _             |         Yes           |           _           |
|                       |Tenders                 |             _         |         _             |           -           |           _           |
|                       |Magazines               |             -         |         _             |         Yes         |           _           |
|                       |Brochures               |             -         |         _             |           _           |         Yes         |
|                       |Newsletters             |           Yes       |         _             |           _           |           _           |
|                       |Mail Coupons           |             _         |         _             |           _           |           _           |
|                       |                       |                     |                       |                     |                     |

Various mediums of external communication are implemented in UT Starcom Inc. like press release ,press conferences,newsletters, etc. The frequency of these mediums depends on the advertising scheme of the company to let know of the people about the strategies being incorporated in the company to achieve its long term and short term goals in the prescribed time constraint.

|                                   |                                                           Medium                                     |
|                                   |                                 |             E-mail               |     Hard Copy                   |
|Forms of                           |                                 |                           

      |                                 |
|Communication                     |                                 |                                 |                                 |
|                                   |Memo                             |                 _               |           Yes                   |
|                                   |Circular                         |                 _               |           Yes                   |
|                                   |Notice                           |               Yes               |           Yes                   |
|                                   |Order                             |               Yes               |               _                   |

UTStarcom Inc. implements different forms of communication like memos, circulars, notices and orders to communicate with the various outside agencies to let them know about the organization’s rquirements and other functioning and happenings in the company.

Table 4.2: Cells in Accenture [Sample Size (n) =1]

|   S. No.     |Name of the Cell                           |Purpose of the Cell                       |
|1             |Public Relation Cell                      |To maintain corporate, media and political|
|             |                                           |contacts.                                  |
|2             |Corporate Communication Cell              |To make the corporate world aware of the   |
|             |                                           |latest activities                          |

Table 4.2 indicates that there are some cells that are currently operating at UTStarcom Private Ltd. that are designed to serve some specific purposes. There is a Public Relations Cell which basically facilitates the maintenance and improvement of all types of media, corporate and political contacts that are necessary for the growth and proper functioning of the organization. On the other hand there is a Corporate Communication Cell which basically

functions to make the world aware of the latest activities that happen within the organization and which need to be communicated to certain external agencies.

Table 4.3: Preferred modes of Personal Communication [Sample Size (n) =1]

|S. No.         |Modes of Communication       |Focus of the mode                                                             |
|               |                             |Internal members                 |External Agencies               |Both       |
|1             | Oral                         |                                |                                |            |
|2             | Written                     |                                |                                |            |
|3             | Both                         |                                |                                |           |

Table 4.3 reflects the preferred modes of personal communication that the respondent personally uses to communicate at different levels in the organization. The respondent needs to communicate with different level of employees to facilitate his work in the day to day functioning of the organization and as depicted by the table, the respondent prefers using both oral and written modes of communication depending on the demand of the situation the respondent is in. If the time needs to be saved the respondent resorts to oral communication and wherever a concrete information needs to be sent the respondent resorts to written communication.

Now after analyzing all the tabular data that is mentioned in this chapter we conclude and come to know the forms of external communication that Accenture uses to communicate with the external agencies and the personal modes of communication that the employees at UTStarcom Inc. generally use to communicate among their peers or with their subordinates or with their super ordinates. We come across certain interesting facts which reveal that they mostly focus on ways that save much of their 

time and resources which makes them a smart and intelligent organization setting effective benchmarks in the service industry.

CHAPTER 5

CONCLUSION & SUGGESTIONS

This chapter basically comprises of the conclusions that could be implicitly or explicitly inferred from the study of business communication at UTStarcom Private Ltd., Gurgaon and there are some suggestions for improving business communication processes in the organization. Moreover,we have also discovered the further scope of the study.

5.1 Findings of the study

After holding an interview with a prominent employee of the organization and studying the business communication process prevalent in the organization we have come across some major findings pertaining to the business communication processes existing in the organization which are basically as follows:

Business communication

    ➢ Focuses on strategic business issues and takes care of them.
    ➢ Is written in a manner and language that is comprehensible for the receiver.
    ➢ Has a specific and measurable outcome.
    ➢ Is delivered in a timely manner and in a medium that the receiver is willing and happy to receive it in.

5.2 Suggestions

Though the communication system in the organization is good but there are some suggestions which can add to this. These are:

    • Use a definitive source for communication

      From the study it has been found that organization communicate through e-mails in which there is a possibility that system fails or the employee’s desktop doesn’t work .so in important matters it has been suggested that they should use hard copy for that.

    • Communication sessions

      The employees can be provided with Communication sessions because listening and written skills play a very important role in the communication process.

    • Motivational Sessions:

      The employees should be motivated to come up with new ideas and suggestions so that there can be free flow of information in the organization.

    • Avoid use of disclaimers

      The business information which is shared in organization ought to be definitive, true and fair. So while communicating the business information there should be no place for if and buts and the intent should be crystal clear.

5.4 Limitations

As it is generally observed that most studies have to be bound by certain constraints or restrictions, so there have been some limitations in this study as well that must be taken into consideration and are listed as under:

    • Sample size

      The interview schedule has been filled by one person so might be some information may be missing in the report which could have been recovered if more sample would have been taken

    • Biasness

      Since the information has been taken from only one person so there is a possibility that person could have been biased for providing information regarding certain aspects.

    • More of specific information

      There were questions in the schedule which were demanding specific answers but if given an opportunity to explain them in details, there could have been more information.

    • Time constraint

The information collected from manager of an organization which means that may be he has given quick reply to the questions without giving a second thought to it which may result in wrong information in our hand.

5.4 Further Scope of the Study

As it is said that no study is a complete end in itself, so this study being no exception has a lot of scope of improvement. So there are some area which exhibit a scope of improvement in this study as well which are as follows:

    • This study basically included one company in which the business communication process was observed, so we can increase the no of companies under consideration for a more effective analysis and outcome.

    • The sample size in this study was 1 as due to time constraint it was possible for to interview just one respondent so for a better understanding of the

business communication process in the organization the sample size could be increased.

    • The interview schedule was specific and very much to the point so for a more comprehensive understanding more detailed information could be sought from the respondent.

5.5 Conclusion

Thus using the tabular details we come to know that Accenture Services Pvt. Ltd. lays a great emphasis on the business communication processes and tries to incorporate all measures that would facilitate this process for the betterment of the organization. We come across certain interesting facts which reveal that they mostly focus on ways that save much of their time and resources which makes them a smart and intelligent organization setting effective benchmarks in the service industry.
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