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COMMUNICATION SKILLS
Communication is a process of sharing by which messages produce responses. It consists of writing, speaking and listening. The ability to communicate helps you to get your ideas across effectively and to get the results you want in your business and personal life. There is no mystery to good writing. It is a skill, you can learn by practice. The more you write, the more fluent your writing will become. As you write, keep your language active and precise. Use of passive voice, unnecessary words and vague generalities makes your prose weak. The best approach toward developing your own particular style in writing is to write as you speak. 
There are two types of communication: Writing, speaking & listening in which words are used is known as verbal communication, whereas messages without words, the way you move and appear is known as non-verbal communication. 

There are two types of letters: 
Business Letters (Internal & External) and Personal Letters.

1.
Business Letters:

Internal Communication:

Within the organization; it is downward, upward and horizontal. It helps increase job satisfaction, safety, productivity and profits and decreases grievances.
External Communication:

Outside the organization; it helps create a good reputation and have a positive impact on its ultimate success.

2.
Personal Letters:
Non-business related exchanges of information and feelings among people.
IMPORTANCE
1. Communication skills are needed in almost every aspect of life. 

2. Good communication skills are vital for your success and promotion on the job. Those who cannot communicate effectively in either oral or written communications remain in lower cadre jobs. 
3. Communication is essential to building trust and teamwork among employees.

4. Businesses need employees with good communication skills. Improving communication skills improves chances for success in business. 
5. Communication is the ‘lifeblood’ of every organization. Organizations cannot function without open and effective communication. An organization is a group of people associated for business, political, professional, religious, athletic, and social or other purposes. Its activities require human beings to interact and react, that is, to communicate. They exchange information, ideas, and plans and make decisions, rules, proposals, contracts and agreements. 
6. The higher you advance, the more you will need your communication ability. If some one works on a machine his ability to express himself will be of little importance. But as soon as he moves one step up from the bottom, his effectiveness depends on his ability to reach others through the spoken or the written words i.e. better communication. 

7. Communication is not time bound. One conveys his or her thoughts and ideas through actions all the time to persuade and work with other people and this is more apt in case of business people.

BENEFITS
1. Communication builds better business and human relations.
2. Communication enhances knowledge, skill and experience.
3. Communication enables human beings to work together. 
4. Communication skills help us develop good ideas and express them.

5. Communication helps develop a civilized and well organized society.

6. Effective communication gives a lot of advantages to an organization such as reputation, prosperity and customer relations. 

7. Electronic communication makes it all the more easy for groups and individuals in business.

NONVERBAL COMMUNICATION
We also communicate nonverbally-without words. Sometimes nonverbal messages contradict the verbal; often they express feelings more accurately than the spoken or written language. Some studies suggest that from 60 to 90 percent of a message’s effect comes from nonverbal cues. Nonverbal communication is done through the following:
A. How Appearance Communicates

The format, neatness, and language of a written message send a nonverbal message to the reader. This may leave an effect on both written and oral messages.
B. How Body Language Communicates

Conventions of eye contact are specific to each culture. Eye contact and facial expression can help or hinder your verbal message.
Posture, gestures, and body movement convey a message and add to or subtract from your oral message.
C. How Silence, Time, and Space Communicate

Silence, time, and space can communicate more than we may think, even causing hard feelings, loss of business, and profits. Concepts of time and space are culture-specific. Effective communicators adapt to senders’ and receivers’ expectations. 
WRITING SKILLS

To compose effective written or oral messages, we must apply certain communication principles. These principles provide guidelines for choice of content and style of presentation, adapted to the purpose and receiver of your message. They are called the “seven C’s”:
· Completeness 

(5Ws; who, what, when, where and why)
· Conciseness
· Consideration
· Concreteness
· Clarity
· Courtesy, and 
· Correctness
Some of the communication experts follow only three out of seven principles: Accurate, Brief and Clear, called ABC RULE.  
Accurate


Use specific facts and figures.  Include all relevant details. Put action in your verbs. Proofread thoroughly.

Brief


A brief (concise) message is complete without being wordy. Keep sentences short. Use simple expressions. Include only relevant material and avoid unnecessary repetition. Brief message saves time & expense for both sender & receiver.

Clear


Use simple English. Write in an easy and natural style. Use precise, concrete and familiar words. Construct effective sentences and paragraphs. Keep paragraphs short (about 10 lines) and the sentence length from 17 to 20 words.

Avoid roundabout verbiage:

In order to 



(to)



In view of



(because)



In the majority of instances 

(usually)



At this time



(now)



Due to the fact that


(because)



In due course



(soon)

Use concrete language:

Abstract


Concrete

A significant loss

A 53 percent Loss

Good attendance record
100 percent attendance record

The leading company

First among 3,212 competitors

The majority


62 percent

In the near future

By noon Thursday

A labor-saving robot

Does the work of seven workers

Light in weight

Feather light

Substantial amount

$3,517,000

Use the active voice:

Passive



Active

The results were reported in our    We reported the results in our 

July 9 letter.


       July 9 letter.


This policy has been supported     Our union supported this policy.

by our union.

The new process is believed
 The investigators believe that   

to be superior by the

       the new process is superior

investigators.


The policy was enforced by
       The committee enforced the 

the committee.

                   policy.

The office will be inspected
       Mr. Hall will inspect the office.

by Mr. Hall.

A gain of 30.1 percent was            Hardware sales gained 30.1

reported for hardware sales.           percent.

A complete reorganization of 
       The president completely

the administration was effected     reorganized the administration. 

by the president.


 


The demand for postponement      The Dean refused to postpone

of the examination was not 
       the examination.

accepted by the Dean.

Avoid over use of Camouflaged Verbs:

Camouflaged Verb


Clear Verb Form

An arrangement was made to

We arranged to meet for  

meet for breakfast.


breakfast.


   Control of the water was not.
      They could not control the

    possible.
      water.    

The new policy involved the 

The new policy standardized  

standardization of the


the procedure.

procedures.

Application of the mixture was 
They applied the mixture.


accomplished.

We must bring about a

We must reconcile our 

reconciliation of differences.

differences.

The establishment of                          The company has established 

rehabilitation center has been             a rehabilitation center.

accomplished by the company. 
                                                 

Use Gender-Neutral Words:

Avoid words that discriminate against sex, race, nationality, age, sexual orientation, or disability. We often use discriminatory words without intent. Avoid using the masculine pronouns (he, him, his) for both sexes.

Sexist




Gender-Neutral
If a customer pays promptly, 
A customer, who pays

he is placed on our preferred
promptly is placed on our

list. 




preferred list.

