Research Study on Effective Business Communication 
At 
American Express Financial Centre 



TABLE OF TABLE 
Table 1: Recruitment Methods 13 
Table 2: Forms of written communication 15 
Table 3: Formal Meetings 15 
Table 4: External Communications 16 
Table 5: Informal channels of communication 21 


TABLE OF CONTENTS 
ACKNOWLEDGMENT 4 
EXECUTIVE SUMMARY 5 
INTRODUCTION TO BUSINESS COMMUNICATION 6 
LITERATURE REVIEW 6 
PROBLEM OF STUDY 7 
OBJECTIVE OF STUDY 7 
KEY TERMS 8 
BRIEF OUTLINE OF CHAPTERS 9 
METHODOLGY 10 
UNIVERSE OF THE STUDY 10 
LOCALE OF THE STUDY 10 
SAMPLE SELECTION 10 
DATA COLLECTION 10 
ORGANISATION OF DATA 11 
ANALYSIS OF DATA 11 
INTRAPERSONAL AND INTERNAL COMMUNICATION 12 
INTRAPERSONAL COMMUNICATION 12 
INTERNAL COMMUNICATION 13 
CHANNELS OF COMMUNICATION 14 
EXTERNAL COMMUNICATION 16 
CONCLUSION 17 
FINDINGS OF THE STUDY 17 
SUGGESTIONS 18 
LIMITATIONS 18 
FURTHER SCOPE OF THE STUDY 19 
REFERENCES 20 
APPENDIX 21 

ACKNOWLEDGMENT 
The research study on Effective Business Communication at American Express Financial Centre could not have been developed without the guidance and support of the faculty of Business Communication, at XXXXXXXXXXXX, Dr. XXXX, who not only helped in designing a framework for the study but also guided at each step during data collection and analysis. 
The data for the study has been provided by Ms. XXXXXXXX, Manager at American Express Financial Centre, who went beyond her capacity to provide data for the study. Ms. XXXXXXXX also organized a visit to the location which made it possible for the researcher to do an in-depth study based on observation and feedback. 
I would also like to thank all the fellow students at the XXXXXXXXXXXXXX of the XXXXXXXXXXX for proving continues support and encouragement during the tenure of the study. During this time they agreed to help with the design and production of this study. 
Finally, the study has also been supported by various research studies conducted by various experts and authors on Business Communication for which I am deeply thankful. 


EXECUTIVE SUMMARY 
Communication � It is an art and technique of using words effectively to impart information or ideas. It is the act of communicating or transmitting thoughts, messages, or information, by speech, signals, writing, or behaviour. Communication is necessary in a business since it is used to promote a product, service, or organization. A business message may be conveyed through various channels of communication, including the internet, print, radio, television, outdoor, and word of mouth. 
According to research it has been found that typically, managers spend 75 to 80 percent of their time engaged in some form of communication. Taking this finding forward the researcher has done an in-depth study on the extent and effectiveness of communication in American Express Financial Centre. 
During the study the researcher found that the organization does lay emphasis on the communication channels and form and realizes the importance of effective communication. Being a back office operation of American Express Pvt. Ltd., Amex is not actively involved in direct external communications. However, any information or message that is required to be sent in the public domain goes through the corporate headquarter located in the country. 
Even though, Amex has not had any severe problem or issue arising directly out of any miscommunication, the researcher has suggested that Amex should take certain steps to ensure that no problem arises in future as well. Though, the company provides induction training to its new joiners, no dedicated or special training is given to employees with respect to effective communication. Since, Amex has international clients a little training on cross-cultural communication would go a long way. 

