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Dear Learner,

It is with great pleasure that | welcome you to the Four Year UG Pro-
gramme in English Language and Literature offered by Sreenarayanagu-
ru Open University.

Established in September 2020, our university aims to provide high-qual-
ity higher education through open and distance learning. Our guiding
principle, ‘access and quality define equity’, shapes our approach to
education. We are committed to maintaining the highest standards in
our academic offerings.

Our university proudly bears the name of Sreenarayanaguru, a prom-
inent Renaissance thinker of modern India. His philosophy of social
reform and educational empowerment serves as a constant reminder
of our dedication to excellence in all‘Qur academic pursuits.

The Four Year UG Programmesin English Language and Literature cov-
ers all relevant areas aligned with,English language and literary studies.
We have incorporated the latest trends in English studies to ensure a
comprehensive and uptto-date curriculum. Moreover, the programme
encompasses flexible options for learners to choose from a range of
Ability Enhancement Courses, Multi-disciplinary Courses, Value Add-
ed Courses, and Skill Enhancemeént Courses, complemented by disci-
pline-orientéd Advanced andsAdditional Advanced Courses.

Our teaching methodology combines three key elements: Self Learning
Material,"Classroom Counselling, and Virtual modes. This blended ap-
proach aims to,provide a rich and engaging learning experience, over-
cominggthe limitations often associated with distance education. We
aresconfident that this programme will enhance your understanding of
English language and literature, preparing you for various career paths
and further academic pursuits.

Our learner support services are always available to address any con-
cerns you may have during your time with us. We encourage you to
reach out with any questions or feedback regarding the programme.

We wish you success in your academic journey with Sreenarayanaguru
Open University.

Best regards,

Dr. Jagathy Raj V.P.
Vice Chancellor 01-01-2026
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Unit 1
Fundamentals of Communication in
Diverse Contexts

ILeal’ning Outcomes —

L=

The content, assignments, and assessments for this unit are aligned to the following
learning outcomes:

» familiarise with communication and its process

describe verbal and non-verbal communication

>
» identify communication channels
>

analyse barriers to communication

B

=

I Pl‘el‘equisites —

It was a bright morning in a classroem where students sat eagerly, waiting for their les-
son to begin. The teacher walkeddin, carrying nothifig'but a plain sheet of paper. Holding
it up, she asked, “What do you/see?” A few students answered, “Just a white sheet.” The
teacher smiled and drew a small black dot in the centre. “And now?” she asked. Voices
filled the room, “A dot!’’s“A mark!” “A stait!” The teacher nodded thoughtfully. “Inter-
esting,” she said, “buf none of you mefitioned the white space that surrounds it. Isn’t that
what makes the dot/wvisible?”?

The students exchanged curious glances. The teacher continued, “Communication is
much like this sheet of papefi The words we speak are the dots, small, focused, and clear.
But the pauses, expressions, tone, and silence around them are the white space that gives
our message meaning.” The class grew quiet, listening closely. “If we only pay attention
to the words,” she said softly, “we miss the feelings, the intentions, and the unspoken
understanding that make real communication possible.”

The students began to realise that communication was not only about speaking or writ-
ing; it was about expressing, listening, and interpreting. It was a process of connection,
where both the dot and the space matter equally. And so, they learned that communica-
tion is the art of sharing not just words, but understanding.
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I Key W()rds —

Communication, verbal, non-verbal, barriers, audience, intercultural, inclusive

1.1.1 Communication

The ability to communicate is one of the most
magical things about being human. It is a fact
that we can understand each other through lan-
guage and gestures, which is quite amazing!
Let me tell you a story about two friends, John
and Emma. One day, they decided to play a
game together. Emma thought of a word in her
mind and gave John clues to help him guess
the word. “It is something round and juicy that
grows on trees,” said Emma. John scratched
his head, looking confused. Emma gave anoths
er clue: "It is red and sweet, and we eat it for
dessert." A smile spread across John'siface as
he excitedly shouted, "Apple!" Enima smiled
and nodded - John guessed coruectly! With-
out saying the exact word aloud, Emma could
communicate her thoughts“to John through
verbal clues. And John/was able to.understand
the meaning behind Emma'sswords. This sim-
ple interaction between friends highlights the
essence of communication. We.eteate shared
understanding through our ability to convey
information, ideas and emotions. We build
connections, share knowledge, express cre-
ativity, and accomplish much more through
communication.

Thus, communication is the exchange of in-
formation between two or more people. It
involves one person transmitting an idea or
message to another person or group. The aim
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of communication is shared understanding
between the sender and receiver. Both parties
must use the same system of symbols, words,
signs or behaviours to understand each other.
Misinterpretation can occur if the receiver de-
codes the message differently than intended.

1.1.2 Process of Communication

Jack loves to play feotball. One day during the
holiday, he scored ‘am,amazing goal past the
goalkeeper. He was so thrilled that he wanted
to share this with his/friend Lucy. First, Jack
had to think of thesmessage - “I scored an in-
credible goal in football today!” This is the
encoding steép where he formats the message
to be sentd Excitedly, Jack runs over to Lucy
andealls out, "Lucy! I have awesome news!"
It gets her attention as the receiver. Next, Jack
uses gestures like pretending to kick and arms
raised in celebration to convey his message.
Lucy observes these movements and noises
as Jack's encoded message. She decodes the
meaning behind Jack's gestures and sounds,
realising he has been sharing some brilliant
news. Finally, Lucy understands Jack's mes-
sage that he scored a brilliant goal in football.
"That's amazing, Jack. Well done!" she says,
giving him a highfive. This is the feedback
Lucy provides, completing the communica-
tion cycle. Jack smiles happily as his message
is successfully conveyed from encoding to de-
coding to understanding! With excitement and
gestures, he can share the thrilling news about
his football achievement with his friend.
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Fig. 1.1.1 Communication Process

Here is a short description of the step-by-
step communication process:

a) Sender - The sender is the person ini-
tiating the communication and conveying the
message. He decides what information needs
to be communicated.

b) Encoding - The sender encodes the in-
tended message into a form that ¢an be trafis-
mitted. It may involve translating the data into
signals, such as speech, wiitinig, visuals, ges<
tures, etc.

c) Message - The encoded message is the
actual information or ideas beingfexchanged
between the sender and receiver. The message
can be verbal or nonverbal.

d) Channel - The channel is the medium
through which the encoded message is trans-
mitted from the sender to the receiver. Exam-
ples of channels include face-to-face conver-
sation, telephone, email, TV, and social media
for communication.

e) Decoding - The receiver interprets
the message using selective processes. The
receiver decodes the message by assigning

SGOU - SLM - FYUGP - BA English - English for Business and Professional Communication

meaning to the symbols transmitted by the
sender.

f) "Receiver - The individual or individu-
als to whom the sender conveys the encoded
message. The receiver has to be able to under-
stand the communication.

g) Feedback - Feedback is the receiver’s
response or reaction to the message. It helps
confirm the message was received and under-
stood. It improves the effectiveness of com-
munication.

h) Context - The situation, environment
and context in which the communication oc-
curs influence how the message is conveyed,
interpreted and received.

i) Noise - Any kind of interference or
barriers that affect the transmission or decod-
ing of the message. It distorts communication
between the sender and receiver.

This eight-step process illustrates how
information gets successfully shared or ex-
changed between the sender and receiver
through encoding, transmitting and decoding

messages.
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1.1.3 Verbal and Non-verbal Com-
munication

Veer and Rahul are brothers playing in the
park. “Watch how high I can push you on the
swing!" said Veer. He was using verbal com-
munication to convey his message through
spoken words. Rahul gave a big smile and
ran excitedly to the swing set. His facial ex-
pression and eager body language displayed
non-verbal communication that showed he
was thrilled to play on the swings with his
brother. As Rahul swung higher and higher, he
kicked his legs in delight and yelled, "This is
so much fun!" His sounds, motions and ener-
getic tone were powerful non-verbal commu-
nication forms expressing his happiness. After
some time, Rahul began to look nervous and
anxious. He bit his lip and tightened his grip
on the swing chains, communicating non-ver-
bally that he was scared of swinging too high.
Noticing this, Veer slowly brought the swing
to a stop. "I think that's enough swingifig’ for
now," he said calmly and reassupingly. Veer
used verbal communication to [comfortghis
brother. Rahul gave Veer a highfive and a big
grin, conveying non-verbally that he felt bet4
ter.

Verbal and non-verbal communication are
the main methods by which people exchange
information and messages. Verbal communi-
cation refers to the exchange of information or
ideas through spoken words. It includes com-
munication that uses speech and language to
express a message. Examples of verbal com-
munication include speaking face-to-face,
phone conversations, lectures, presentations,
and written communication like emails, texts,
books and reports. Non-verbal communica-
tion involves transmitting information with-
out the use of words. It relies on non-spoken
cues like facial expressions, gestures, body
language, postute, tone of voice, touch and vi-
suals. It can include smiling, crying, yawning,
grimacing, laughing, etc. Other examples in-
clude making hand mations, nodding or shak-
ing_the heady, raising eyebrows, rolling the
eyes, andyshrugging shoulders. Both types of
communication work together to effectively
transmit messages, express thoughts and feel-
ings, build relationships and interact with oth-
ers. Using verbal and non-verbal communica-
tion strategically can facilitate understanding
between people.

Table 1.1.I"Difference between Verbal and Non-verbal Communication

Verbal Communication

Non-verbal communication

Involves the use of words, spoken or written.

Involves using body language, facial expres-
sions, gestures, posture, tone of voice, etc.

Can be easily recorded and transmitted
through various mediums, such as text, email,
or video conferencing.

Is often instant and difficult to record or trans-
mit accurately.

Can convey a lot of specific information, such
as facts, ideas, and instructions.

Can convey emotions, attitudes, and social
cues that may not be expressed through words
alone.

Can be used to persuade, negotiate, or influ-
ence others through logical arguments.

Can be used to build trust, establish rapport,
and create emotional connections.
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Can be easily edited or revised before it is de-
livered.

Is often spontaneous and immediate, making
it harder to control or modify.

Can be easily disrupted by external noise or
distractions.

Can continue to communicate even without
words or in noisy environments.

Can be delivered remotely through technolo-
gy such as phone or video calls.

Can be hindered by technological limitations
or lack of physical presence.

Can be formal or informal, depending on the
context and relationship between communi-
cators.

Can be spontaneous and informal, often re-
flecting genuine emotions and reactions.

Can involve interactive dialogue and ques-
tioning for clarification or feedback.

Can involve reciprocal non-verbal responses
and cues between communicators.

Is typically learned through formal education,
training, or practice.

Is learned through observation, experience,
and cultural exposure.

1.1.4 Communication channels

Aravind and Zara are friends. One day, Ar-
avind finds out he got selected for the cricket
team tryouts and wants to tell Zara immediate-
ly. Aravind can use different communication
channels to send his message to Zara. Ara-
vind could call Zara on the phone. Thisverbal
communication channel uses spoken words;
allowing Aravind to hear Zara's voice. But
Zara might not be able to talk over the phone
if she is somewhere noiSy! Instead; Asavind
decides to send Zara'a text_message. This
written channel gets the news to Zara quickly
without needing her to answer the phone. But
Zara won't feel as excited ovémtéxt as hearing
Aravind's tone of voice. Knowing how thrilled
Zara will be for him, Aravind really wants to
see her reaction. He uses a video call and sees
Zara's huge smile and excitement when he
shares the news! This visual channel lets Zara
congratulate Aravind face-to-face. Finally,
when they see each other, Aravind tells Zara
in person. Sharing the message verbally and
seeing Zara's celebratory gestures helps Ara-
vind know she got the news he was so excited
to deliver! Aravind learned that selecting the
best communication channel greatly affects
how messages are received and understood!

$GOU - SLM - FYUGP - BA English - English for Business and Professional Communication

A communicationchannel refers to the me-
dium ofypathway through which a message
is transmitted from the sender to the receiver
dufifigscommunication. They are how infor-
mation and messages get conveyed between a
sender and receiver. Communication channels
facilitate the transmission of communication
betweendmultiple parties. Channels can use
different senses for communication - audito-
ty (hearing), visual (sight), tactile (touch), ol-
factory (smell), etc. Communication channels
include face-to-face conversations, telephone
calls, video conferencing, emails, television
broadcasts, social media platforms, written
letters, reports, etc.