A supervisor is not responsible
A supervisor who is not 

for such losses
 if he is not 

negligent is not responsible

negligent.



for such losses.

When a customer needs service, 
A customer who needs service 

it is his right to ask for it.
            has the right to ask for it.                       
THE PROCESS OF PREPARING EFFECTIVE BUSINESS MESSAGES
For and effective business message whether written or oral, you need to plan, organize, draft, revise, edit and proofread. It is also essential to keep in mind the seven C qualities and legal aspects.
I.
FIVE PLANNING STEPS:
To communicate effectively, consider the following steps before you write your message:
a. Identify Your Purpose
The objective of your message is almost always twofold: the reason for the message itself and the creation of goodwill.

b. Analyze Your Audience
See your message from your receivers’ point of view: their needs, interests, attitudes, even their culture.

c. Choose Your Ideas
The ideas you include depend on the type of message you are sending, the situation and the cultural context.

d. Collect Your Data
Be sure to collect enough data names, dates, addresses, and statistics for precision.

e. Organize Your Message
Organizing your material before writing your first draft can prevent rambling and unclear message.

II.
BASIC ORGANIZATION PLANS
a.
Direct (Deductive) Approach
Use the direct approach when the audience is receptive to your message. It is used for direct-request & good-news messages. 
b.
Indirect (Inductive) Approach
When you expect resistance to your message, choose the inductive approach, such as in a bad-news message or a persuasive request.
III.
BEGINNINGS AND ENDINGS
Two of the most important positions in any business message are the opening and closing paragraphs. You would have heard the old sayings “First impressions are lasting” and “We remember best what we read last”. Whenever possible, place the main favorable ideas at the beginning and ending of a message.  
a.
Opening Paragraphs

The opening of a written message determines whether the reader continues reading, puts the message aside, or discards it. Following examples offer suggestions for good openings that help make favorable impression:

1. Choose an opening appropriate for message purpose and reader. Begin with the main idea or good-news subject when you are sure the reader will consider the information favorable or neutral. It is also easier for the reader to understand the main idea if it is in the first paragraph. When you have bad news for the reader, begin with a buffer to set a neutral tone. When you write a persuasive request, begin with relevant statements that will induce the recipient to read further.

2. Make the opening considerate, courteous, concise and clear. Use courteous language, and avoid anything that might annoy the reader. Keep the first paragraph relatively short (five typewritten lines). Use conversational language in clear and concise sentences. Avoid unnecessary repetition.     

3. Check for completeness regarding sentence structure and date of letter you are answering.                                                       

b.
Closing Paragraphs

The closing is more likely to motivate the reader to act as requested if it is strong, clear and polite. Here you should focus on the desired action and leave sense of goodwill with the reader. Following points should be observed for the closing paragraphs:
1. Make action request clear and complete with the five W’s and H.
2. End on a positive and courteous thought.  Include any apologies and negatives before the last paragraph. Be friendly. Show appreciation. Occasionally add a personal note.

3. Keep last paragraph concise and correct. It should not have more than five sentences. Avoid trite expressions and unnecessary repetition. 

IV.
COMPOSING THE MESSAGE
a.
Drafting Your Message
Your first draft is often the most difficult to write. The important thing is to get the most important information in your message on paper early.


b.
Revising Your Message
Revision means adding necessary and deleting unnecessary information, making sure your points are adequately supported, checking your organizational approach, and reviewing your language in terms of the seven C’s. 

c.
Editing and Proofreading Your Message
Editing and proofreading are important to ensure that your document has no mistakes in grammar, spelling, punctuation, 
or word choice.

Persons writing in a second language will find it helpful to read their written material aloud.

THE APPEARANCE AND DESIGN OF MESSAGES
BUSINESS LETTERS

A. STATIONERY AND ENVELOPES
1. Quality, Size, Color

Good company stationery is most often at least 15 percent cotton content, 20 pound weight, and white, cream, or light gray in color.
2. Letterhead

Letterhead information should include the name, address, ZIP, and telephone number. Sometimes fax numbers, nature of business, and name of department are also included. 

3. Envelopes

Return addresses of the senders, often printed like the letterhead or, if necessary, typewritten, should be in the upper left corner of the envelope.  The addressee’s address which is the inside address of the letter, should be placed on the envelope in the order given below:
· Name and title of receiver

· Name of department
· Name of organization

· Name of building  (if relevant)

· Street address

· City and ZIP code 

· Country  (if letter is being sent out of the
    country)

B.
STANDARD PARTS OF THE LETTER
1.
Heading – Letterhead and Date

Heading – either letterhead or your own address should be at the top of the letter before the date and address of the receiver of your message.

2.
Inside Address

The inside address should begin with the addressee’s name preceded by a courtesy and or professional title.

3.
Salutation
Salutations are typed on the second line below the inside address and two lines above the body of the letter.
Dear Mr.
   Dear John
         Dear Manager

Dear Customer 

4.
Body
Most letters are typed single-spaced, with two spaces between paragraphs, before and after the salutation, and before the complimentary close.
5.
Complimentary Close

The most popular complimentary closes in American letters are the following:
Sincerely,     Sincerely yours,
    Very truly yours,
 Cordially,     Yours sincerely
When the letter is informal, additional complimentary closes are often used, such as warm regards and best regards.

6.
Signature Area
Signature Area includes name of your company, your signature, your type written name and your business title. If printed on the letterhead, your company name need not be typed after the complimentary close.

7.
Reference Section

The reference section may include information about the message composer, the typist, and sometimes word processing date. 

HWH <3> : munir
{ HWH is composer; disk 3; munir is typist }

D. OPTIONAL PARTS OF THE LETTER
1. Attention Line

An attention line is useful when you want your message to go to a certain department or when someone other than the addressee will take care of your message.

2.
Subject Line
The subject line helps tell your reader what your letter is about. It also helps in filing. It is usually placed on the second line below the salutation and centered or placed on left margin.
3.
Enclosure Notation 
An enclosure or attachment notation is included to remind your reader to check for additional pages of information.

4.
Copy Notation
When persons other than the addressee will receive a copy of your message, you note by writing ‘c’, ‘pc’, ‘copy’, or ‘cc’ followed by the names of these persons just below the reference initials or the enclosure notation.

5.
File or Account Number and Mailing Notation.
Mailing notation words such as Special Delivery, Certified, Registered Mail, when applicable, may be typed a double space below the date line and at least a double space before the inside address.