CHAPTER 1 
INTRODUCTION TO BUSINESS COMMUNICATION 
Communication is a process that allows entities to exchange information by several methods. In other words, communication is a continues process through which sender and receiver create and share information with one another. Communication is a two-way activity between two or more people and occurs through various modes, some of which are used more commonly in some workplaces than others. Communication requires that all parties understand a common language that is exchanged with each other. Business Communication is communication used to promote a product, service, or organization. The business communication message is conveyed through various channels of communication, including the internet, print, radio, television, outdoor, and word of mouth. Business communication helps to bridge the gap between planning and execution. Efficient communication matters because business organizations are made up of people and also effective communication within organisation or outside the organisation increase the image as well as goodwill of the organisation in the mind of business partner, employees and consumer. Various research studies have been conducted on this subject and each study has consistently ranked communication skills as crucial for managers. Typically, managers spend 75 to 80 percent of their time engaged in some form of written or oral communication. Business wants and need people with good communication skills. Although often termed a "soft" skill, communication in a business organization provides the critical link between core functions. 
1.1 LITERATURE REVIEW 
Several experts and authors have worked on the dynamics of business communication. Various studies have indicated the importance of communication in a business environment. Some of them have been captured below: 
� Herta A. Murphy, Herbert W. Hildebrandt and Jane P. Thomas in their book Effective Business Communication, 7th edition emphasized on the �Seven C's of Effective Communication'. The Seven C's, which are Completeness, Consciousness, Consideration, Concreteness, Clarity, Courtesy and Correctness, whenever used in any form of communication makes it effective and efficient. 
� Raymond V. Lesikar, John D. Pettit Jr. and Marie E. Flatley in their book Lesikar's Basic Business Communication, 8th edition have dealt with matters concerning the fundamentals of business writing, which comprises of report writing, official communication and cross-cultural communication. 
� Courtland L. Bovee, John V. Thill and Barbara E. Schatzman in their book Business Communication Today covers the basic foundation of business communication, which makes it useful in understanding the core concepts of business communication. 
� Matthukutty M. Monippally in his book Business Communication Strategies explains the insides of business communication covering both written and oral communication. 
1.2 PROBLEM OF STUDY 
Any organization comprises of employees, suppliers, customer and other agencies governing the functioning of the organization. Majority of the time spent by any organization is on communicating. Communication encompasses the delivery of ideas, information, data or facts from one party to another. Since the majority of activities revolve around communication, maximum issues are also raised around this only. Thus, it becomes essential for any organization to ensure that all parties involved in communication are at the same level. A communication process is complete only when the sender is able to convey the message in the manner desired and the receiver also understands the message in the manner the sender desired. This is called an effective communication. To gauge this effective communication the researcher has conducted a study, taking American Express Financial Centre (Amex) as the case for better understanding. With the advent of technology and globalization of economies merger, acquisitions and diversification have become a usual affair for most of the organization. This is also true for American Express, a global financial service company, which has offices all over the world and employs people from various nationalities and cultures. It becomes crucial to understand the process of communication in such an organization. However, while evaluating and analyzing the process of communication it is important to gauge the expression of various members of the organization. Due to paucity of time and resources, the researcher was able to capture the expression from only one member of the organization. 

1.3 OBJECTIVE OF STUDY 
� To identify the various forms of internal communication at Amex 
� To examine the external form of communication at Amex 
� To asses the intrapersonal communication among the employees 
� To suggest various techniques to improve the communication process. 
1.4 KEY TERMS 
� Verbal Communication - Verbal communication requires the use of words, vocabulary, numbers and symbols and is organized in sentences using language. Mastering linguistic skill is not reserved for the selected few but is a skill that each and every one should develop to improve relationships and interactions. 
� Non-verbal Communication - Nonverbal communication is the act of imparting or interchanging thoughts, posture, opinions or information without the use of words, using gestures, sign language, facial expressions and body language instead. Much of the "emotional meaning" we take from other people is found in the person's facial expressions and tone of voice, comparatively little is taken from what the person actually says. 
� Interpersonal Communication - Interpersonal communication is the process of sending and receiving information between two or more people. Communication is interpersonal when the people involved are contacting each other as persons, on a personal level. 
� Gossip - Trivial writing or talk of an intimate nature about someone else, in either rumours or facts. 
� Rumours - A piece of unverified information of uncertain origin usually spread by word of mouth. Unverified information received from another. 
� Grapevine - The informal transmission of information, gossip, or rumour from person to person. A usually unreleased source of confidential information. 
� Cross Culture - The environment, customs, rules and regulations followed in another country. 
� Internal Communication - Effective internal communication - which can be said to be "downward, upward, and horizontal" - is a vital means of addressing organisational concerns. Good internal communication helps to establish formal roles and responsibilities for employees. It can be oral or written, face-to-face or virtual, one-on-one or in a small group. 