Channels may be verbal (use of words/
language) or non-verbal (body language,
gestures, etc.). Effective communication re-
quires selecting an appropriate channel for
transmitting the message to the intended au-
dience. Channels influence communication by
filtering, clarifying or distorting the message
during transmission. They can have different
capacities for carrying information based on
attributes like speed, reach and accessibility.
Multiple channels are often used together in
modern communication rather than relying on

just one medium or mode.
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1.1.5 Audience Analysis

The great Jawaharlal Nehru is about to give
an iconic speech celebrating India's indepen-
dence in 1947. Looking out at the cheering
crowds gathered before him, Nehru feels a
rush of excited energy. He knows this is a his-
toric moment for his people. As people wave
flags and chant slogans for freedom, Nehru
observes their joyful faces. But he also detects
the shadows of sacrifice and loss from India's
long struggle for independence. His speech
must honour those struggles. Nehru watches
closely as the diverse gathering settles in. He
spots farmers, labourers, students and pro-
fessionals. His message must resonate across

. B —*_{;‘”
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social classes. He also sees adherents of var-
ious religions - Hindus, Muslims, Sikhs and
Christians. Unity must be emphasised. Chan-
nelling the crowd's infectious enthusiasm,
Nehru begins drafting his speech. He includes
patriotic poetry and Sanskrit verses to engage
this learned audience. He evokes Mahatma
Gandhi's non-violence to inspire their ideals.
And he lays out his vision for a bright future
- a democratic, pluralistic India. As midnight
strikes, Nehru feels the crowd hushed in antic-
ipation. Smiling, he realises his careful audi-
ence analysis will ensure words that comfort,
inspire, and touch the soul of the newly in-
dependent Indi@, This is a classic illustration
on how a famous erator might energetically
study his audience before a major speech.

Fig. 1.1.2 Nehru's speech celebrating India's independence on August 15, 1947

Audience analysis refers to evaluating the
intended audience for a communication mes-
sage to determine the best way to craft and

N $GOU - SLM - FYUGP - BA English - English for Business and Professional Communication
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deliver information to that particular group.
It involves efforts to understand an audience,
including demographic characteristics, such



as age, gender, ethnicity, education level, pro-
fession, etc.; knowledge level, such as their
degree of familiarity with the topic being
communicated; attitudes and beliefs, such as
their current feelings, opinions and cultural
values related to the subject; needs and inter-
ests like what information they find useful and
relevant; and communication preferences like
how they like to receive communications.

Performing audience analysis enables a
sender to tailor his communication approach
and messages to be most effective for the re-
ceivers. It helps answer key questions like:

* What key points need explanation ver-
sus can be assumed as familiar?

»  What tone and language choices will
resonate best with the audience?

e What communication channels or for
mats will the audience be most recep-
tive to?

e How can the information bé made most
interesting and relevant?

* What objectionsgmight the “audience
have, and how ¢an they beraddressed?

Considering these factors through audi-
ence analysis allows communicators to shape
their message and delivery in a way that will
meaningfully connect with that particular au-
dience. It leads to more targeted, impactful
communication.

1.1.6 Intercultural Communication

Pico lyer is a British-born, renowned
cross-cultural writer who has lived in Cali-
fornia for over 30 years and also spent much
time in Japan. In his writings and speeches,
Iyer shares how he initially struggled to adjust
to communication norms in Japan. He real-

$GOU - SLM - FYUGP - BA English - English for Business and Professional Communication

ised that his blunt, opinionated style typical of
Western debates did not translate well in Jap-
anese business meetings. Rather than directly
stating disagreements, his Japanese colleagues
relied on silence, understatement and reading
between the lines. Over time, Iyer learned the
value of letting go of his perspectives to truly
listen and understand different viewpoints. He
embraced Japanese cultural practices like cir-
cular discussion, long pauses, and becoming
the “silent listener”.

Gradually, Iyer was able to adapt their
communication approach, focusing more
on implicit cues and restraint in expression.
Iyer’s interculturahflexibility has allowed him
to build strong relatienships and trust across
cultures. ‘His success, demonstrates that the
willingness te adapt, learn across barriers, and
bridge  different,eommunication styles can
lead to meaningful global connections. He
1s now a renowned intercultural ambassador,
skilfully navigating divides through respectful
dialegué. lyer’s real-world experience high-
lights the importance of intercultural commu-
nication, which also requires patience, com-
promise and an openness to expanding one’s
assumptions. He shows how we can achieve
greater cooperation and understanding by em-
bracing diverse perspectives.

Fig.

.1.3 Siddharth Pico Raghavan Iyer
(Pico lyer)

Intercultural communication refers to ex-
changing ideas, information, and meaning
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between people from different cultural back-
grounds. It involves bringing together people
of diverse upbringings, languages, values,
customs, attitudes and behaviours. The goal is
to communicate effectively and appropriate-
ly across these differences. It requires devel-
oping an understanding of various cultures.
Each culture has its distinct patterns of verbal
and nonverbal communication. For instance,
cultural norms around self-expression, direct-
ness, confrontation, and intimacy vary widely.
Even space, time, and silence take on different
meanings. Being aware of these variations can
help prevent miscommunications.

Beyond just words, intercultural communica-
tion considers different modes of information
sharing. Some cultures rely heavily on non-
verbal cues like facial expressions, gestures
and tone, while others focus more on the literal
meanings of words. Context is also important,
Cultures that get meaning from situation clues
are high-context. Cultures that favour direct
communication are low-context. Building re-
lationships is critical for successful communi=
cation between cultures. Taking time to build
rapport and trust can lay the foundation for ef-
fective information exchange. Flexibilityyand
openness to different views is also'key. Adapt-
ing one's communicationsstyle to match cul-
tural norms shows respect. With globalisation
steadily connecting peopledactoss cultures,
skilful communication between cultures is es-
sential. Healthy dialogue and cooperation can
thrive across diverse societies by bridging dif-
ferences in mindset and ways of expression.

1.1.7 Inclusive Language

Let us learn inclusive language from the ex-
ample below:

Exclusive language: “The chairman told all
the cleaning ladies to tidy up the room before
the businessmen arrived.”
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Inclusive language: “The chair told the clean-
ing staff to tidy up the conference room before
the attendees arrived.”

In the above example, the exclusive language
relies on gendered terms like “chairman” and
“cleaning ladies” and makes assumptions
about gender roles. It also uses the term "busi-
nessmen, " excluding women and non-bina-
ry individuals in business roles. The inclu-
sive version uses gender-neutral terms like
“chair”, "cleaning staff"', and "attendees". This
avoids assumptions and includes all genders.
Replacing "businessmen" with a more neutral
"attendees" is imore inclusive of people with
diverse backgrounds and roles who may be
attending the event Mt illustrates how small
changes in word choice can make language
more inclusive. It also demonstrates the im-
portanceyof usingmeutral terms when possi-
ble and avoiding assumptions regarding gen-
der, race, age, ability or other attributes when
communigating. Inclusive language acknowl-
edges.diversity while still getting the message
across clearly.

Inclusive language refers to words and phrases
that aim to avoid excluding particular groups
or making assumptions about people's identi-
ties. Some examples are:

* Using gender-neutral terms like "staff" or
"employees" rather than "workmen" or
"salesmen". Avoiding gendered pronouns
like "he/him/his" when the gender is un-
known or irrelevant. Using "they/them" as
a singular pronoun.

* Avoiding ableist language (discriminating
words in favour of non-disabled people)
that marginalises people with disabilities,
like "blind spot" or "falling on deaf ears".
Using identity-first language like "person
with a disability" rather than "disabled
person".



* Avoiding ethnic, racial, or cultural ste-
reotypes in metaphors and analogies. For
example, not using phrases like "gypped"
or "Indian giver", which have offensive
origins.

» Using respectful terms for different age
groups, like "older adults" rather than "se-
niors" or "elderly".

* Being sensitive to economic and social
class differences by avoiding blanket
terms like "the homeless".

You must avoid generalising and assuming
anyone's background, experiences, or prefer-
ences based on their perceived identity. The
goal is to make language more inclusive of all
people and avoid marginalising, stereotyping
or making assumptions about entire groups.
Inclusive language acknowledges diversity
and treats all people with respect.

1.1.8 Barriers to Communication

John wants to tell Mary something important,
but obstacles are getting in_the way, of com-
municating clearly. John speaks verynsoftly,
while Mary is a bit hatd of hearing It is hard
for Mary to determine ' whatJohn says (Physi-
cal barrier). There is loud music playing in the
background. This makes it diffieult for Mary
to concentrate on John's words (Physical bar-
rier). John uses very complicated, academic
language because that is what he is used to.
But Mary does not understand those big words
(Language barrier). John is upset about some-
thing that happened earlier in the day. His
anger makes it hard for him to explain things
calmly and clearly (Emotional barrier). Mary
thinks John is arrogant and does not listen
closely to his words. She makes assumptions
rather than listening openly (Attitudinal bar-
rier). They have very different backgrounds
and perspectives. This makes it hard for them

$GOU - SLM - FYUGP - BA English - English for Business and Professional Communication

to find common ground (Cultural barrier).
So, while John and Mary want to communi-
cate, all these barriers are getting in the way!
It takes extra patience and effort to overcome
these obstacles. But clear communication is
possible if both make the effort to speak, listen
and understand more clearly.

Communication barriers refer to factors that
can hinder the effective exchange of informa-
tion between the sender and receiver of a mes-
sage. Some common barriers include

a. Language barriers - When the sender and
receiver do,not speak the same language
or use different meanings for words/phras-
es.

b. Cultural, barriers - Differences in cultures
and,norms,can léad to misinterpretation.
For example, gestures, signs and body lan-
guage can have different meanings across
cultures.

c. “Physical barriers - Environmental factors
like noise, distance, faulty equipment, etc.
hinder message transmission.

d. Emotional barriers - Strong emotions like
anger, fear, distrust, etc., can inhibit ob-
jectively listening and understanding the
message.

e. Perceptual barriers - Differences in per-
ceptions, thoughts, opinions, ideas and
viewpoints between communicators.

f. Attitudinal barrier - Any pre-existing neg-
ative attitudes, biases, or assumptions
that a sender or receiver holds about the
other person can lead to prejudice and
closed-mindedness, hindering effective
communication between them.

g. Stereotyping - A barrier to effective com-
munication because it involves making
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biased assumptions about individuals
based on preconceived notions about their
groups rather than understanding them as
unique individuals.

Prejudice - A major barrier to effective
communication because it leads us to
judge or dismiss others before truly listen-
ing to and understanding their perspective.

Behavioural barriers: Refers to actions or
behaviours that prevent the effective ex-
change of information between people,
such as inattention, impatience, distrac-
tion, or defensiveness.

Gender barriers - Miscommunication aris-

ing from male-female differences in com-
munication styles.

k. Technological barriers - Problems with
technology mediums like email, video
conferencing, etc. can disrupt communi-
cation.

l. Information overload - Too much infor-
mation can overwhelm and confuse the
receiver.

Overcoming barriers requires identifying and
addressing the specific barriers at play in each
communication scenario. Effective communi-
cators need to be aware of potential barriers
and try to minimise'them.

I Recap —

L=
>

Communication is the exchange of information between two or more people.

g

Process of Communication: Involves a sender encoding a message and transmit-
ting it via a channel to a recewer, who then decodés the message to understand the
information being conveyed.

Verbal and Non-verbal Communication: Verbal communication involves using
words in speech orswriting, while nonverbal communication includes body lan-
guage, facial expressions, tone‘of voice, eye contact, and other wordless signals
between people.

Communication Channel: Means or medium used to convey information between
a sender and receiver,su€h as face-to-face conversation, video call, telephone,
email, report, presentation, etc.

Audience Analysis: Process of evaluating the background, needs, interests, and
characteristics of your intended audience before communicating with them to
shape your message and choose your communication channel appropriately.

Intercultural Communication: The exchange of information between people from
different cultural backgrounds which requires mindfulness of potential differenc-
es in norms, perspectives and communication styles.

Inclusive Language: Words and phrases that ensure various social groups are rep-
resented and depicted respectfully, sensitively, and non-discriminately.

Barriers to Communication: Anything that distorts, filters, or blocks the proper
sending and receiving of messages between the communicator and the recipient.
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I Obj ective Questions —

L2

B

NS W =

Who encodes information into a message?