6.
Postscript 
To emphasize a point in your letter or to include a brief personal message unrelated to the letter, a postscript, typed or handwritten (with or without ‘P.S.’, ‘PS’, or ‘PS :’) may be added below everything else typed on the page.
D.
LETTER LAYOUT

Most American business letters use mixed punctuation, with a colon following the salutation and a comma after the complimentary close.
1.
Punctuation Styles
Open and mixed punctuation are the two forms most used in American business letters. In open punctuation, no line of any letter part has any punctuation at the end unless an abbreviation requires a period. In mixed punctuation, a colon follows the salutation; a comma follows the complimentary close.
2.
Letter Styles
a.
Full-block: Every line begins at the left margin. This is a common format because it is quick and easy to set up.
b.
Modified-block: The date, complimentary close, and signature section begin at the horizontal center of the page or are placed so that they end near the right-hand margin. 
c.
Modified-block with paragraph indented.
II.
 MEMORANDUMS

A. STATIONERY
Messages through different mediums are reproduced on stationery for more permanency. It may include memorandums, formal and informal letters.
B. PARTS OF THE MEMORANDUM
Standard memos consist of a heading with TO, FROM, SUBJECT, and DATE. Optional parts are Reference Initials, Enclosures, File Number, Routing Information and the sender’s Department and Telephone.

            1.    Headings
Whether to include a courtesy title after your “TO” heading depends on your relationship with your receiver; you omit your title before your own name.

            2.    Subject Line
Subject Line should instantly communicate the title of the memos so that the receiver should know what he or she has been asked to do.
The memo body is not centered on the page and is lined up evenly on the left, with a triple space between the last of the memo headings and the first line of the body.
      C.  LAYOUT OF THE MEMORANDUM BODY
The memo body is not centered on the page and is lined up evenly on the left, with a triple space between the last of the memo headings and the first line of the body.

      D.
ENVELOPES AND ELECTRONIC MAIL


How your memo is sent to the addressee depends on where you and the reader are located and the ways of communication. For this printed envelopes and Electronic Mails are used.

III.
SPECIAL TIMESAVING MESSAGE MEDIA
A. Electronic Mail
E-mail formats have similarities to both memo and letter formats, with conventions that are still developing as the use of electronic mail expands.
B. Facsimiles (Faxes)
For immediate communication, many organizations use a fax, which is a fast-growing means of sending and receiving messages.
C. Telegrams, Telexes
Telegrams, mailgrams and telexes are older forms of electronic communication, but they are still used by companies that are not hooked into computer networks.
D. Teleconferencing 

It is less expensive way to bring together people located at distant geographical sites.
1. Audio conference

Through telephone lines everyone in a group of people is able to speak to everyone.

2. Video Conference

Videoconferencing uses closed-circuit television in which every participant can see, hear and talk to others. 

GOOD-NEWS AND NEUTRAL MESSAGES
I.
ORGANIZATIONAL PLAN

It has three parts:
1. First: Best news or main idea.

2. Middle: Explanation, with one or more of the following, when appropriate:                          

· all necessary details

· educational information

3.   Last: Positive, friendly ending, with a clear statement of action desired, motivation to action, willingness to help further, appreciation.

II.
FAVOURABLE REPLIES
This section considers messages that are written because someone inquired. Most persons like good news first in a communication for favourable replies. 
A.
Answering Inquiries
It may be required to write a recommendation to a specific person.


Expanded Good-News Plan for Recommendations 

The following items are a basis for confidential recommendation letters when facts are mainly favorable or neutral:

Main Idea, Explanation, Ending.
Recommendations for Outstanding Candidates


Recommendations for Candidates with Shortcomings 

Relevant information tactfully stated, is advisable in recommendations 

B.
Granting Favours and other Requests
Use the good-news plan: Good news first, relevant comments of explanation next and a cordial ending.

C.
Job Acceptance Letters
Three parts: Accept position and express appreciation; confirm details and ask questions; provide a pleasant closing.

D.
Goodwill Messages

There is nothing wrong with expressing feelings in a goodwill message. Although it may be tempting to send printed cards, it is always more personal and meaningful to the recipients to send a written note of appreciation, congrats, or sympathy. Goodwill messages are usually short. They should have a sincere tone and should be focused on the reader.
Letters of Appreciation
Thank you notes should be written whenever someone does you a favor or when an action deserves praise. These notes may be written to customers for their orders, to colleagues for their support, and to individuals for any special favor they have done to you or for your company.
Letters of Congratulation
These notes should be sent for business and personal achievements and milestones. As in letter of appreciation, they should use good-news organizational plan and focus on the reader.
Letters of Condolence
Expression of sympathy to someone who has experienced grief or misfortune is difficult to write and demand special sensitivity on the part of the writer. The direct approach is generally best, and the tone should be subdued and sincere. 

III.
NEUTRAL MESSAGES
The previous section considered messages that are written because someone inquired. This section discusses unsolicited messages specially, announcements and transmittals.  

A.
Announcements

The good news plan works for most kinds of announcements.
Announcing Sales and Events

Whenever you wish to announce a sale or an event (luncheon, conference, celebration, meeting or other function) you need to inform your readers, you can use the good news plan by including five W’s in opening paragraph.

Announcing Procedures, Policies, and Responsibilities 

Clarity and tone are important factors in messages announcing policies and directives.

Some announcements must be written in more than one language; English and the language of the foreign customer..

Announcing Honors and Activities of People

Honors people receive are almost always presented using the good news organization plan, although the indirect plan can be used when you want to create drama in the announcement. 
B.
Transmittals ( Cover Letters )
A transmittal is a letter or memo that simply sends a document to a reader. As the name implies, the main purpose of a transmittal is to transmit something which is usually mentioned in the first paragraph. Transmittals, also called “Cover Letters” have many uses.

BAD-NEWS MESSAGES

I.
THE RIGHT ATTITUDE
In negative messages, your tone will help determine your effectiveness. Keep the following suggestions in mind:
1. Convince your reader that your decision, although contrary to his or her    request,     is fair, necessary, reasonable and possibly even to his or her advantage in the long run.

2. Avoid using company rules or policy and include customer-benefits and    reasons that are behind your rules and policies.

3. Use expressions that boost consumer’s confidence in you.

4. Single people out when you praise them; put them in a group when you criticize. Mention mistakes by using impersonal constructions.

5. Be courteous and shield the reader’s pride

6. Talk with, not down to, the reader.

I. PLANS FOR BAD-NEWS MESSAGES

Message Plan is influenced by the circumstances; your purpose, the reader’s probable reaction, your relationship to the reader, and the facts in each case. There are two organizational choices; the indirect and the direct. 
A. Indirect Plan

Most people will feel more receptive toward your company and you if your reply opens with some kind of agreeable statement. Then insert an explanation followed by the negative news, additional explanations, and a courteous close. Some letters begin with agreeable news, are followed by the negative news, and end with suggestions for the future. The bad-news, indirect plan has the following organizational structure:

Buffer

The buffer should be pleasant, relevant, honest and neutral in tone. Avoid misleading the reader into thinking the news is good. If possible, begin your message with reader-interest information, such as; agreement, appreciation, assurance, compliment, cooperation, neutral courtesy or understanding. 