1.5 BRIEF OUTLINE OF CHAPTERS 
Chapter1: Introduction to Business Communication. This chapter introduces the subject of business communication its relevance in the business environment, the problem of the study, the objective of the study and also the key terms and definitions used in this study. 
Chapter 2: Methodology. This chapter deals with the research methodology adopted by the researcher. It clearly defines the universe, locale and sample size of the study. This chapter also comprises of the techniques used while data collection, analysis and report writing. 
Chapter 3: Intrapersonal and Internal Communication. This chapter covers the intrapersonal and internal communication pattern in American Express. Details regarding the recruitment process, channels of communication and level of intrapersonal communication in the organization have been analysed 
Chapter 4: External Communication. This chapter covers the external communication pattern followed at the American Express. Details regarding the types of external communication, public relations, corporate communications and cross-cultural communication have been presented. 
Chapter 5: Conclusions. This chapter concludes the report by providing the major findings of the study and presents some suggestions/recommendations for the organization. 


CHAPTER 2 
METHODOLGY 
The above chapter deals the meaning, importance and scope of effective business communication in an organisation. This chapter deals with methodology used to carry out the business communication study. It also consist of universe of the study, locale of the study, method of data collection, tools used for data collection, types of sampling used, sample sized used for study and analysis of the study. 
2.1 UNIVERSE OF THE STUDY 
The universe of the study consists of all the employees of the organization across the globe. For this research the universe of the study considered is the financial services of American Express through out universe. 
2.2 LOCALE OF THE STUDY 
The locale of the study has been narrowed down to the Gurgaon Office of American Express. The findings may or may not be similar to the other branches of the company across the globe. 
2.3 SAMPLE SELECTION 
Owing to time constraint and being a learning experience our research was narrowed down to just one particular sample so that an in depth analysis can b carried out .the researcher has used a convenient sampling method. Ms. Ambika Chatterjee, an employee of American Express Financial Centre (Amex) was interviewed. She has been working with Amex for the past 18 month. Ms. Ambika Chatterjee is a middle level executive. 
2.4 DATA COLLECTION 
For the purpose of data collection two different sources were adopted for the study: 
A. Primary 
B. Secondary 
The primary data collection method has been used to complete the research activity. To further compliment it the researcher has done secondary research as well. 
Primary - For this study researcher has designed an interview scheduler. The scheduler has four different sections, which further has various subsections with both closed and open questions. The researcher has used the survey method and the observation method for the study. 
Secondary - The researcher has gathered material from various business communication books, journals and magazines on business management. The corporate website of Amex was also studied to understand the process. 
2.5 ORGANISATION OF DATA 
The data collected is generally classified and codified and then it is analysed both quantitatively and qualitatively. However, qualitative statistical tool couldn't be used because the sample size was small. Due to this small sample size (only one respondent) the researcher went for an in-depth study via questionnaire. 
2.6 ANALYSIS OF DATA 
The gathered data has been analyzed to draw inferences and finding for this research study on effectiveness of business communication. No statistical tools could be used as because the sample size was very small. 