What do you call the intended recipient of a message?

What type of communication uses signals like facial expressions?
What creates obstacles that disrupt communication?

Speaking and writing are examples of what type of communication?
What is the name of the process of interpreting a message?

What is the name of the medium used to convey the message?

g

=

I Answers —

L2

o B =

-

Sender 5. Verbal Communication
Receiver 6imDecoding
Nonverbal communication 7. Coemmunication Channel

Communication Barriers

g

=

I As signments —

I.

What is the différence between verbal and non-verbal communication? Provide
one example.

What is an example of inclusive language that could be used in a job advertise-
ment to encourage divers€ applicants?

Identify three different barriers to effective communication and explain how each
hinders clear transmission of messages between a sender and receiver.

Think about a presentation you will have to give for class on a topic of your
choice. In 4-5 sentences, explain what types of non-verbal communication you
could intentionally use to enhance the audience's understanding and engagement
with your presentation. Give at least two specific examples of non-verbal cues
you plan to use and explain how each would be effective for your goals of under-
standing and engagement. Explain your choices to actively engage your audience
and help them comprehend and retain the information you present.

Why is it important to analyse your audience and adapt your communication style
and message accordingly? Provide examples.
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I Suggested Readings —

L2
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Unit 2
Email Communication Skills

ILeal‘ning Outcomes —
B

The content, assignments, and assessments for this Unit are aligned to the following
learning outcomes:

» assess the function and purpose of email writing.
compose clear and well-structured formal and informal emails.
identify the use and misuse of emails.

practice proper etiquette in composing an email.

vV v v Vv

write impactful emails and capture the reader’s attention.

El 5
I Prerequisites —

The world today runs on emails. Every click; every “send” carries messages that can
inform, persuade, or connect u$ across diStanees. But behind every email lies a small act
of communication, one that can build relationships or, at times, create confusion. Imagine
this simple situation:

It was early morfiing in_an'office where employees were already typing away at their
desks. Among them'was Anjali, a young executive preparing to send two quick emails,
one to her manager about a project deadline, and another to her friend about a weekend
movie plan. In her rush, sheimixed up the messages. Her friend received a perfectly word-
ed, overly formal note about “report submission,” while her manager received an email
that ended with, “See you at the cinema!” The mistake brought a wave of embarrassment,
but also an important realisation: communication through email demands not just speed,
but sensitivity, tone, and clarity.

Email has become one of the most common and powerful tools of modern communi-
cation. Yet, it is also one of the easiest places to make mistakes. Understanding how to
adapt our words to suit different contexts, formal or informal, professional or personal, is
essential. Just as we choose our tone and body language when speaking face-to-face, our

choice of words, structure, and style shapes how our emails are received. '

o
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In this unit, we shall explore how to craft effective formal and informal emails that are

clear and appropriate.

I Key W()rds —

Email, Formal, Informal, Etiquettes, Composing, Samples

1.2.1 Email: An introduction

There is hardly anyone who has not written a
letter. A letter is a message written on a piece
of paper. In the olden days, when print paper
was not readily available, letters used to be
written on metal, wooden tablets, animal skin,
pottery fragments and papyrus.

Have not we waited for the postman to arrive
to deliver a letter to us? The letter may have
been from a family member whogegularly
wrote to you, or it may have been an official
communication posted to you. Have you éon-
sidered who might have delivered letters be-
fore the postman? Do you know pigeons.and
men riding on horseback havesdélivered let-
ters?

We have come a long way fromsall that. Today,
we live in a fast-paced world, and our commu-
nication has become faster. Letters that were

physically transported from one place to the
other were a chief form of communication be-
fore telegraphy, telephone, and emails largely
replaced them. Of these, emails are the latest
form of the written letter.

An email is an ele¢tronic mail. Instead of writ-
ing on a piece of paper, we note (type) on the
screen of our electronic devices and the letter
is sent across,large expanses of space within
seconds throughnthe internet. While tradition-
al letters take weeks to reach their destinations
that are farfaway, emails only take seconds to
reach any/orner of the world!

A few people first used emails, mostly for
communication within an institution. Quick-
ly, it gathered popularity with the advent of
the internet and computers, and soon took
over from other methods of communication,
especially because of its user-friendly nature,
speed and cost-effectiveness.

Can we look at the differences between the
traditional mail (postal mail) and the email?

Table 1.2.1 Differences between postal mail and email

layed or disrupted due to the difficul-
ty in delivering it to certain places. It
can also get lost or damaged due to
its physical nature.

1 Postal mail is slow as it is carried Email is fast and reaches any destina-
physically across distances. tion in seconds.
2 The delivery of postal mail gets de- Email reaches any remote place fast,

provided there is an internet connection
available there and an electronic device
that can display it. It doesn’t get dam-
aged, torn or distorted in any way.
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3 Postal mail can be costlier as the price Emails do not need postal stamps. Pro-
of postal stamps increases in propor- vided there is an internet connection,
tion to the increase in distance. letters can be sent to any part of the
world free of cost.

4 One can only send written words or Voice, videos and images can be sent in
printed material as the message in a addition to written words in an email.
postal mail.

5 The variety in appearance of the mes- Various fonts, colours and images can
sage is limited to the handwriting or be used in an email.
the font used to type or print the mail.

6 Recipients can receive mail only at a | The recipient can receive mail from any-
particular address where, even while travelling.

1.2.2 Email format: What to include in your email?

Let us look at each of the format’s elements. «ean send or receive an email without an email

address.
1. To

2. Cce/Bee
Here, you must mention the receivef's email

address. Neither the sender nor the receivet » Cc in an email is Carbon Copy. It means that

e N
Partsof an'email address

samanthajonse@easylearning.com

N T

Username j [ @ symbol ’ ‘ Mail server ’ ‘ Domain j

- /

when sending an email to a recipient, it can be has been sent.
copied to another person added in the header

Cc. The primary recipient can see to whom 3. Subject-line
this carbon copy has been sent. Bcc is a blind
carbon copy. It is the same as the carbon copy
in an email, except that the recipients in the
To and Cc header will not know that the Bce

The subject line is important as it decides if
someone opens your email. A good subject
tells the recipient what the email is about and
why they should read it. Make your subject
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clear, precise and straightforward. Some ex-
amples are:

Marketing Budget Q4: Please review till
August, 31

Meet the new VIP of Engineering

Spark for Android: First impressions
from our users

Requesting a vacation for Aug, 10-20

4. Email greeting

How to start an email? Begin by greeting the
person by name. Your opening can range from
"Hi" for informal emails to "Dear Mr/Ms/Dr/
Professor..." for more formal situations. For
very formal emails, use a colon rather than a
comma after the greeting - for example, "Dear:
Ms Smith:" Here are some email greeting ex-
amples:

4

Hi [Name],
Hello [Name],
Dear [Name],
Dear Mr./Ms./Dr./Profess name],
Greetings,
Hithere,
Hi everyone,
Always do your best to find out the recipient’s
name to address them in your email. If your

research wasn’t successful, use a generic salu-
tation like “Greetings.”
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5. Email body

In the main body of the email, focus on one
topic. For instance, do not ask a colleague to
review a report and discuss hiring strategy in
one message - send separate emails for each
subject. This makes responding easier, mak-
ing you more likely to get a quick reply. Ex-
plain what you're emailing about. If contact-
ing someone new, briefly introduce yourself,
then get to the point - clearly state why you're
emailing so they understand what you need.
Some instances are:

sing your service for a while,
1d like to report an issue i've
encountered.

A

Give the recipients any extra details required
to respond, but keep your email short and sim-
ple and do not overload it. Remember, email
isn't ideal for long discussions. Make your
email easy to read. Break it into paragraphs
and use headings and bullet points where
helpful. Bold or italicise key info when suit-
able, but don't overdo it. Aim to structure your
email to be skimmed easily.

6. Eail closing

The closing tells the recipient what happens
next. Give a clear, specific call to action if you
need them to do something. If you're just fin-
ishing a previous discussion, end politely to
show you're happy to stay in contact.



Here’s how to end an email:

Sincerely,
Please let me know by Friday, August Best regards,
15th if you'd like to speak at the confer-
ence. Best,

It would be great to jump into a quick call Yours truly,

tomorrow to discuss our collaboration.

Respectfully,
Thanl'< you for help and feedback. Let's Kind regards,
keep in touch!

Thanks again,

7. Signature
Let us now se€yhow composing an email in

Here are the polite phrases you can use to  Gmail will actuallylook like:
sign off your email:

Request for attending meeting on 10th October 2021

samanathajones@easylearning.com, samanthaofficial @easylearning.com, Bee: hr@easylearningiéom
Request for attending meeting on 10th October 2021
Dear Ms. Jonas,

We would like to request your presence at a department m@@liag that will be held o@¥0th October 2021. The meeting will review the project that was completed in
October and it is very important to have you asione®f the atfendees.

If you cannot attend would you please g8 someone in your place WHE'WES the authority to make decisions on your behalf? Please let us know by email at
hri@easylearning.com if you are attengifig as soon agipGSSIBIEE, by 8th October at the latest.

We look forward to seeing you there.
Best regards,
James Harrison|

Manaaer(HR)
 ~ SansSerif + T+ B I U A~ E~ i=

11
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=
¢
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El:icoomp s i
Fig. 1.2.1 A sample of composing an email
1.2.3 Formal and Informal Email for professional and business purposes. It is

straight to the point, matter-of-fact, and em-
ploys passive voice in its construction. Infor-

A formal email, like formal mail, is written : :
mal emails, as the name suggests, are written
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to relatives and friends for personal communi-
cation, and they have a casual tone.

Let us review the differences between for-
mal and informal emails:

Table 1.2.2 Characteristics of formal and informal emails.

Formal Email Informal Email
A formal email is written in An informal email is composed in
.. standard language for official a casual tone and is a friendly letter
Definition . .
purposes and follows a fixed written to someone for an unofficial
form. purpose.
Objective Professional Communication Personal Communication
All business letters, letters of
. Letters that convey personal
recommendation, letters of \ .
. . messages, give advice and ask for
Example complaints and enquiry, cover . . o1
help written to friends, siblings,
letters, letters for a formal
N parents and other close ones.
nvitation,
Format Has a fixed format Nofixed format
Infc | | 1
Formal tone, matter-of-fact, niogna tpne, persona tor.le,.s ang,
Language . . colloquialisms and abbreviations
passive voice . .
allowed, active voice
Ideal to keep in short and simple .
Length ) Keep . g Can be longer and rambling
unless it is essential to elaborate
Target Businésses, Workplaees . . .
¢ LS gpSCS, placess Friends, family, acquaintances, etc.
recipients OrganizationsyInstitutions, etc.

Now, let us look at the key differénces in the formats of formal and informal emails in Table

1.2.3.

Table 1.2.3 Format of formal and informal emails.

Formal Email

Informal Email

Receiver’s mail ID

Receiver’s mail ID

Subject (A formal subject in a few words)

Subject (Can be informal)

Sender’s Address

Sender’s address not necessary

Salutation (Formal salutation like Dear Ms
Peters, Dear Sir)

Salutation (Informal like Hello, Hi, Dear Dad-

dy, etc.)
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Body of the letter (Formal style, to the | Body of the letter (Informal style, can be long
point, preferably divided into paragraphs | or short according to whom and what is writ-
of equal length, not too lengthy, avoid rep- | ten, can have paragraphs of differing lengths,
etitions and verbosity) tone can be personal and emotional)

Complimentary close (Yours faithfully,
Kind regards, Regards, Yours sincerely,
Sincerely, etc.)

Complimentary close (Love, Yours, Best wish-
es, Lots of love, etc.)

Name of Sender (Official name or the popular

Name of the Sender (Official name) nickname that the reader of the letter knows)

Now, read the email below framed following the above details and figure out if the letter is
a formal or informal one:

maplefieldeducation@mped.edu
Application to the post of IT Manager
Sam Donegan

65, Bosch Fields, Zurich, Switzerland

Dear Ms Hill

I would like to express my interestd le for IT Manager at Maplefield

I have previously i llar Data Center as the Network Support Engineer,
where I was in charge of techni
on improving the networ

I have a master's degree in Computer Science and am proficient in all the software pro-
grams required for the job. In addition, I have attained certification from Google in Sys-
tem Administration and IT Infrastructure Services and CISCO (CCNA, CCNP).