Explanation and Analysis of Circumstances

Explanations are often crucial to the effectiveness of a negative message.

Decision, Implied, or Expressed

To make the decision clear, positive, and concise, there are three alternatives: 


(1) If the reasons are clear then refuse the requests by implication. 

(2) If an implied decision might be misunderstood, express your decision near the end of the explanation or in the middle of the paragraph.


(3) If you can, offer a constructive   suggestion, counterproposal, compromise, or alternative course of action. By emphasizing what can be done, you may clearly imply what cannot be done without actually using negative language. 


Friendly, Positive Close


Ending should be positive with reader friendly requests, assurances and reader benefits. Offer assurances that you appreciate the reader as a customer. Invite future patronage, cooperation and suggestions and make clear whatever action is required and express continued interest and reader benefit. 
B. Direct Plan

A direct approach can be used when the message is routine, when the reader is known for preferring directness, or when the message is urgent. It is same as the direct good-news plan. It has three parts:

(1) Bad-news decision, 

(2) Explanation, and 

(3) Appropriate, courteous ending.

II. UNFAVOURABLE UNSOLICITED MESSAGES

If the bad-new is routine, you may choose to use the direct organizational plan; however, if your reader will be disappointed or angered by the news, use the indirect plan.

We generally use the bad-news plan whenever our readers will be disappointed or angered by our message. However, when we write to employees or other business associates on routine matters, we may use the direct plan.


Announcing Bad-News about Prices or Services

When our firm finds it necessary to increase prices or cut services to customers; a buffer opening followed by reasons before stating the negative decision will help break the news gently.
Penalizing for Nonconformity to Rules or Procedures 
When the message is urgent or it is of great importance to the reader, use the direct plan. Announcements about penalties for deviating from required procedures or disregarding previous notices often begin with the bad news. The direct plan should be used especially when the situation is urgent or when the writer wants the reader to be sure to read the main idea.

Conveying other Bad-News

When you have made a mistake, it is often best to admit your mistake in the beginning of your message. Letter of resignation should include a reason, appreciation for people you are leaving, and a cordial ending.

PROPOSALS

Proposal literally means act of proposing something. Proposal writing is persuasive writing.  You seek a response, wanting the reader to accept your recommendations and written plan for completing a task. Proposal aims to solve a problem, alter a procedure and find answers to questions, offer advice and training, or conduct research on topic of interest to both parties.

Report is description of an event or task already accomplished, or it is an account given or opinion expressed after investigation or consideration. A report includes an introduction, body (discussion or text), and terminal section (summary, conclusions, recommendations). All the facts are presented accurately and impartially. A summary condenses the text, conclusions evaluate and infer from the text and recommendations offer specific course of action.    

Professors submit proposals to companies stating that they can help solve problems within a company; advertising agencies bid for publicizing a product or an idea for a client; companies submit proposals to the government that they can build everything from bridges to skyscrapers and so on.

Numerous groups invite proposals; the government being one of the foremost requesters. These requests may appear in newspapers or a Request for Proposal (RFP) is directed toward a company with specific expertise.

Following are some of the proposal topics:

· Sale of property, such as airplanes, machines, buildings.

· Construction of parking structures, buildings, bridges,

  water systems, complete power plants and  highways.

· Survey of water areas for possible oil fields.

· Planning and basic research for developing an automobile factory.

There are two types of proposals; short proposals and long formal proposals. Large projects require proposals with elaborate detail; some may be bound into several volumes when the cost of the project goes to millions or even billions of dollars. So important are proposals for some firms that they have spent lot of money to equip their own company libraries with individual study rooms and up-to-date research facilities plus a staff of typists, designers, photographers, editors, and computer experts. Their main purpose is to help their marketing representatives turn out top quality, winning proposals - solicited and unsolicited.

Often a lot of money is spent on preparing the visual appearance of a proposal.

Short listing means persons or groups who are the final candidates for winning the proposal. It is elimination of some companies through initial screening. 

KINDS OF PROPOSALS

Proposals are sales presentations, easily classified into research proposals and business proposals.

A. Research Proposals

Simply a research proposal is usually academic in nature. Professors and school or university departments often submit requests for research proposals.

B. Business Proposals

When you write solicited business proposal, remember that you most likely will have many competitors also bidding for that contract. Follow meticulously the proposal requirements of the solicitor.

Likewise when you write an unsolicited proposal, you need to convince the reader or review committee that you understand the organization’s problem and that your firm or you are qualified to solve it successfully.

PARTS OF PROPOSALS

A. Title Page

As a minimum, title page should include the title, the name of the person or company to whom the proposal is submitted, the person submitting the proposal, and the date.

B. Executive Summary, Abstract, Synopsis

The executive summary should speak for the complete proposal, it should be able to stand alone, and it should summarize how objectives will be met and what procedures will be followed. 

C. Draft Contract

A draft contact allows the receiver to offer a counteroffer.

D. Table of Contents

Brief proposals usually do not require a table of contents. Long proposals require one, as well as a list of tables, figures, and illustrations.

E. Introduction

It gives brief description about the following: 

· Purpose

· Problem

· Scope 

· Project Team

F. Background

In the long proposals information about previous work completed on identical or related projects and literature survey on the subject should be given.

G. Procedure 

Here you briefly state, without exaggeration, how you will meet the requirements of your reader.

H. Equipment and Facilities 

State in your proposal that you have relevant equipment and facilities, needed for the project. For a research project, state what equipment and facilities you already have for use, and assure that you can get the rest.

I. Personnel

Necessary information about the workforce involved in the project should be included and also the percentage of time that personnel will devote to the project.

J. Budget

Present the budget according to the specifications of the sponsor or the organization inviting proposal.

K. Appendixes

Appendixes having relevant information regarding maps, graphs and tables can be attached at the end of the proposal. Some times supporting letters and endorsements are also included. 

WRITING STYLE AND APPEARANCE

Proposals should contain all business communication principles and report writing techniques whether it is for a research grant or million-dollar sales contract. Above all, clarity especially in the executive summary is needed for instant and clear communication.