CHAPTER 3 
INTRAPERSONAL AND INTERNAL COMMUNICATION 
Intrapersonal communication at Amex basically covers any form of interaction between two or more employees located either at the same office or anywhere across the globe. The exchange of such information may not necessarily be official; it can be personal as well. At Amex it was found that most of the intrapersonal communication was personal and was regarding one's experience and feeling about the organization. 
Internal communication at Amex covers any interaction or exchange of information between the company and its employees. This interaction could be from senior to subordinate in form of instructions or from subordinate to a senior in form of suggestions. This interaction can also be horizontal where one employee shares his experience or knowledge with another employee at the same level in another department or location. 
3.1 INTRAPERSONAL COMMUNICATION 
At the Amex, personal communication is an important element in the everyday work life. Apart from work related issue employees also discuss personal matters with their colleagues. Employees need to share and discuss their views and opinion on various topics. Such discussions not only provide a vent for socializing but also give a break to the monotony of work. Mostly such communication is oral but it has been observed that many times it is also written, where one colleague forwards an email to another. Any intrapersonal communication at Amex is mostly between the employees of the same location. 
The respondent also mentioned that he was an active member of all the team meetings conducted within his department and provided feedback and suggestion wherever required. Apart from being an active member, the respondent also made oral presentations in the organization. For a typical one-hour presentation to the client, the respondent needed two hours to prepare. However, internal presentations, which do not need much detail or specification, can be prepared in an hour as well. 
Based on the feedback the respondent has received from his clients and seniors, the respondent did not hesitated to give himself a four out of five where presentation skills were concerned. Also while rating for the listening skills the respondent gave a three out of five as he felt there was some scope of improvement particularly in the area of �understanding between the lines'. 
When asked about the memos, the respondent mentioned that within the organization there is a special team dedicated for writing such memos so the respondent has never written or issued any memo. 
Since, there is no training programmes dedicated on improving communication, the respondent suggested introducing training session for all employees. As far as employees are concerned, before making any presentation one should revise the presentation at least five times. Also, learning from the practices followed at Amex, the respondent felt that each organization must follow a dress code as this brings about some professionalism in the employees 
3.2 INTERNAL COMMUNICATION 
Amex has set procedures and rules when it comes to recruitment of new employees. The general method of recruiting management trainees/junior executives is through visiting professional institutions but this is true mostly for management trainees. As far as junior executives are concerned the organization uses a mix of advertisement in the newspaper and the professional services of consultants. The middle level recruitment is usually through job sites and consultants. The respondent also reported that most of the top level recruitment is done through employee referral or through head hunting. Table 1 shows the different mix of recruitment methods used vis-à-vis the executive level. 
Table 1: Recruitment Methods 
Parameters Executive Level 
Recruitment Method Management Trainees Junior Level Middle Level Top Level 
Advertisement in the newspaper  
Outsourcing to search consultants   
Searching from existing data banks 
Visiting professional institutions  
Employee Referral  
Internet Sites  
Networking Sites 
Any other  
Once the initial screening is done the short-listed candidates are selected through the process of a written test followed by an interview. During the interview a lot of emphasis is given on the soft skills and communication skills of the candidate besides checking the knowledge base of the interviewee. 
After the final selection, the new employee is then sent for an orientation program, which is generally a weeklong, and during this period the new employee is acquainted with the process of the organization. The orientation program is not focused on imparting or honing the soft skills and is only targeted at making the employees familiar with the process. The development of soft skills generally happen during the tenure that the employee spends in the organization and such development is generally very gradual. 
3.3 CHANNELS OF COMMUNICATION 
Similar to many organizations, Amex has multiple directional formal channels of communication. A downward channel is used when a senior gives instruction or orders to the subordinate. The flow is other way when the subordinate gives suggestions or feedback to the super ordinate. Also, lateral communication is also prevalent and usually occurs when an employee provides suggestions or ideas to another employee at the same level. Amex also encourages its staff to communicate diagonally, i.e. when employee of one department communicates with employee of another department ho may be at a higher or lower level than his. The company uses various channels such as memos, circulars and notices when it wants to reach out to employees. There is a specific format and template designed for such communication and is also handled by a team dedicated for all formal communication that the company wishes to send out to its employee. Such communication is either in the form of e-mails or as hard copy that are put up on the notice boards. At year-end, the company also sends out an annual report to all investors and stakeholders, which are informational and analytical. Table 2 presents the various forms of written communication adopted by Amex to reach out to employees. The table also communicates the mode of delivery of each of these forms. 

Table 2: Forms of written communication 
Parameters Forms of communication 
Modes of communication Memos Circular Notice Order Any Other 
Email    
Hard Copy   
Any Other 

Even though the informal network of communication is not as structured as the formal communication, the informal communication is generally a lot quicker. The channels of informal communication at Amex include grapevine, gossips and rumours. 
In the respondent's team, a meeting is conducted every week, wherein each employee discusses his or her issues related work. Such meeting help in getting the whole team in sync. Participants at the meeting are expected to give a presentation to the whole team detailing the work concluded during the week. Usually each participant gets sufficient time to prepare for such weekly presentations as the schedule is decided a month in advance. If there is a special meeting to be held apart from the weekly meeting an agenda is sent to all participants at least a day in advance. After the meeting one of the participants sends across the minutes of the meeting to all, which is done usually within the next 24 hours. Table 3 depicts the frequency of meetings along with the agenda and minutes distribution. 
Table 3: Formal Meetings 
Parameters Frequency 
Employee Interactions Within 24 hours Within 7 days Within 15 days Within 30 days More than 30 days 
Frequency of meetings  
Circulation of agenda  
Circulation of minutes  