Kindly find attached my detailed resume, which details my educational and work expe-
rience. [ look forward to hearing from you and will be awaiting a call for an interview.

Thank you for your time and consideration.

Kind regards,
Sam Donegan
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Is it not obvious that it is a formal email? What features made you immediately realise that
the email is a formal one?

Now look at another formal email for practice:
imperialauto@pacemake.com

Resignation of Emilie Doe from Imperial Auto
Emilie Doe

1100, Hyde Park Road, Ontario, Canada

Dear Ms Parker

I write to thank you for accepting my request to resign from your company and thank
you for giving me all the benefits that were due to me. I had given notice of resignation two

Best regards,

Emilie Doe

Now, let us see what an informal emaibwill look like:

ninanick@gmail.com
Thank you for the book!
Dear Nina

First of all, sorry t
attending an alum g. So
sent. [ was thrilled to see it in
write to you.

u on your last visit. I was a hundred kilometres away,
about that, Neens! And thank you for the book you
mail today, and just as I received it, I thought I should

It’s been a while since I heard from you, and as they say, “No news is good news.” I hope,
even though the Covid scenario has curtailed your physical movements, it has had no
restraining effect on your mind, and you should be active as ever.

I heard the song you sang and uploaded it on YouTube; it was so amazing! Way to go,
Neena. In two weeks, I plan to travel to that side and trust me, I’ll give you a surprise
visit. Although, half the surprise is gone, now that I told you this!

See you soon.

Love,
Cicila
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Here is another example of an informal email. In this case, a son is greeting his father on

his birthday.

amitkiran@gmail.com
Happy Birthday Daddy!
Dear Daddy

Wish you a very happy birthday! I am travelling to Patna this morning on train, and I am
unsure when the mobile coverage will die on me. That’s why [ am sending you an email
that you can read just as you wake up.

I wish I were there with you and could bake a cake for you. Mummy would have loved it,
too, and we both would have decorated it beautifully with whipped cream and delicious

strawberries. And guess what? I recently bought a heart-sha
shopping, and I thought of your love for cakes as I bought it.

How is our dog Bruno doing? I miss him sometim:
you give him a treat. | am sure he is waiting for it to
also, daddy, on the last day I was travelling, I 2

saplings. I bought two and will bring it to
one recently and when I saw it, | immed
presents I have for you, the other one is a s

Sorry, dad, I could not be there
Love you.

Yours,

Amar

As you have now looked at both formal
and informal emails, it is good to consider
why emails are so popular.

1.2.4 Why are Emails Popular?

Let us account for the popularity of emails:

Emails are ubiquitous: Today, emails are
widely used because of the spread of internet
access and electronic gadgets like computers.
Another reason why it has become popular

SGOU - SLM - FYUGP - BA English - English for Business and Professional Communication

d baking tray when I went

today is because it is extensively used. Peo-
ple have figured out that they can now send
email from anywhere at any time, at little or
no cost. Emails can also be received from
any location. Therefore, it is not wrong to say
that you can communicate or engage in busi-
ness, whether on the beach or the boardroom,
thanks to email.

Emails are fast and cheap: One reason
emails gained popularity is their efficiency in
terms of speed and cost. Emails cater to the
needs of today’s fast-paced world. It reach-
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es any part of the world in seconds without
the expense of postage stamps or envelopes.
These two factors have largely been why
emails quickly replaced all other modes of
communication like postal mail or telegrams.

Emails offer flexibility in mode and
style: Emails offer a wide range of options
when it comes to communication. Through
emails, the sender can send voice messages,
videos or pictures, not just written messages.
Even when one sends a typed message, one
can choose from various fonts and colours in
an email. This flexibility that is in tune with
the age attracts users to emails.

Emails have become legal and valid:
When emails first began gaining popularity, it
was understood that ‘valid mail’ is the post-
al mail and that emails are not legal or valid
documents. But today, the authenticity of any,
electronic communication can easily be estab:
lished, and therefore, emails are as valid as
postal mail. Moreover, the origin ofan email
can more thoroughly and accurately be traced;
perhaps even more than postal mail.

Automated messageshandling: "We can
mark certain messages as spam.in an email
service. In Gmail, foriinstance, the messages
get automatically divided into groups such as
Inbox, Social, Spam, etc. This makes it much
easier to handle communication. Also, de-
pending on the electronic device that we are
using, we can set voice alerts to let us know
when we receive an email. Moreover, the
software used in the email can help us send
automatic messages at regular intervals. The
software also allows us to group messages in-
telligently into different folders, making them
easier to sift through the emails later.

1.2.5 Risks of Emails

Emails can have certain pitfalls, too.
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Challenge to privacy: If we type the email
address wrong, our email can end up in anoth-
er person’s inbox, and then there is nothing
we can do about it. Within institutions, a sys-
tem administrator can access our emails from
that institution's email address. A more seri-
ous vulnerability is the interference of hackers
who might access emails without the owner’s
knowledge or send messages from them.

Unsolicited emails: Email spam, junk
email, or spam is unsolicited messages sent
in bulk by email. Most spam emails are com-
mercial in nature, reducing the email's storage
space and creating confusion and annoying
situations. Spammers often collect emails
from websites, customer lists and chatrooms
and send, endless advertisements to these
email addresses.

Cyber-attacks: Emails can have malicious
links that, when clicked, release viruses into
the electronic gadgets that steal information or
mstall malware. Email users can be phishing
victims if they do not use discretion in click-
ing on random links and websites circulated
through emails.

Economic challenges: Although internet
connectivity is becoming cheaper, electronic
devices are still expensive. To send and re-
ceive emails seamlessly, one needs a steady
internet connection and devices like a smart-
phone or a computer. People who cannot af-
ford all this cannot take advantage of the ben-
efits that emails offer.

Peril of too much access: An email reach-
es fast and to the device of the recipient no
matter where the recipient is. Even on a hol-
iday or on a vacation, work related mails can
reach the recipient, and it is often expected
that the receiver replies immediately. As a re-
sult, people find it difficult to disconnect from
work or stop such external interferences and



are constantly checking their emails and re-
plying to them. This can cause anxiety and
burn-out, not to mention a lack of attention in
other matters of life while investing all their
attention to scores of emails.

Phishing: Phishing is the fraudulent

practice of sending emails pretending
to be from reputable companies in order
to make individuals reveal their person-
al information, such as passwords and
credit card numbers.

I Recap —

L

» Email is an electronic message sent over the internet. It has largely replaced tradi-
tional postal mail due to speed and cost benefits

» Parts of an email include recipient address, subject line, greeting, body, closing,

and sender's signature

» Formal emails are for professional purposes and have a fixed, format. Informal
emails are for personal communication and have'a easual tone

» Emails are popular due to being ubiquitousgfastyfiexible, validfor legal purposes,

and allowing automated handling

» Risks of emails include privacy issues, Spam, cyber attacks, costs of devices/inter-
net, over-accessibility leading to burnout, and phishing

B
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I Obj ective Questions —

L2

What is an email?

What has email largely replaced?

Why are emails popular?

oS - R

What is phishing?

What goes in the subjeetfdine of an email?

What kind of email has a fixed format?

What is a risk of emails related to privacy?

What is a risk of emails related to unwanted messages?

g
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I Answers —
o

. Electronic mail 5. Ubiquitous
2. Postal 6. Hackers
3. Topic 7. Spam
4. Formal 8. Fraudulent practice of sending

EW emails TE
I Assignments —

How are formal and informal emails different from each other?
List some of the reasons for the popularity of the email.

Write an email to your friend inviting her to your birthday.
What are some of the disadvantages of using an email?

Write a letter to your employer asking fof sick-leave for4,days.

O

Write a letter to the principal requesting her to conduct a few remedial classes
for a group of students of your class.

7. You saw an advertisement where'a schoolis hirifig for a teaching post. Write an
email with the subject ‘Application te'the post of Teacher of English.’

I Suggested Readings —
= e

1. Liu, Christine. Step by Step £ffective Writing: Formal/informal Letters & Emails.
Hong Kong, Junius Publi€ations, 2022.

2. Campbell, Fiona E.. How to Easily Write Effective E-mails in English. United
States, CreateSpace Independent Publishing Platform, 2013.

3. Trask, R. L.. Penguin Writer's Guides: How to Write Effective Emails. United
Kingdom, Penguin Books Limited, 2005.

4. Assey, Gerard. The Professional Business Email Etiquette Handbook & Guide.
India, Gerard Assey, 2020.
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Unit 3
Effective Presentation Skills

ILearning Outcomes —

The content, assignments, and assessments for this unit are aligned to the following
learning outcomes:

» Prepare effective slides for presentation.
» Combat stage fright while making a presentation.

» Participate in academic/business individual/group presentations success-
fully.

» Employ body language effectively to enhance communication during a pre-
sentation.

B

=

I Prerequisites —

g

BJ The auditorium lights dimmed, andythe soft, hum of conversation faded into silence.
Meera stood backstage, clutching her cue cards, herheart racing. It was her first big pre-
sentation at the university, a talk on renéwable energy before a panel of professors and
peers. She had spent nights preparing, perfecting her slides and memorising her lines. But
as she looked out at the eXpéctant faces befofe her, a wave of nervousness washed over her.
Taking a deep breathg she stepped ontothe stage.

Her voice trembled atfirst, but as she spoke, her confidence grew. She began to move
naturally, using gestures to emphasise her points. The audience leaned in, responding to
her enthusiasm. Her slides, once just words and charts, came alive as she explained the
ideas behind them. By the time she finished, the room burst into applause. Meera smiled,
realising that she had not merely spoken, she had connected.

A presentation is more than reading from slides; it is about engaging minds and hearts.
Like a performer on stage, the presenter uses voice, expression, and visuals to tell a story
that informs, persuades, and inspires. The success of any presentation lies not just in the
content but in the delivery, how the message is structured, spoken, and shared.

In this unit, we will explore the art of effective presentation, how preparation, confi-
dence, creativity, and communication come together to make ideas shine before an audi-
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I Key W()rds —

Presentation, slides, visual, audio-video, body language, presentation skills

1.3.1 The Ace of Presentation

Giving a presentation is like showing off
a part of yourself; your thoughts, feelings,
hopes, likes, whatever, to whoever is listening.
In professional settings like meetings or inter-
views, you intentionally bring information to
hit certain goals - selling something, convinc-
ing the crowd, teaching new stuff, motivating
peeps to take action. With your friends, you
may try swaying them to your views. Wheth-
er professional or personal, presenting shares
information with an audience to accomplish
stuff like persuading them, gaining goodwill;
inspiring action, or a mix of those.

1.3.2 The Art of Presentation Skills

Presentation skills needgereativity, stage
presence, connection with the crowd, prepa-
ration, style, ability t@ adapt@nd c¢ommuni-
cation - a lot like acting, music, or dance. The
presenter is on stage, commanding@ attention
with his voice, gestures, and"charm. He turns
data into compelling stories and visuals, re-
lying on creativity to engage and stick in
people's minds. Like an actor, the presenter
builds rapport with the audience, making an
emotional connection and leading the room.
Delivering a polished, seamless presentation
that seems effortless takes hours of practice
and rehearsal. Great presenters develop dis-
tinct styles, tones, and rhythms that match
their personalities. Their unique flair shines
as they improvise and adapt to different au-
diences and situations. Impactful presentation
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artfully combines verbal and nonverbal tech-
niques to influence and communicate ideas.
Just like artists experiment with different tools
and styles, presenters constantly improve their
skills over time. With practice, natural talent,
and artistry, they can deliver creative, memo-
rable presentations that connect with audienc-
es. Presentation skills are an art form for the
stage, needing many of the same talents as the
performing artss

Effective presentation skills are important
becausé they keep a presentation interesting,
help the presenter communicate confidently,
and motivate the audience to listen, such as
creating variety, optimal audibility, etc. So,
presentation skills mean effectively sharing
information, ideas, and messages with an
audicnee through speaking and visual aids.
Strong presentation skills include:

Organization - Structuring information
logically and clearly. Using an introduction,
main points, and conclusion.

Clarity - Speaking clearly and projecting
your voice well. Explaining concepts and
ideas coherently.

Engagement - Making eye contact, con-
necting with the audience, keeping their at-
tention. Inviting participation by asking ques-
tions.