The proposal is appraised in terms of:  

1. General appearance

2. Neatness

3. Specific appearance of:

a. Table of contents 

b. List of figures 

c. Title page

d. Maps

e. Graphs

f. Charts

4. Consistency of style.

5. Title - is it grandiose or does it properly describe the project?

6. Completeness

7. Professionalism

Appearance throughout the proposal makes important nonverbal impressions. First impression is very critical.  Many proposals are lost at the first look by the reader.  

Therefore, you cannot afford to skimp on the time you spend in ‘polishing’ your proposal. Each item must be checked and rechecked. Since you have spent many hours developing the proposal idea, and further hours researching and writing before your first draft, why risk your investment over poor typing, proof reading, graphics, etc.? 

Get the cover, charts and graphs prepared by an artist. The cost is minimal when you consider the potential return.  Make sure the final copy is neat and clean prior to submission.      

STRATEGIES FOR SUCCESSFUL SPEAKING 

I. STRATEGIES FOR IMPROVING ORAL PRESENTATIONS

This section deals with the following steps needed to be effective in oral communication:
· Steps for Preparing Effective Oral Presentations

· Kinds of Oral Presentations

· Ways of Delivering the Oral Message

· Strategies for an Effective Oral Delivery

· Strategies for an Effective Nonverbal Delivery

A. Steps for Preparing Effective Oral Presentations

Seven steps are essential for successful oral statements, short or long. The more preparation you do, the more confidence you will have before a group.
1. Determine the purpose.

We communicate to produce a result. We wish something to occur as a result of our words. On the macro level these overall goals are: to inform, to persuade, and to entertain.
a. To Inform or Instruct: Here your core goal is to clarify and explain a process. At the end of the message the listeners should have a better comprehension of an issue, an idea, a process, a procedure. 
b. To persuade: The listeners should be persuaded to willingly accept the proposal.
c. To Entertain: The speaker should include   light, ceremonial or introductory statements.
2. Analyze the Audience and Occasion.

As in the writing the knowledge of the audience is significant for communicating effectively.

3.
Select the Main Idea for the Message.
4.
Research the Topic.
Your research may cause you to drop some of your initial ideas and add new ones. 

5.
Organize the Data and Write the Draft.
A good speech has three parts: an introduction, a body (text or discussion), and a conclusion or summary.

a. Introduction:  Include an aim or purpose, and lay out the direction of the speech. It has three elements (P, A, L). 
Porch:

Opening remarks.

Aim:

Purpose.

Layout:
Agenda.

b. Body (Text, Discussion): The body is the heart of your talk; here you explain and support the main purpose of your presentation.

c. Summary or Conclusion: A summary reminds the audience of the main ideas covered in the body of the talk, whereas a conclusion draws inferences from the data.
6.
Visual Aids
Use visual aids where appropriate.

7.
Rehearse the Talk
Three rehearsals are recommended. When rehearsing, stand and speak loud.
B. Kinds of Oral Presentations
Short talks may range from 1 to 10 minutes in length, whereas longer statements may vary from 10 minutes to 1 hour. Preferably the statements should be from 20 to 30 minutes because the longer presentations lose the audience’s attention. 
C. Ways of Delivering the Oral Messages
1. Extemporaneous: This method is preferred by audiences and speakers. The speaker uses notes or an outline on 3 by 5 inch cards or a full sheet of paper. It allows more eye contact and rapport with the audience. 
2. Reading: Major political figures and others who don’t want to make a mistake read a manuscript. 

3. Memorization: It is not encouraged in general. A risk of memorization is forgetting your precise words; groping for words in front of audience decreases credibility. 
4. Impromptu: It means speaking without preparation at the spot.
D. Strategies for an Effective Oral Delivery

One of your personal signatures is your voice; varying pitch, rate, and volume give it more interest and appeal.
1. Pitch: Pitch is the highness or lowness of voice. In speaking,
      this pitch should change. Usual problems in using pitch are
      monotone, high or low voice, and same word value.
            
Monotone:   No variation in pitch.
High or low Voice:
Same Word Value: The important and unimportant words should be distinguished with vocal stress.

2. Rate: 
The range for public speakers lies between 80 to 160
      words/min. Very slow and fast speeches are not considered
good. Variation in rate is better than speaking at the same                   speed.
3. Volume: Volume is the loudness or softness of voice. When
in doubt as to your volume level, ask a colleague about her or his impressions from the back or side of a room.
E. Strategies for an Effective Nonverbal Delivery
1. Posture: Posture, how you stand, even sit, communicates something about you as a communicator.
2. Movement: Move to hold attention, get rid of nervousness and increase emphasis. 

3. Gestures: It is movement of the hands, arms, head, shoulders etc. 

4. Facial Expressions: Facial expression includes eye contact. Speakers who bury their head in their notes or who speak to the screen behind them lose a sense of directness with the audience. Eye contact with listeners suggests respect and goodwill, adding to a favorable impression of the speaker.
5. Appearance: How you look and what you wear affect listeners. Your attire is determined by the culture of your group. Companies and nations may have different cultures and dress codes.
II. STRATEGIES FOR REDUCING STAGE FRIGHT

Giving the impression of being at ease, is difficult for most people. Few people can approach an audience without some feeling of discomfort. In traditional rankings, speaking before an audience is rated the most fearful thing some people do.  
A.
Signs of Discomfort
The heart rate increases, blood pressure and body temperature rise, and some say their mouth feel dry. The voice may tremble and the palms may be sweaty. All these signs are internal and are not visible to the audience.
B.
Strategies for Decreasing Speaking Fears
Regardless of culture, stage fright is universal. The feeling that you know the subject better than anyone else and that you are in- charge, gives you the confidence and makes you feel better. The following eight steps help decrease the intensity of that fear:

1. Know your subject well.

2. Rehearse your talk several times.

3. Request for a lectern (podium).

4. Pre-check any equipment such as projector, screen, extension cord etc.

5. Keep a pen, your notes, a marking pencil.
6. Breathe deeply and slowly before speaking.

7. Move during the speech.

8. Approach the lectern with assurance and enthusiasm.

STRATEGIES FOR SUCCESSFUL LISTENING
STRATEGIES FOR IMPROVING LISTENING SKILLS

It is just as important for you to understand what others are telling you as it is for you to be understood. But this is not easy task. Hearing is not listening. Listening is not understanding. Listening depends upon hearing and leads to understanding. It is the process of taking in information and synthesizing it into something that is understood. Understanding grows from good listening. To be a fully effective listener, you must be both physically and intellectually engaged in the process.  