CHAPTER-4 
EXTERNAL COMMUNICATION 
Universally, external communication refers to sending messages to parties outside the organization. Any communication with people not belonging to the organisation is referred to as external communication. During, such communication all information relating to the company's activity is transmitted to the external parties. Such information could be either for public consumption or may be directed at a particular organization or institution. Such information is essential as it promotes organization's image and also conveys to the external parties about the work that the organization indulges in. 
The subject matter under the study handles the back office operations of the parent company, i.e. American Express Pvt. Ltd. Hence; the organization is not authorized to send messages to any external party. However, the company does have a corporate communication cell that handles communication between the various subsidiary companies of the parent company. The company also send out their employee for various trainings and seminars, which are held by the parent company or are held in the name of the parent company. Since the company is aware of the legal issues involved in external communication, it does not engage in any direct external communication. Amex provides services to customers across the globe, so apart from providing language training the company also provides cross � cultural training. As each employee handles a limited number of regions, the training is provided as per the need base. Table 4 illustrates the various ways in which the organization handles its external communications. 
Table 4: External Communications 
Parameters Availability of facilities 
External Communication Facilities Yes No 
In-house Public Relation Cell  
In-house Corporate Communication Cell  
Training Programmes  
Awareness towards legal aspects  
Cross � Cultural training  
CHAPTER 5 
CONCLUSION 
The previous chapters have dealt with the introduction of business communication, methodology followed while doing the study, intrapersonal, internal and external communication. This final chapter of the study comprises of major findings, suggestions, limitations and further scope of study. 
After an in depth study of the interview schedule it can be concluded that Amex indulges in various forms of communication at every level. The company understands the importance of communication and similar can be said for its employees as well. An optimal mix of formal and informal communication is used within the organization as the organization realizes the importance of both in the current scenario. Also, the organization tries to follow a flat hierarchy system by allowing upward, downward and diagonal communication. 
5.1 FINDINGS OF THE STUDY 
The major findings of the research study carried out at Amex have been discussed as under: 
 Amex realizes that intrapersonal communication is an important element in the everyday work life. It helps in breaking the monotony of work. 
 Most intrapersonal communication at Amex is oral. 
 Amex has a separate department, which is dedicated for corporate communication, any communication from company side to the employees and also for issuing notices, memos and press releases. 
 Amex does not have any training program dedicated at improving the communication skills of employee. 
 Amex has set procedures and rules when it comes to recruitment of new employees. 
 While selecting a candidate Amex puts a lot of emphasis on the soft skills and communication skills. 
 Amex has multiple directional formal channels of communication. 
 Amex has a strong informal communication channel too, though it is unstructured yet it is very robust. 
 Amex conducts a weekly team meeting where each member presents his/her ideas to the whole team. Such presentation can be oral or written. 
 Being a back office operation unit, Amex does not indulge in a lot of external communication. Nonetheless, the company has a very active corporate communication cell that interacts with other subsidiaries of the parent company. 
5.2 SUGGESTIONS 
 Since the company has a vast number of cross-cultural clients it should focus on and train both new and old employees on cross cultural communication. 
 The company currently does not have any training module in communication for new employees; the company should invest in such trainings as these make the system more efficient and error free. 
 Even though Amex encourages informal communication, the process is still much unstructured. Amex should promote informal communication among employees through regular meets and off sites as they develop better working relationships. 
5.3 LIMITATIONS 
Since no study is an end in itself and error free, there are certain shortcomings and limitation in this study as well. Some of which are: 
 Sample size was restricted to one, had it been more the findings had been enormous 
 From the qualitative and quantitative analysis the restricted tools cannot be used for the study 
 Information collected can also be very much dependent on the respondent's own perception. 


5.4 FURTHER SCOPE OF THE STUDY 
As it is known that no study is an end in itself so having more sample studies could increase the further scope of the study and an in-depth analysis could be carried out about the different methods of communication at different levels of the same organization. 
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APPENDIX 
Table 5: Informal channels of communication 
Frequency Informal Communication Channels 
Grapevine Rumours Gossips 
Always - - - 
Sometimes _ - 
Never Yes Yes Yes 
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