Visual aids - Designing slides, handouts,
and charts to improve understanding. Using
visuals effectively without distracting.

Body language - Using posture, gestures,
and movement purposefully. Showing confi-



dence through poise.

Adaptability - Adjusting content and style
based on audience reaction. Thinking quickly
when responding to questions.

Preparation - Practicing and rehearsing
the presentation to ensure smooth and pol-
ished delivery. Managing time well.

Strong presentation skills allow you to con-
vey ideas and persuade audiences effectively.
These skills can be developed through prepa-
ration, practice, feedback, and experience pre-
senting to different audiences.

1.3.3 Preparation of Slides

Let's say you have got to present your com-
pany's new product launch. Instead of just
talking about it for 10 minutes, you create a
visual document to illustrate your main points
and make the presentation more engaging.
This is called presentation slides of Power-
Point slides. Presentation slides aré visual aid§
used to support and boost an oral presentation.
They summarise key points_and help convey
information to an audience clearly. Hereqis
an example of making effectivespresentation

slides inspired by famous speaker Steve Jobs.

In 1997, Jobs was appointed as the CEO of
Apple and had to make a major presentation
about the company's future. He spent weeks
preparing the perfect set of slides to commu-
nicate his vision. The night before showtime,
Jobs showed the slides to his colleague Joan-
na. At first glance, she said "Steve, these slides
are dense with text and charts. You've got over
20 wordy bullet points per slide! The audience
will be bored to death." Jobs realized she was
right - his slides weren't effectively communi-
cating his ideas. So he went back to the draw-
ing board and ereated simple, image-focused
slides complementing his speech. The next
day, Jobs delivered a,legendary presentation
that re-energized the‘audience about Apple.
By visualizing his story and key ideas, rather
than crammingslidés with too much text, he
made his‘message memorable. The lesson is
that images and visuals are powerful. Convey
key messages clearly with just a few words
perslidé. And let your personality and passion
shine through in the live presentation. Create
slides that engage your audience, not just dis-
play data. With the right balance of compel-
ling visuals and an impactful narrative, you
too can deliver inspiring presentations.

When we think of a presentationffoday, we think of a computer and PPT.
What is PPT? PPT is the abbreviation of PowerPoint Presentation. PPT is a presentation
program run by Microsoft under Microsoft Office.

Today we create a presentation in PPT in a computer and connect this computer to a pro-
jector so that an audience can see the PPT slides projected on the wall.

» Presentation slides are usually created
using presentation software like Pow-
erPoint or Google Slides. The main
purposes of presentation slides are:

* Visualize data - Charts, graphs, dia-
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grams, and images allow audiences to
digest information quickly.

» Highlight key points - Slides allow
speakers to emphasise important top-
ics, main takeaways, and big ideas.
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* Provide supporting details - Slides can
give explanatory text, stats, examples,
and quotes to back up points.

*  Outline structure - Slides can create a
framework for the presentation's flow
and organisation.

* Engage audiences - Well-designed
slides are visually interesting and keep
the audience attention.

* Provide takeaways - Slides can be a
reference that audiences can review

long after the presentation.

* Set tone - Images and design choices
create an overall style and tone.

Effective presentation slides are simple,
clear, and visually appealing. Limit text and
bullet points, and use visuals like charts,
graphs, illustrations to engage the crowd.
Insert multimedia like audio or video clips
for added impact. Slides should support the
speech instead of duplicating or distracting
from it. When used properly, slides comple-

Is PPT the only presentation software?

and Visme.

Not at all! There are plenty of other application softwares that.can befised for presentations
like Perzi, Vyond, Zoho Show, Google Slides, Keynote,"Haiku Deéek; Slidedog, CustomShow

ment and boost the presentation. sSpeakers
shouldn't just read off slides but fise them 0
illustrate important points.

Here are some ways t0 make presentation
slides more engaging using visuals;audio and
video:

1.3.3.1 Visuals

Use powerful images that convey emotions
and reinforce key messages. Stock photos of
people, animals, objects, etc. reacting in ways
related to your content can connect with the
audience. Include charts, graphs and info-
graphics to communicate data visually. Visu-
alisations stick in people’s minds more than
numbers alone. Use basic charts that are easy
to understand. Use icons, illustrations and an-
imations sparingly to improve understanding,
not distract. Simple animated graphics can
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helpexplain a process or idea. Limit text and
use large and readable fonts. Use keywords
and concise bullet points rather than full sen-
tences.

1.3.3.2 Audio

Insert short music clips to set the mood or
transition between topics. Upbeat music can
energise, and slow music can soothe. Match
the music tone to your content. Use sound ef-
fects like chimes to emphasise or alert some-
thing important. Do not overdo sound effects.
Narrate key points if not presented live. Re-
cord your own voice explaining a slide so the
audience can both see and hear it.

1.3.3.3 Video

Play short 1-2 minute video clips from
YouTube or your own library to mix things



up. Pick energetic and inspiring videos related
to your topic. Insert animated GIFs to show
processes or ideas in motion quickly. Choose
clear, simple animations that are easy to under-
stand. Embed inspirational video quotes from
scholars related to your topic to add credibili-
ty. The key is to enhance your slides and pre-
sentation with multimedia, not create distrac-
tions. Use them strategically to communicate
and engage your audience effectively.

1.3.4 Body Language

Communication does not always happen
just through words. Even when a presenter is
talking clearly to the audience, he communi-
cates to them through more than just words.
The presenter speaks to the audience through
personal appearance, gestures, posture, hand
movements, eye contact, facial expressions,
etc. All this is part of body language and is
very important in making the right impact
during the presentation.

Body language or kinesics is the unspokén
element of communication. It is using physi-
cal behaviour, expressionsgand mannerisms to
communicate nonverbally, often done nstine-
tively rather than conseiouslyaThe correct use
of body language can make a presentation at-
tractive and will aid in grabbing the attention
of the audience.

1.3.4.1 Personal appearance

Personal appearance is important to make
the first impression. A person who is neatly
dressed and well-groomed looks more pre-
pared for the presentation. Good personal ap-
pearance helps to win the appreciation of the
audience. A well-groomed appearance will
boost the confidence of the presenter. Also, a
sloppy and dishevelled appearance can also
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cause the audience to be biased or prejudiced
about the presenter. It is also important not to
be over-dressed. Rather, dressing appropriate-
ly for the occasion will be a good idea.

1.3.4.2 Posture

Posture is how we sit, stand and generally
carry ourselves. We might have seen people
walking around with hunched shoulders. Do
they elevate confidence? No, they do not. It is
good to keep these points in mind while mak-
ing a presentation:

» Keep a straight posture; leaning slight-
ly forward, will show interest, while
slouching will convey the opposite
message.

s »While walking to the podium, do not
drag and drop one’s feet on the floor.
Lift your legs clearly off the floor and
walk in a normal gait. Do not be too
fast or too slow when walking.

* Do not put keys or coins in the pock-
et or put the hands in the pocket and
jingle. This makes it obvious that the
speaker is nervous, apart from dis-
tracting the audience from the presen-
tation.

* Do not lean on the podium.

* Do not fidget or sway. Stand reason-
ably still and maintain a calm demea-
nour.

* Look at the audience by slightly turn-
ing the head from side to side. Avoid
staring at one person or spot or only
looking straight. More important is to
avoid looking at the floor.

* Keep a good posture that is relaxed
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and at ease. Do not be stiff.

* Practice good posture in front of a mir-
ror and ask friends to give feedback on
this non-verbal aspect of your commu-
nication.

* Avoid crossing one’s legs while stand-
ing in front of the audience.

» Ifyou are taking a seat during the pre-
sentation, do not sit on the edge of the
chair. Sometimes, when people are
nervous, they tend to sit on the edge of
the chair. Sit comfortably in the chair
and use the backrest.

1.3.4.3 Gestures and Hand Movements

Imagine talking to a person, and they stand
in front of you with crossed arms or arms
locked behind their backs. Does it show inters
est or lack of interest? Someone does not talk
to you but shows you an enthusiastic thumbs
up. What does that convey? Isn’t that a signof
encouragement? The right use ofthand move-
ments is crucial in a presentation, énhancing
the non-verbal part offcommunicationiLet
us look at some common gestures and hand
movements and their meanings:

e Thumbs up is a commonfgesture and
shows approval, encouragement or
agreement.

* Making a fist indicates anger and ag-
gression.

* Waving one hand indicates greeting,
like saying hello or good-bye.

*  Waving both hands can indicate invit-
ing attention to something urgent.

» Pointing with the index figure is to say
‘look” at what is being pointed at.
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* Crossed arms show defensiveness and
indicate that the person does not want
to be involved in the activity around
them.

* Locking hands behind one’s back indi-
cates dominance and control.

e Hands on knees show readiness.

Rubbing one’s eyes shows uncertainty, dis-
belief and doubt.

Hands on one’s hips show the person is
ready for an assertive action.

A speaker’s hand, movements can indicate
their state of mind. Below are tips that should
be considered while using gestures and hand
mevements:

* Hand movements must not be jittery.
Use hands gracefully and stick to gen-
tle/movement of hands.

¢+ Don’t hang your hands awkwardly
or keep them stift without any move-
ment.

e Avoid
hands.

aggressive movements of

* Do not lean on the podium and ap-
pear as though one’s arms support the
whole body on the podium.

* Do not keep your hands crossed in the
front or folded at the back.

* Avoid putting one’s hands in the pock-
et and playing with keys or coins.

*  Wringing one’s hands or rubbing the
palms together shows a lack of confi-
dence.

* Touching one’s face often, scratching



the nape of one’s neck, etc. are tell-tale
signs of dwindling confidence.

1.3.4.4 Eye Contact

In any human discourse, eyes play a sig-
nificant role. Avoiding eye contact is a sign of
confusion, evasion, doubt and vulnerability.
A presenter can keep the following in mind
to use eye contact as a point of strength in a
presentation:

* Maintain good eye contact with the
listeners and avoid staring at the wall
or the floor.

 Look in all directions and not in a sin-
gle direction.

» Ifsomeone asks a question, look them
in the eye, not the papers in front of;
you or elsewhere.

* Express a willingness to conneétrand
communicate through youreyes.

* Exude confidence through one’s eyes.

1.3.4.5 Facial Expressions

Just like the eyes, one’s facial eXpressions
are important in making the'fight impact on
the audience while making a presentation.
The expressions on one’s face indicate one’s
state of mind. It is evident from a person’s
expressions if the person is happy, unpleas-
ant, anxious, sad or enthusiastic. During the
entire communication, a person’s face gets
the most attention. So, if the facial expression
of a speaker indicates negativity of any type
and the person appears confused, irritated,
afraid or dejected, it affects the effectiveness
of communication. Hence, having a pleasant
disposition and training oneself to use facial
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expressions to enhance the presentation and
communicate positivity and pleasantness to
the audience is important.

The tips below can go a long way in main-
taining pleasant facial expressions while com-
municating with others or presenting:

» Start with a smile. It creates a pleas-
ant expression on one's face. Howev-
er, it is unnecessary to keep smiling
throughout the presentation as it might
take the seriousness away from the
presentation

» It is natral that one might be nervous
at the beginning of a presentation and
look anxious. Therefore, one must be
aware of this and try to make one’s fa-
cial'expression pleasant.

* Avoid having a dull expression on your
face; express confidence and ease.

» _Be conscious about looking dejected,
sad or indifferent.

e Do not smirk.

* Avoid raising one’s eyebrows while
speaking or listening to others.

* One can have a pleasant expression on
one's face, showing a willingness to
associate oneself with others.

1.3.4.6 Vocal Techniques

The way we speak greatly impacts our in-
teractions with others. It is important to speak
at an appropriate rate - neither too fast nor too
slow - to keep the audience engaged. Proper
pacing with well-timed pauses makes a pre-
sentation sound natural and emphatic. Avoid-
ing excessive vocal fillers like "um" and re-
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petitive phrases keep the focus on the content.
An optimal volume allows everyone to hear

clearly

articulation are vital so the audience can eas-
ily understand every word. Mastering these

without being too loud. A moderate vocal techniques can transform a presentation
pitch and suitable intonation help convey the from mediocre to impressive.
right meaning. Good pronunciation and clear

I Recap —

L

>
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B

Giving presentations is like a performing art - requires creativity, presence, and
communication skills to engage the audience

Strong presentation skills include organisation, clarity, audience engagement, vi-
sual aids, body language, adaptability, and preparation

Presentation slides visually support speeches - highlight key points and data; too
much text bores audiences

Use visuals, audio, and video in slides to engage audiences - powerful images,
simple charts, short music/sound clips and inspiringwideos

Body language impacts presentations - appearance, postureggestures, eye contact
and facial expressions

Use posture and movement purposefully to convey gonfidence
Hand gestures enhance meanifig and aid communication
Maintain eye contact; expfess confidence through eyes

Facial expressions indicate the state of mind; convey positivity

Vocal techniquesflike pacing, volume, pitch, pronunciation keep the audience en-
gaged

g
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I Obj ective Questions —

L2

I.