Successful project managers communicate effectively with their clients, team members and those upon whom they depend for goods and services. Most importantly your success and that of the project will depend upon your ability to listen and hear what is being said as well what is not being said.
Listening is a neglected study in schools and colleges even though managers from around the world consider it a significant part of one’s communication skills. Our review here concerns common faults of listening, purposes for listening, and results of good listening.
A. Faults in Listening 
Listening is as important as the other three components of communication, namely speaking, reading and writing. Much information that you send orally is lost because of listeners’ poor listening habits. In fact, studies show that listening efficiency is no better than 25 to 30 percent. Some causes are as follows:
1. Prejudice against the speaker

2. External Distractions

3. The Thinking Speed outpaces the speaker’s rate of speech.
4. Premature Evaluation: We arrive at the concluding thought quickly.
5. Semantic Stereotypes: Some words cause negative reaction.
6. Delivery: A monotone can readily put listeners to sleep or cause them to lose interest. People become bored, uninterested and critical of the message without an assessment of speaker’s mental abilities. 
B. Purposes for Listening 

It should be no surprise that poor listening is not entirely the fault of the speaker. Following are the purposes of listening.
1. To gain new information and ideas

2. To question and test evidence and assumptions

3. To be inspired

4. To improve your own communication.

C. Results of Good Listening

Following are the six benefits of purposeful and positive listening:
1. Leads to helpful, positive attitudes by understanding the hindrances that lie in the way of good listening.
2. Permits the speaker and listeners to improve communication because each side is more aware of and receptive to the other’s viewpoint.

3. Indicates by feedback to the speaker that listeners are interested; in turn, the speaker tries harder to give his or her best presentation.

4. Helps listeners obtain useful information on which they can make accurate decision.

5. Creates better understanding of others and thus helps listeners work with others.

6. Helps the speaker (especially in an interview) in talking out a problem; a person needs to receive, as well as give, help.
D.
How to Improve Your Listening Skills
1. Be prepared. For a class, this means completing your reading and assignment responsibilities. For an outside speaker, you can learn something about the speaker, the topic, the audience, the situation even before attending.

2. Accent the positive. “If you have to do it, do it with a positive attitude” is a centerpiece of life.

3. Listen to understand, not refute. Respect the viewpoint of those with whom you disagree. Try to understand the points they emphasize and why they have such feelings (training, background, etc.). Don’t allow your personal biases and attitudes regarding the speakers or their views to influence your listening to their message.

4. Focus your attention. Construct a mental outline of where the speaker is going. Listen for transitions and the progression of ideas.
5. Concentrate on context. 

6. Take notes. Jot down ideas. Even incomplete sentences or single words will later be a memory jogger of what was said.

7. Curb the impulse to interrupt. This suggestion applies to interviews, conferences, job instructions, and meetings. Listen attentively until the speaker invites questions.

8. Summarize and evaluate. Restate in your own words just what you think was said. You should also question evidence used and mentally test the validity of evidence in support of a proposition. 

VI)

THE JOB APPLICATION PROCESS

THE WRITTEN JOB PRESENTATION

Companies market themselves to potential employees via handsome brochures that summarize their missions, products, and services.

I. SELF-ASSESSMENT

You already know who you are but beyond your surface awareness lie deeper qualities, which when evaluated, prepare you for landing a job: your skills, achievements, interests, and even personal values. Being aware of these qualities allows you to better sell your product ‘yourself’.

A. Know your skills

Verbs suggest action; using them to describe your skills gives the impression that you are a dynamic person.

B. Know your accomplishments

Record your achievements. What may be trivial to you may be important to someone else.

C. Know your interests

Analyzing your interests, preferences, and attitudes can help you determine what type of job you can use your skills.

D. Know your personal value

Often your decision is based on your own value judgments. Values can also be applied to jobs and what you seek to get from them. Values are difficult to measure. Each person carries in his or her own head those things considered of prime importance.

II. MARKET ASSESSMENT

A. Written sources of career and job information

Trade publications, libraries, placement offices are principal places to locate information on possible functional job areas.

B. Helpful persons regarding employers and jobs

Networking (remaining in contact with individuals or groups) allows you to make known your job wishes. Or, your network lets you know of potential job positions. Information can also be obtained from; alumni, business friends, counselors or employment agencies.

III. RESUME (QUALIFICATIONS BRIEF)

Briefly, a resume (curriculum vitae) is a summary of your qualifications and intended career path. Content and layout of resumes vary. Present your information under headings in phrases instead of full sentences. Focus on your job-related achievements.  

A.
Opening section

1. Job or Career Objective (goal)

Based on your self-assessment and analysis of the job market, you should try for a single-sentence statement for your goal. Such a statement may be general or specific. After the heading select most important selling point, because people tend to remember first things.

2.
Personal Data 

It includes name, date of birth, address (school and/or home), telephone numbers, fax numbers, e-mail address and marital status.

B.
Education

1- Include university/college/school names, locations, dates attended, and degrees of certificates earned. High schools are usually not included. But if you did something outstanding there, such information may be added.

2- Insert abbreviations for your degrees.

3- Decide whether to include your grade-point average. Certainly if it is high, it should be included. If your grade-point average is low, omit it. Later in your resume you may indicate, for example, that you worked full-time to finance your education and still managed to earn a degree.

4- Determine whether to include specific courses completed. 

5- Note honors and scholarships.

C.
Work experience

Here you include information that helps employers evaluate whether you have the necessary background for a current position. Clearly, work experience similar to that for which you are applying indicates you like the type of work in question.

List your jobs in reverse chronological order; put the present or most recent one first. Keep in mind the following points:

1. Give name, location, and dates of employment for each company.

2. Insert your position and title.

3. Use verbs that show your major accomplishments while working for each company; be precise as to the results of your work experiences. 

D.
Achievements, Awards, Service Activities

Try to limit your resume to one page. If you have received a few noteworthy awards, this information may be given separately or included in sections on education and work experience. Receiving any award deserves mention in a resume.  

Additional items often include offices held, athletic accomplishments, published materials, fluency in foreign languages, speaking award (debate, extemporaneous contests), professional affiliations, student organization, and community services that involve working with people. 

E.
References

Employers today often ask before or after an interview for references. Potential employers know you will select persons who will evaluate you positively. Often the phrase “references available on demand” is the last statement at the end of a resume.

IV. COVER LETTER TO RESUME

Also called the job application letter, the resume cover letter has one purpose; to attract the interest of your prospective employer to give you a job interview. There are about 30 seconds to capture the attention of your reader in the cover letter. Try to write a one-page job application letter including: opening, middle paragraphs and last paragraph. 

A
Opening 

Four possible opening styles are recommended: summary, name, question and news item openings.

B.
Middle paragraphs – For Data, Details

Two or at most three paragraphs is all the space you have to persuade your reader you have the necessary job qualifications.