What aspect of presentation skills involves creativity and stage presence like per-
forming arts?

What element of body language shows approval or agreement?

What vocal technique involves speaking at an appropriate pace to engage listen-
ers?

What type of slide content quickly allows audiences to digest information?
What nonverbal communication expresses emotions and self-assurance?

What preparation technique ensures smooth and polished delivery?

g
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7. What body movement indicates dominance and control?
8. What facial expression conveys positivity and pleasantness?

9. What slide content outlines the presentation structure and flow?

10. What element of vocal techniques keeps the focus on content?

B o
[ ANSWeTS |r——————————————————————————————————

1. Artistry 5. Eye contact 9. Key points

2. Gestures 6. Rehearsal 10. Minimal fillers
3. Pacing 7. Locked hands

4. Visuals 8. Smile

I AS signments —

1. Why are presentation skills important in professional and personal settings? Dis-
cuss 2-3 reasons.

2. Explain some ways visual aids like chartsandiimages make presentations more
engaging.

3. Describe 2-3 tips for using proper body/language during a presentation.

4. What are some bénefits of maintaining good eye contact with the audience during
a presentation?

5. Discuss 1-2 techniques speakers can use to keep their audience engaged through
vocal delivery.

| Suggested Readings

1. McLean, S. (2005). The Basics of Speech Communication. Allyn & Bacon.
2. Lucas, S. (2019). The art of public speaking (13th ed.). McGraw Hill.

3. Mehrabian, A. (1972). Nonverbal communication. Transaction Publishers.
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Unit 4

Strategies for Effective Online
Communication

ILearning Outcomes —
= lp

This unit is aligned to the following learning outcomes:

» describe the difference between a webinar and a seminar.

v

identify the advantages and disadvantages of webinars and seminars.

v

identify various webinar platforms.

v

analyse the role and value of live discussions in building'an,online community

B &

I Prerequisites —
4

The world had changed almost overnight. Offices were €losed, classrooms were empty,
and streets were quiet. Yet, life couldnet simply pause. Iin'a small town, Arjun, a soft-spo-
ken history teacher, sat before hisflaptop, staring at'the unfamiliar screen of a video-con-
ferencing platform. His students, scattered aeross different homes, waited eagerly to re-
connect. For years, Arjun had relied on chalkboards, books, and face-to-face discussions.
But now, the classroom had,shrunk into a small square on his screen.

Nervously, he clicked “StartiMeeting.” One by one, faces appeared, smiling, waving,
curious. “Can everyonediear me?” he asked hesitantly. A chorus of “Yes, sir!” filled his
headphones. Soon, Arjun began €xplaining historical events, sharing slides, and inviting
students to discuss ideas just:as they had done in class. To his surprise, the energy of learn-
ing was still there; only the medium had changed.

By the end of the session, Arjun realised something profound: technology had not dis-
tanced them; it had simply transformed how they connected. Through webinars, he could
reach more students, share visual materials instantly, and even invite guest speakers from
other cities.

This story reflects the growing importance of webinars in modern education and com-
munication. When physical gatherings became difficult, online platforms bridged the gap,
ensuring that learning, collaboration, and interaction continued seamlessly. In this unit,
we will explore how webinars and live discussions work, their benefits, etiquette, and best
practices for both presenters and participants. FE
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I Key W()rds —

Webinar, Video Conferencing, Online etiquette, Tips, Chats, Presenters, Attendees

1.4.1 Webinars: An Introduction

You might have heard of seminars. Many
of you might have even attended a few semi-
nars. A seminar may be defined as a gathering
of people to discuss a particular topic. Such
meetings are interactive, where participants
are encouraged to discuss the delineated topic.
In seminars, people meet each other or come

do so online.

The importance of webinars has become all
the more crucial in the COVID era. Webinars
are capable of accomplishing almost all the
aims of a seminar. However, if there are cer-
tain hands-on activities that need to be done,
it may not be possible in a webinar. But then
again, a seminar is not a workshop. It is in a
workshop that the participants often engage in
hands-on activities. Seminars are usually re-
stricted to discussions and deliberations on a

together in a common place for discussions on  particulantopic.
various topics. A webinar is an online seminar.
Here, too, people gather, talk and discuss just

like in a normal seminar, but this time, they,

Letus look at somé of the characteristics of
a seminar and a webinar:

Seminar Webinar

Definition Meeting of a greup of people |,Webinar is an online seminar.
with expertisg in a particular
area for discussion.

Objective Discussten, deliberation Discussion, deliberation and
and’knowledge shatingon a | knowledge sharing about a
specific topic by, people with | particular topic by people with
someexpertise. some expertise online.

Mode Seminars are.conducted Online mode, Platforms like
in a venue where people Google Meet, Zoom and Webex
meet with each other and are used.
discussions are held.

Ease of The participants come Logistics 1s not a concern as

Conducting from different places, some far as a webinar is concerned.

travelling great distances to
participate in a seminar. Also,
all the equipment needed for
the conduct of the seminar
has to be brought to the
venue. Therefore, logistics
become a major concern in
the conduct of a seminar.

People can log in from any
part of the world if they have

a steady internet connection.
The rest of the resources are all
online resources.
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Expense More expensive as a seminar | Much cheaper than a seminar.
needs to cover expenses Only the purchase of online
related to travel, resources, resources is necessary. Most
food, accommodation, etc. participants might be using

electronic devices that they
already have with them.

Barriers Apart from the difficulty of A webinar may have more
physically travelling to the distractions based on where
location, a seminar may be the participant is logging in
free from disturbances. In that | and from. If the participant is
sense, a seminar may give logging from their workplace
people more focus. they might have many other

things taking their attention
away.

Networking A seminar may be a better Webinars Timit the possibility of
place to meet, know people networking and collaborating for
and get valuable information | future projects.
from them, and collaborate
for further endeavors.

Reach A seminar has limited reach A webinar has greater reach as
unless recorded and posted on | unlimited people can view it
the web. through online platforms. It can

be streamed live, and a large
amount of feedback can be
received, too.

Comfort Seminars can be A webinar can be attended from
unceimfortable to attend the comfort of one’s home. All
because people have to sit the resources of one’s home can
in‘conférence rooms for a be utilised by the person while
long time. Apatt from the attending a webinar, making the
fact thathese rooms can experience less tiring and even
be uncomfortable, dusty, quite pleasant. One could attend
crowded, too hot or cold, a webinar from one’s terrace
there is also the physical garden over a coffee.
strain of sitting still for long
hours on a chair.

Current Seminars can be a concern Webinars are more suited for

Relevance during an era where there is a world plagued by pandemics
pandemics like COVID-19 and pollution. It ensures social
spreading. Physical distancing | distancing, and decreases
can become a major concern | pollution and traffic as people
in a seminar. Seminars also are not unnecessarily moving
need people to travel large around.
distances and increase carbon

—~ emissions
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Just like in a seminar, participants in a we-
binar should follow some etiquettes in a we-
binar. Webinar etiquette, like online etiquette,
opens doors for better communication. Like
in any other meeting, mutual respect and
right conduct will boost the efficiency of the
conduct of the webinars. Etiquettes to be fol-
lowed in a webinar are same as the etiquettes
that people follow in any video conferencing
or online meeting. These are some etiquettes
that can be followed so the presentersiand at-
tendees of a webinar can make the@xperience
more enjoyable and productive.

1.4.2 Tips for presenfers

Login well in time:yzike 1n every other
meeting or online meeting, it isdmperative
that the presenters log in on {ife. 1t would be
extremely impolite not to be present while the
webinar is going on and keep all the audience
waiting.

Test the software much before logging in:
There is nothing more annoying than a person
logging into a video conferencing application
and not knowing how to use it. Unlike a semi-
nar, where the infrastructure is readily in front
of the presenter, webinars need certain online
skills on the part of the presenter. Therefore,
if the presenter is new to the application used
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A Webinar

for video conferencing, they should ensure
that they know, how to operate it. Some pri-
or experience with the software will always
be helpful. Make sure that one is not fiddling
with thé software once the webinar is on.

Doynot read thesslides: Just like in any
seminar, the presenter should not be reading
their slides. Also, the slides should be shown
with bulleted points and neat graphics. Every-
thing that'a person does to make a proper site
presentation in a seminar must be followed in
a webinar as well.

Greet the attendees before starting: It is
imperative to be polite to the audience of a
webinar, even though most of them would not
have turned their videos and audios on. Ev-
eryone has to be greeted and all the pleasant-
ries exchanged just like in a normal seminar.

Be patient with technical difficulties: Un-
like in a seminar, webinars can be disrupted
by certain technical difficulties. The presenter
might receive feedback that the attendees are
unable to hear what the earlier says, or that
the presentation is not clear enough. There
can also be other technical problems that can
emerge during a webinar. It is imperative to
be patient and deal with the technical issues
calmly rather than creating more confusion

and chaos during the webinar.
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Know one’s audience: Although a webi-
nar can include a large number of attendees,
it is always better to understand who exactly
the audience are, if time permits. The present-
er can ask the audience to interact with him,
which can be done without disturbing the
course of the webinar. For instance, the audi-
ence can interact with the speaker in the chat
boxes instead of using voice. With the permis-
sion of the presenter, the attendees can inter-
act with the earlier so that they has a better
understanding of who exactly are listening to
him and know their reactions. It can better ca-
ter to the audience’s needs.

Avoid unnecessary controversies: We-
binars are conducted for sharing ideas and
information. Usually, the organisers are not
looking at stirring up controversies or creating
problems. It is imperative to keep in mind that
although the online platform gives one more
freedom to talk and air one’s ideas, the aim
of the speaker should not be to purposely stir
up a controversy, but to impart knowlédge and
novel ideas to the listeners.

Be polite and have a pleasant.demeanor:
During a presentation, the presenter may not
be able to see who exactly are watching him
through the online platform. Also, they are
physically removed from the presenice of the
attendees. However, it is impestant to keep in
mind that the presenter has to be polite and
should have a pleasant demeanor just as they
would if they were in front of a large audience
in a conference hall.

1.4.3 Tips for attendees

Show up on time: The attendees of a we-
binar should show up on time. Arriving late
and trying to login much after the webinar
starts create unnecessary burden on the ad-
ministrator who lets the attendees in one by
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one. Also, being present at the beginning of
a webinar can give the attendees a better per-
spective of what the seminar is about and also
help in having a better understanding of the
requirements of the webinar and the expecta-
tions as well.

Turn off one's audio and video: Unless it
is asked of the attendees, it is always better to
keep the video as well as audio off. Although
some webinars do not mind the videos being
off, the audio being off is a must for all webi-
nars unless the person is talking.

Don't use .chat rooms unnecessarily:
There may be prefessional provision to use
chat rooms while the,webinar is going on. Do
not useftfor any other purpose other than the
accepted ones. Use the chat room with per-
missionyand “avoiddrrelevant discussions in
the chat room.

Have a/clear agenda while asking ques-
tions: DO not ask confused questions that
might consume too much time. Have a clear
agenda in mind while asking a question.

Remove distractions: While attending a
webinar, it is good to remove all distractions
and spend one’s time productively attending
to the webinar with dedicated attention. In
that way, one can contribute to the webinar
as well as benefit by gaining new information
and gathering knowledge.

1.4.4 Webinar Platforms

There are many webinar platforms like De-
mio, WebEx, Google Meet, Zoom, Webinar
Jam, EverWebinar, ClickMeeting and Lives-
tream that provide excellent platforms for vid-
eo conferencing. Each of these has a different
interface and it is necessary to have hands on
experience with each of these applications to



perform effortlessly when using these applica-
tions for attending webinars.

1.4.5 Live Discussions

A group of friends who are all big fans of a
popular TV show that airs new episodes each
week. Every Thursday at 9 pm when the new
episode is aired, the friends gather in an on-
line chat room to discuss and react to the show
in real-time as they watch. In the chat, they
exchange comments and opinions on the plot,
characters, and developments as they unfold
episode by episode. They laugh together at
funny moments, speculate potential theories,
and express shock at surprise twists. The host
of the chat room also posts polls and questions
to further spark conversation. Some friends
have to miss the live airing due to other com-
mitments, but jump into the chat afterwards to
join in the ongoing lively discussion.

There might be 50 active participaats in
the chat room on a typical episode dight, with.
different people coming and going. Howeyer,
a core group of superfans makes it to the live
discussion every week without fail -it's their
dedicated hangout to immerse themselves in
analysis of a show they loves The real-time
aspect makes them feel like they are watching
the show together, even if physi€ally apart.
After the episode concludes, the chat usually
continues for a while longer so they can pro-
cess it and continue exploring reactions. By
providing a space for this shared live viewing
experience, the chat room fosters meaning-
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ful connection and community. This example
clearly portrays a live discussion.

Thus, live discussions are real-time con-
versations that happen in online communities.
They allow people to have conversations in
real-time by exchanging messages, reacting,
and interacting with each other. This creates a
more dynamic and engaging experience than
traditional threaded forums or comment sec-
tions. Live discussions are facilitated through
chat interfaces and live chat software. This
allows people to send messages quickly back
and forth to have a flowing conversation. They
often focus around specific topics, events, or
interests like a“TV show episode, a sports
game, a conference,or any other shared ex-
perience.

Moderation'and miles are important to keep
live discussions productive. Moderators may
delete abusive messages, ban problematic
users, and/encourage positive conversations.
Pasticipation also tends to be fluid, with dif-
ferent people joining and leaving the live chat
at different times. However, a core engaged
group usually participates actively. Compared
to other online discussions, live chats feel
more spontaneous and conversational. The
rapid pace also leads to quick exchanges of
ideas and perspectives. Overall, live discus-
sions facilitate stimulating and meaningful
conversations in real-time between people
across the internet. They create a sense of
community and allow people to interact in
new ways online.
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I Recap —

L

Moderation keeps live discussions productive

vV V.V vV v v v Vv .Yy

=

Webinars are online seminars done through video conferencing

Webinars are more convenient but lack in-person interaction

Webinar presenters should log in early, greet attendees, avoid reading slides
Webinar attendees should arrive on time, minimize distractions

Popular webinar platforms are Demio, WebEx, Zoom, Google Mee

Live discussions are real-time conversations in online communities

Live discussions allow engaging, flowing conversations in real-time

A core group actively participates in live discussions \

g

| Objective Questions

L2

What are webinars?

How are webinars conducted?

What platforms are used for webinars?

OB O O L o

B
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| Answers

1. Online seminars 6. Zoom, WebEx
2. Remotely 7. Real-time conversations
3. Video conferencing 8. Online communities
4. Reading slides 9. Core group
- 5. Distractions 10. Moderation iy
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I Assignments —

1. What is a webinar? How is it different from a traditional seminar? Discuss the
pros and cons of webinars.

2. Discuss webinar etiquette for presenters. Provide tips for effective presenting.
3. What webinar etiquette should attendees follow? Explain with examples.

4. Compare popular webinar platforms like Zoom, Webex, GoToWebinar. Which
would you recommend and why?

5. What are live discussions in online communities? How do they allow real-time
engagement and community? What is the role of moderation?

| Suggested Readings
+

1. Smith, J. (2021). How to optimize your webinar s
Journal of Digital Marketing, 17(4), 5

2. Williams, A.J. (2022). Engagement té
trieved from https://www.marketings

aximum impact.
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Unit 1
Internal Business Communication

ILearning Outcomes —
= lp

The components in this unit are aligned to the following learning outcomes:

» Differentiate between informal and business communication
» Identify the business situations for official communication

» Differentiate official communication tools: Memo, Circular, Notice, Agen-
da

» Use Communication strategies to business problems and ¢ontexts

» Practice communication within Business environment

El 5
I Prerequisites —
lp

Anil had just joined MeridiandSolutions as‘@ajunior executive. On his first morning,
he walked into the office and foticed a Netice pinned on the board about a scheduled
orientation session for all new employées. Curious, he read it carefully and made a note
of the time.

Later, his team léader, Rheashanded him a Circular detailing the updated working
hours and the new leave policy. Anil realised that the circular was meant for all employ-
ees in the department, not just him, and contained instructions that everyone needed to
follow.

A few days later, he received an Agenda for the upcoming departmental meeting. It
listed topics like project updates, new client requirements, and team performance discus-
sions. During the meeting, Anil was asked to draft a Memo summarising the discussion
points and action items to share with his manager and colleagues. This unit will introduce
and provide the basic instructions to draft these short communication types

O o
I Key Words

Keywords: Business Correspondences, Memo, Circular, Notice, Agenda.
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Discussion —

2.1.1 Memo

The simple word ‘Memo’ is a significant
communication tool in all business organisa-
tions. The word ‘memo’ is a clipped form of
the Latin word ‘memorandum’, which means
“thing to be remembered”. It is a written com-
munication used for internal business corre-
spondence. Memos are short in structure, brief
in format and intended to be shared internally
with a limited number of people. Memos are
drafted and published for immediate purpos-
es like announcing important information,
emphasising certain protocols, updates on
personal transfers, etc. They are framed for
providing quick updates and announcements
to people within the organisation. Sometimes,
it is shared with close firms, organisations,
vendors and consultants. Its impact is similar
but less formal to a business letter. A formally
communicated memo is a permanefit record
of communication. Even though it is less fof-
mal than a business letter, it should not bétoo
informal. The language of.the memo should
be short, precise and simple. It’s writtensin
the third person and should maintain.a profes-
sional tone.

It is always preferable to maintain a struc-
ture for the Memo format. There is a standard
format to be followed, but not strictly and par-
ticularly. It can be framed into two sections:
the heading section can include who writes to
whom, when and why. It may also have lists
of recipients' names, a list of (if any) writers
or the name of the authority who drafted the
memo, the date of the draft, the subject, and
a list of readers who should keep a copy of
the memo for their reference. The body of the
memo is brief in structure with three parts:
first is the purpose part, second is the details,
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and the third concludes the memo with the ac-
tion.

Memos do not have a signature line because
it ends with a call to action. The opening of
a memo or the purpose statement should be
direct and concise. It will clearly state the pur-
pose and reason for the memo. It sets the tone.
So, explain it very clearly. Secondly, the de-
tailing part, contains the context, background
and necessary descriptions to make the con-
tent effective. One must choose and frame
the most important details to share. The final
action statement focuses on the action that is
required. It conforms to the purpose and states
the follow-up. “Based on the requirement,
one can include an‘attachment line or enclo-
sure line showing the humber of documents
attached to-@amemo. Depending upon the sit-
gation, Memos eantbe long or short. No mat-
ter the size,) all memo drafts should maintain
an opening, content with relevant details and
concluding remarks. If the draft is lengthier,
it’shbetter to frame numbered lists or bullet
points for order and clarity. Long memos can
ideally be divided into logical sections with
brief headings.

Some common workplace purposes of
memos are:

* To confirm a meeting or event
* To provide official instructions

* To summarise action required after a
meeting

* To make amendments to organisation-
al policies

* To notify others about a problem or
to inform others that a problem was
solved.

* To provide a short report of a meeting
or decision.



Types of memos can be three: action to solve a situation)

1. Information Memo (to deliver or 3. Internal/proposal (convey sug-
request information) gestions to authorities)
2. Problem-solving Memo (sug- Let us now examine a sample Memo.

gests a specific and immediate

MEMORANDUM
Date:  September 21, 2021
To: All Employees
From: Varsha, Business Development Department
CC: Sunil, HR Department
Subject: Back to Office

Our offline office hours will commence from Octobe nwards./All employees must

ensure that they have received 2-dose vaccinations.

The company is ready to provide Work from Home provisions for those with significant

reasons to validate.

ile you start work from the office. All

employees are requested to follow Co col strictly.

.com if you want to continue WFH.

Let us now examine another sample memo.

.

MEMORANDUM

Date: January 10, 2022
To: All employees
From: Sreenivas, CEO,XYZ

Subject: Annual Bonus Leave

There is a significant change in the policy with regard to the annual leave. One employee

from each department will be awarded special annual bonus leave for outstanding
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performance.

A total of 5 days will be credited to eligible employees, which can be availed of either as

continued leave or in parts.

Current years’ eligible employees will be announced during the meeting on 31/01/2022.

2.1.2 Circular

A circular is a written communication tool
to inform or intimate a group of people, most
probably employees. It is a common form
which is used for interdepartmental communi-
cation. It is officially shared among employ-
ees through notice boards or among members.
Usually, it carries information such as an in-
vitation to official meetings, an invitation to
luncheons, etc. Hence, it can be formal and
informal according to the situation. At times,

Circular No.

Offli

This is to inform all employees
effect from 1 January 20
please follow the revised working pattern.

N/

Online Work Hours- Revised

the Circular format was also used as an adver-
tising tool.

It is an inexpensive and effective way of
communication. It targets many people, so a
well-drafted circular saves time. Most wide-
ly, circulars ar€ used in inter-office situations.
Circulars are also used as advertising tools.
It has a,larger distribution range and can be
used to share marketing information. There is
no.steict pattérn to beg followed for a circular.
Just glance through the sample Circular given
below:

December 2021

t a new pattern of working hours will be followed with
ensure the quality of working hours of the organisation,

* Offline/online Working hours: 9.00 am to 7.00 pm (including short breaks)

* Prior permission is needed to opt for Online work hours.

* Need a valid reason to opt for an online pattern.

« Continuous three days online pattern should shift to offline on the 4 day.

All employees need to note this pattern. Please contact the HR department for further

queries.
CEO, A & B Company
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Let us examine another circular.

Date: 25 July, 2022

Sub: Appointment of new Business Development Manager

Dear all,

I am happy to announce that Ms. Jasmine Walton has been appointed our new Business

Development Manager.

Ms. Jasmine has taken over from Mr. Sajith Devan, who has recently resigned from the

organisation for unavoidable reasons.

Ms. Jasmine will be reporting to Ms. Mallika, the General

With your constant support and full dedication, we hope that

reputation to new heights.

All the best, Jasmine.
Sincerely yours,

Sd/-

Remeena Babu

HR Manager

2.1.3 Notice

Notices are written tools for sudden formal
announcements. They are aimed at internal
members. In an organisation, the benefit and
use of notice is to have smooth communica-
tion between the authorities of the organisation
and the employees. Situations like resignation
and relieving of duties are all communicated
priorly via notice to other members. A term
like ‘notice period’ showcases the importance
of official communication through notice.

Notices are brief and short, with concise
and necessary information. For official pur-
poses, notices should be printed or framed

SGOU - SLM - FYUGP - BA English - English for Business and Professional Communication

asmine will take our

9.

with official letterhead, institution stamp and
signature of the authority. While looking at
the format, features and structure, one may be
confused with the purpose of a notice and a
memo. In its purpose, Notice is different from
Memo. A Memo targets a smaller group, and
the Notice goes to a much wider group. It is
usually displayed publicly and is accessible
to all. Regarding the structure of a Notice, be
sure the top of the notice mentions the issuing
Authority’s name. The title should catch the
attention of the reader. The body of the notice
can include the relevance, occasion, date, time
and reason of the notice. It ends with the issu-
er’s details. Here is one sample.
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A& A Proprietors

East Mumbai
Notice
Date: November 24, 2021

An urgent meeting is planned on December 1, 2021at 2.00 PM in the Head Office to de-
cide on the company's offline and online working pattern. All employees are requested
to attend the meeting without fail.

Signature:

Divakar M.

HR Manager \

Let us now examine another sample notice.

oy

Carton Pack
Banglore
tice
19 April 2022
1 Camp

h Chaithanya Hospital is hosting a medical camp on
e second floor from 9.30 am. Certified Medical prac-
ice. All employees can attend the camp free of cost.