C.
Education

Education is considered most important qualification, especially if you are applying for a first job. But avoid the impression that a college degree (entrepreneur and chairman of Microsoft Bill Gates does not have a college degree) overshadows all achievements.

· Emphasize how your overall education prepared you for the work or area you seek.

· Show that you have both a broad background in business (and arts and sciences) and depth in certain major courses.

· Explain how additional electives supplemented your major.

D.
Work Experience

Full or part time job responsibilities add valuable data to your resume cover letter. Suggest that in your responsibilities in previous jobs you gained practical experience and managed large funds honestly and correctly. 

E.

Personal Attitudes, Interests, Activities, Qualities

Relating your personal attitudes, interests, activities, or personal qualities to the job requirements may also be included. You may add ability to work with people, attitude toward employment and personal qualities.

F.
Last Paragraph - For Easy Action

In this paragraph you ask for action and preferably use the first person singular “I”. Some suggestions:

· Be precise as to times you can be reached by phone.

· Include phone number, fax number or E-mail to indicate your availability.

· Suggest that it is possible for you to come to the employer’s office.

THE JOB APPLICATION PROCESS

INTERVIEWS AND FOLLOW-UP

This chapter discusses preparation before and behavior during an interview, follow-up messages to an interview from either the interviewee or interviewer, and preparation needed to successfully negotiate a job offer.

I.
SUCCESSFUL PREPARATION FOR THE JOB INTERVIEW
Getting on the interview list of either an on-campus interviewer or at the company is an important first step. Your cover letter as a “sales” approach and your resume achieved their purpose. 

A. Prior to the Interview


The 20 – 30 minutes spent with an interview may determine the future course of one’s life. Indeed, it is one of the most important events in the average person’s experience. Strangely, some persons appear for interview with meager preparation and only with the vaguest idea of what they are going to say. 


The other extremes also are present. On the one hand are those who are not at all serious whereas some are over-prepared, over-rehearsed and over-nervous. The following list suggests 10 crucial points that can act as an initial guide to preparation prior to the interview. You should know:

1. yourself

2. your resume

3. the company

4. the job position

5. some questions and answers

6. that your nonverbal appearance communicates loudly

7. that your oral delivery also communicates 

8. the meeting place, time and other details

9. basic salary ranges 

10. need to rehearse 

B. Chronology of the Interview

As with most communication instances, an interview also has an introductory period, a middle assessment period, and a concluding period.

There is no consistent pattern for job interviews. Also realize that many first interviews are just that: interviews to screen candidates for a possible second interview. 

· Introduction (about 2 to 5 minutes)

· Company information (about 5 to 10 minutes)

· Candidate assessment (about 10 to 20 minutes)

· Conclusion (about 1 to 2 minutes)

C. Activity During the Interview

Both oral and nonverbal impressions are important in the early part of an interview. Significantly, the first few moments are critical. Make eye contact immediately, begin courteously, show enthusiasm, and give a firm handshake. To make the best impression, verbal and non-verbal, be aware of some commonsense positive and negative behavior during and interview.
Positive, Desirable Behavior
1. Show enthusiasm, vitality, interest

2. Be honest

3. Listen attentively, concentrate 

4. Keep answers brief

5. Show interest in the company

6. Show analytical skills

Negative Factors to Avoid

a. Discourtesy 

b. Jargon, slang

c. Over-aggressive or cynical attitude

d. Unfavorable comments

e. Disregard for positive factors

D. Answering or Asking Questions During the Interview

It is hard to predict which questions will occur in your interview or even the time of day for your meeting. Each interviewer has a set of favorite questions and the time of day may be set by the school or according to the convenience of the company. Time periods are as variable as the kinds of questions asked. A list of general questions and statements asked during the interview is given below:
1. Give me a list of your strengths and weaknesses.

2. What is your major weakness?

3. Why should we hire you rather than someone else?

4. Tell me about your work experience.

5. What did you accomplish in your last job?

6. What typical role did you play in your school groups? 

7. Give me three reasons why you are interested in our company.

8. What do you know about our company?

9. How well you are in working with other people? 

10. Do you prefer working alone?

11. Which of your college years was the most difficult?

12. Have you applied for a job anywhere else?

13. Which course did you like best (least)?  Why?

14. Do you like routine work?

15. What do you understand by cooperation?

16. What you mean by analytical mind?

17. Which books you have with you on your subject?

18. What was the last book you read?

19. What do you mean by conducive environment?

20. What is the topic of your dissertation? Explain it briefly.

21. What is the difference between bibliography and references?  

Questioning the Interviewer

Preparing a few of your own questions in advance is a sure sign to the interviewer that you are organized and interested in the position.

A sure sign that the interview is coming to a close is when the interviewer asks if you have any questions. We recommend preparing several in advance. 

II.
SUCCESSFUL FOLLOW-UP MESSAGE AFTER THE INTERVIEW

Following any interview, immediately write down some notes of the meeting, for instance, in reference to some of the following:

· What were some significant facts you learned about the company?

· Which questions did you have trouble answering?

· Which of your own selling points did you leave out?

· How well do you feel you did in the interview?

A. Candidate to Employer 
To improve your chances for securing the job for which you interviewed, we recommend you contact the interviewer in person, by letter, by phone, or E-mail. Of the three approaches, the letter is the most effective because employers analyze applicants’ qualifications at their convenience. A well-written letter, if done successfully, can strengthen your chances of obtaining the position. 

The Initial Follow-Up to an Interview

Regardless of how the interview went, it is courteous and in your interest to write the interviewer a note of thanks. Such a letter contains following points:

1. Opening paragraph: Express appreciation and gratitude for having been granted the interview.

2. Middle paragraphs: Any or all of the following ideas can be included into middle of the note:

· State how you now feel about the position.

· Add new material that may have been omitted or left out. 

· Include some new facts if you sense the interviewer’s concern about your certain qualifications.

· Mention your favorable reaction to some points mentioned in the interview.

· Highlight the qualifications discussed in the interview.

3. Last paragraph:

· Offer to send any additional information.

· Suggest that you are willing to come to second interview.

· Indicate that you feel your qualifications fit the job requirements.

· Mention you are looking forward to a favorable decision.

B. Employer to Candidate 
In certain instances the employers or interviewers have to communicate with the interviewee. 

III-
SUCCESSFUL NEGOTIATION
Take time to review the salary and benefits package of comparable positions before you begin an interview. Most often on a college campus no financial details are confirmed in an initial meeting; that comes later, usually after a second interview and if you receive a job offer.

Most likely the individual who was the lead interviewer of the human resource manager will first make an oral offer. Remember, this is only the first step. Usually such a verbal offer mentions the starting salary, a signing bonus (if any), the job title, basic benefits, and possibly the person to whom you will report and a suggested starting date. The person making this initial verbal offer then has the responsibility of sending a formal, written description of the offer.

A. Basic Preparation for Negotiating the Job Offer

Spend time in gathering comparative financial and benefit information in order to present your most forceful arguments for your position. The more data you possess prior to negotiating, the better equipped you will be for arriving at a package desirable to you and acceptable to your new employer. Sources for your information will vary. 

Regardless of your location, collect as much valid (not hearsay) information as possible before making a final decision. 

B. Basic Issues in Negotiating the Job Offer

Unless some of the following issues were discussed in the interview, you have every right to be clear on issues such as the following, depending on the level at which you enter the company:

1. Total salary package including cash and fringe

            benefits.

2. Position within the company

3. Environment of the company

4. Beginning and ending of work benefits

It is more desirable to carry out your negotiations orally rather than in writing. Doing so gives you the power of both oral and nonverbal persuasion to accompany your credentials. Be fair; listen to the other side; come prepared with arguments for your position. Have your facts straight; know in advance your top or bottom final position.

STRATEGIES FOR SUCCESSFUL BUSINESS AND GROUP MEETINGS

Meetings are held to conduct business more efficiently and for more profit. Poorly run meetings are waste of time and need not occur. This chapter offers some background information on groups, reviews the purposes and kinds of meetings occurring in business, lays out the various ways to solve problems in meetings, and summarizes the responsibilities of both the group leader and participants.  

BACKGROUND INFORMATION ON GROUPS

A.
Definition of a Group Meeting
Purposive discourse (discussion) between two or more people is a common definition of a group meeting. 

1.
Informal Group: Informal or casual meetings also make up groups. Such meetings build rapport between people and can be the basis for later formal meetings.

2.
Formal Group: These are task-oriented groups.
B.
Formation of Groups

As with other encounters, people go through an interpersonal ritual before beginning movement towards solving a problem. There are four formative stages to become a group.

· Forming: Here the group tries to get started. It is the orientation phase for group members.

· Storming: Members begin to stake out their positions; they begin to have conflicts and arguments.

· Norming: Progress begins here. Members work to solve conflicts and recognize acceptable kinds of conduct.

· Performing: Here the group begins to achieve its goals.

PURPOSES AND KINDS OF MEETINGS

The meetings have two core purposes: to present information and help solve problems.  

A. Informational Meetings:
Informational meetings seek only to clarify, to make something clear and to give information.

B. Suggested Solution Meetings:
A manager desires to receive input from his staff and review preliminary recommendations before solving the issue.  

C. Problem-Solving Meetings:
No group proceeds identically in trying to solve a problem. Four steps i.e. problem, solution, benefit and action trace the most common process in solving problems typical of the business world. 

SOLVING PROBLEMS IN MEETINGS OR GROUPS

The problem-solving meeting requires the most careful planning and supervision by the leader and rational discussion by the participants.

Authorization for a Committee:

Tasks to committees must be vividly clear; the precise problem to be solved must be unambiguous (clear). 

Methods of Solving Problems in Meetings:

Four steps are involved in problem solving meetings.

1. Background Analysis:

Three steps are recommended: 
· State the problems in an affirmative tone. Negative wordings create doubts and could imply a preliminary judgment.

· Define and limit the problem.

· Collect facts on the history of the problem.

2. Solution Discovery:

· Establish Criteria. Stating definite criteria for a solution places everyone on the same wave length.

· List Possible Solutions. Brain storming is a positive way of getting all solution variations on the table. 

3. Solution Evaluation:

The solution arrived at, should be properly evaluated by discussing its advantages and disadvantages.

4. Choice of Actions:

The group apart from time schedule should provide the costs involved by adopting the solution.

LEADERSHIP RESPONSIBILITIES IN MEETINGS

A. Kinds of Leadership

- Authoritarian 

- Leaderless

- Democratic, Participative

B. Planning Steps Before the Meeting

· Understand the central problem for discussion; know your precise purpose for the meeting.

· Decide who should participate.

· Arrange date, time, and place for the meeting.

· Prepare an agenda in advance of the meeting.

· Distribute an announcement for the meeting

· Check on physical arrangements

C. Procedures During the Meeting

· Begin with opening statement.

· Involve all members in discussion.

· Understand the roles of the participants.

· Interpret data for solution evaluation.

· State the major conclusions and plan of action. Chairpersons should summarize and ensure that all members know their responsibilities as a result of the meeting. 

D. Follow-Up After the Meeting

Secretaries take minutes; chairpersons check for accuracy. Good minutes will include who and when a task is to be completed. Briefly minutes should include the following:

· Name of the organization, department, or group.

· Date, time and place of meeting.

· Names of members present, including who chaired 

      the meeting. 

· Signature of the secretary who recorded the minutes.

PARTICIPANT RESPONSIBILITIES IN MEETINGS

Preparation for Meetings

Personal preparation adds to meeting effectiveness. Do your homework, collect information, check your data, confirm your conclusions. In other words, the phrase “I don’t know” in response to a manager’s question is harmful to your career. Be over prepared.

Effective Participant Roles in Meetings

Prof William M. Sattler and Prof. N. Edd Miller recommend nine roles to play to succeed as a good participant during a meeting.

1. Organizer: The organizer should be able to give procedural suggestions and steer the group back to main, central issues.

2. Clarifier: Chairpersons may misinterpret questions and issues; participants can act as clarifiers and point out misunderstandings when issues become unclear.

3. Questioner: Many questions need classification. The questioner should know the difference between a vital and irrelevant question.

4. Factual Contributor: Valuable is the participant who brings valid, credible data to a meeting. While presenting factual information, one should not be arrogant or overbearing, as it will create negative reaction.

5. Energizer: Gloom or frustration is part of a meeting. Groups can feel “down”: Energizers pursue ways of keeping persons interested and motivated. 

6. Idea Creator: Creativity in offering options or different points of view is needed in group meetings. If someone plans such a role, he becomes one of the most valuable members of any group.

7. Critical Tester: Tact is required when testing options of others. Focus on the idea, the content, the evidence rather than who is making the statement. 

8. Conciliator: Deadlocks are not uncommon in meetings. Both sides refuse to budge with the result that violent disagreements occur. The conciliator attempts to find a middle ground for compromise. 
9. Helper of Others: A chairperson should invite full participation by all the members. If the chairperson ignores anyone, participants can invite the silent member to participate.
No one expects to use all these nine roles, but using one or two of them during a meeting will add to the quality of the meeting and make a significant contribution to the discussion.
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