25 April 2022 at the
titioners will be available

Ms. Nisha Sabu

PRO

2.1.4 Agenda essential to conduct organised meetings. It is
meant to be shared in advance with members
Official meetings demand formal attending meetings. It is the list of items to be

procedures, and such documents need to be discussed. Items in the agenda are discussed

shared among the members of the organisa- sequentially.
tion. Agenda is an important document that is
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The simple format of a meeting follows * Any other information that needs to be
these steps: discussed,

*  Welcome address, » Date of the next meeting,

* Presentation of previous minutes, . Conclusion

*  Lists of items (Agenda), Here is a sample of an Agenda.

Department of Business Development Management
A&A Company
15/11/2021
Calcutta

A meeting of all employees of the BDM Department will be held on 20/11/2021 at 10:00
AM at the section.

AGENDA:

» Evaluate the sales of the quarter

* Congratulate Meera for her recent sales achieve

* Familiarise new e-application to employees

* Any other relevant matter. ’ l

Let us examine another sample.

YWing

PCS Limited
28/09/2022
Cochin

Inviting all to discuss product launch on 03/10/2022 at GM’s chamber.

Agenda:

» Presentation of previous meeting minutes

* Presentation of the completed project

* Open discussion on the completed project

» Discuss and finalise the date of the product launch

* Any other relevant matter
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| Recap

L

vV vV VvV vV vV V. V. vV V. v v vYv

B

Memos are written communication

They are short in structure

They are published for immediate purpose

The language in a memo should be short, precise and simple
Used for interdepartmental communication

Cost-effective

It can be used as an advertising tool

Sudden formal announcement

Aiming internal members

The purpose of memo and notice depends on the audience
It is part of the formal procedure

It goes with the minutes

Essential document in the official plat

=

I Obj ective Questions —

L2

2 N & W o= B =

What is the clipped form of the word ' orandum'?

What is the purpose otice?
What is displayed publicly and accessible to all in an organisation?
Name the list of items to be discussed in a meeting?

What document needs to be shared in advance before a meeting?

g
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I Answers —

L2

BN =

-

memo 5. announcement
heading, body 6. notice
problem-solving 7. agenda
circular 8. agenda

g

=

I AS Signments —

1. Imagine you are the HR Manager of a Multinational firm. There is an urgent ren-
ovation planned on the first floor of your office. Informthe employees about the
same and request an action to shift immediately to the secondfloor.

2. You are assigned to organise a vaccine drive at your office. Inform the employees
that urgent action is required to collect data on employees needing vaccination.

3. Imagine yourself as the CEO of a firm.Prepare a Circularinforming the need for
punctuality, as you have noticed some employees attend their work very late.

4. Prepare a circular to inform that all employees should wear their identity cards
during office hours.

5. Prepare a circular to motiyate emplayees,to contribute to the Flood Relief Fund.

6. Imagine you are a secretary of an A & A company. Prepare an agenda for the
meeting which targets the mtroduction of a new employee presentation of the
annual report.

7. You are about to resign from the position you are employed at. Write a one-month
notice to your manager intiumating your decision.

| Suggested Readings
HJ 1. Kulkarni, Dr.Ramesh R and Mr. Rangappa Yaraddi. Business Communication: A LB
text for UG and PG students. Notion, 2017.

2. Hartley, Peter and Clive Bruckmann. Business Communication, Taylor & Francis,
2008.

3. Verma, Shalini. Business Communication: Essential Strategies for 21st Century
Managers, Second Edition, Vikas, 2014.

4. Tyagi, Kavita and Padma Misra. Professional Communication. PHI Learning,

2010.
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Unit 2
External Business Communication

ILeal‘ning Outcomes —
= lp

The components in this unit are aligned to the following learning outcomes:

» Identify the key components of effective business letters and correspon-
dence.

» Draft professional sales, problem, and goodwill letters using appropriate
tone and language.

» Compose press releases that effectively announce news and events.

» Evaluate advertisements for brevity, claritygand impact on the intended

EW audience. TE
I Prerequisites —

Anita had just joined Bright Horizens Travel Agen€y as a junior executive. Her first
task was to draft letters for client§'and partners. She'quickly realised that writing in busi-
ness wasn’t the same as casual @mails or€hats.

One morning, she had to sendia sales letter introducing a new holiday package to po-
tential customers. Sheqpondered overhow to present the features attractively, yet clearly,
so the reader would/be motiyated,to book the trip.

Later that week, a client wrote'complaining that their hotel booking had been delayed.
Anita needed to prepare a_problem letter, acknowledging the mistake, apologising sin-
cerely, and offering a prompt solution. She understood that careful wording could turn a
dissatisfied customer into a loyal one.

On another occasion, the agency wanted to strengthen client relations, so Anita drafted
goodwill messages, wishing clients a happy anniversary, congratulating them on personal
milestones, and thanking them for continued patronage. These short, thoughtful letters
helped create lasting bonds.

Finally, the marketing team asked her to create advertisement letters promoting a new
travel package. These letters needed to be persuasive, visually appealing, and concise to
chatCh attention and inspire action. '
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sional and effective correspondence.

Through these experiences, Anita realised that business letters, whether for sales,
problem-solving, goodwill, or advertising, are essential tools for communication, per-
suasion, and relationship-building. The core principles of clarity, brevity, accuracy, and
professionalism were crucial in every letter.

This unit introduces students to the four common types of business letters: sales, prob-
lem-solving, goodwill, and advertisement, providing practical guidance to craft profes-

=

I Key Themes —

Sales strategy, Sales letters, Problem letters, Rejection letters, Goodwill messages, Adver-

tisements, Press releases

2.2.1 Sales Letter

“How to boost one’s sales?” This question
remains the prime concern for all industries.
The first choice to promote any product will
be advertisement. The second choice defi~
nitely will be a sales letter. A sales lettemis a
kind of external business correspondence that
plays a salesman's role. Drafting/and sharihg
a sales letter is similar to advertising or sell-
ing goods. The main intentionrof a'sales letter
is to grab the attention/of the second party. Tt
should try to convert the reader into acustom-
er. Before writing a sales letter, one should
thoroughly know the customers’ or second
parties’ interests and needs. The product that
is ‘advertised’ or ‘campaigned’ through a sales
letter is introduced in the form of its ‘benefits’
rather than a mere description of the product.
The language and the details should attract the
reader; hence, care must be taken while draft-
ing a sales letter.

The expensive and time-consuming com-
ponent of an advertisement can be, in a way,
replaced by an effective sales letter because a
good sales letter is similar to a popular adver-
tisement. An effective letter can arouse curi-

$GOU - SLM - FYUGP - BA English - English for Business and Professional Communication

osity andigrab attention. The ultimate aim of
a sales letteris to convert the reader to a cus-
tomer; hence, language should be clear and at-
tractive and should arouse curiosity. How to
grab the reader's attention? Interesting quotes,
striking phrases or questions can be good at-
tentionsmarkers. Convincing testimonials can
also be part of sales letters. The content should
motivate quick action, too. A few guidelines
to remember to draft a sales letter are
1. Catchy opening: Catchy opening can
be achieved through striking state-
ments, stating facts, relating a story,
joke or testimonial, promising special
offers and appeals or asking ques-
tions.

2. Body: It can be the explanation of
the opening. One can explain the
qualities and special features of the
product concerned. Body paragraphs
include offers, guarantees, test results
and statistical data.

3. Conclusion: The final paragraph can
motivate quick action. It is the final
chance to recapitulate your claims.
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Here is a sample sales letter:



Dear Sir/Ma’am

Feeling the heat as summer nears? We understand how sweltering offices can drain pro-
ductivity. That's why we've developed a line of top-notch room coolers to keep your
workspace relaxed and comfortable.

Our enclosed pamphlet highlights the specifications of our expertly crafted coolers in
various capacities. We guarantee these units against defects for five whole years and will
repair or replace any troubled part free of charge. You can count on us to keep things cool.

Simply fill out the card inside the pamphlet and mail it back to us. Our technician will
then visit your office, assess your unique needs, and advise on the ideal cooler placement
for optimal temperature control.

Act fast to beat the heat and save money! Order by April 30th to receive a special 5%
discount. We'll handle the delivery and installation of your new coolers, expertly placing
them wherever you'd like. Consider it our gift to you.

Give your team the refreshingly cool and comfortable workspa
mer - at an unbeatable value. Trust us to keep your o running in\peak condition when
temperatures skyrocket. Act now to schedule your fre nd custom cooling
solution. Stay cool and beat the heat!

Yours faithfully,
Roshni M.

y Sales Manager

A 4
un! Our annual sale is happening now, and

any familiar faces again. Over 90% of our regulars
g opportunity. Will you be one of them?

Let us examine another letter:

Dear Vijayarajamallika,

We've got exciting
we're thrilled to ¢

score big. Due to popular demand, we're also providing home services for your conve-
nience during this pandemic.

Simply call our energetic sales officer at 180000000098756 anytime between 9 AM and
7 PM to schedule an appointment. We'll ensure you get top dollar for your trade-in.

Don't miss out on these limited-time huge savings! We can't wait to help you upgrade
your ride and hit the road in style again soon.

Rev up your engines and call us now!

Sincerely,

Raja Motors

Thiruvananthapuram
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In these sample letters, you can find the
very basic structure of a sales letter. Three
basic parts are included in a sales letter: in-
troduction, body/content and conclusion. The
introductory paragraph/ opening statement
should grab the attention of the reader. There
are different ways to make the opening state-
ment attractive by a) framing a striking state-
ment, b) stating an important fact, ¢) framing
a curious question, etc. Try to provide some
thought-provoking situations like ‘saving
time or money’ and ‘attain the best service’.
The body/ content paragraph is targeted to
arouse the customer’s interest in the product
or service. It is the body of the letter that con-
vinces the benefits of the product, which will
create desire in the second party. It convinc-
es the reader through substantial claims. A
sales letter ends with a call to action. Draft the
points in terms of motivation for comfort, lei-
sure, saving of time or money. The conclud+
ing passage can be framed with evidence and
information on services and guarantee terms.

2.2.2 Problem Letter

A problem letter is'a type of external
business correspondence that is_utilised to
bring attention to mistakes made by a person,
group, or organisation. It 1s also peferred to
as a complaint letter. A problemdetter is also
used to point out defects, deficiencies, or de-
lays related to a product or service provided
by an organisation. The manner in which one

Purchase Manager
Q& Q Industries

Dear Sir/Madam

addresses a problem letter or complaint letter
demonstrates efficient customer service skills.
When drafting a problem letter, one must be
very thoughtful and conscious of how they ad-
dresses the letter. The tone of the letter must
be carefully considered. A problem Iletter
serves a dual purpose; it should aim to resolve
the problem at hand while also maintaining
cordial relations between the two parties in-
volved. The language used should be clear
and precise when describing the problem.
One should explain the impact of the issue
in detail, for example, any losses to business,
interruptions in service, or inconveniences
faced. Suggestihg potential solutions can also
be advantageous. €are should be taken in the
words used. Unpleasant or offensive language
should newer be used. It is advisable to use
passive voice, when addressing the issue or
problem.yThe concluding paragraph can be
structured as a formal request to address the
issue promptly. Grievance letters written to
governmefit agencies also fall under the cate-
goryof problem letters.

Problem letters can serve two functions.
One is to communicate a complaint to the
other party involved. The second is to address
any claims or complaints made by a customer.
We will discuss each function in turn.

2.2.2.1 Sample 1: Communicating a
Complaint

15 January 2020

We have received our order No. 6758, and we are extremely sorry to inform you that the

$GOU - SLM - FYUGP - BA English - English for Business and Professional Communication
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products are not up to the usual standards. We are sorry to express disappointment about
the product quality. The quality of the base material is poor. We have always appreciated
your service, and this inconvenience is a first-time occurrence.

Could you please make the necessary arrangements for replacement of these articles and

their delivery?

Kindly do the needful at the earliest.
Yours faithfully,

Manager

A&A Company

In the above sample, you can find the basic
structure of a problem/complaint letter.

When you draft a problem letter, make sure
you follow these steps:

*  Write promptly.

* Mention clearly the kind of compensa-
tion that you expect.

* Finish it with a tone that expre§ses

confidence that the recipient will grant
your request.

2.2.2.2 Sample 2: Dealing with custom-
ew’sicomplaint

Imagine you have received a complaint/
problem letter from your customer. Let us
take thedbove problem letter in sample 1 and
frame a reply for that complaint. January 20,
2020.

Manager V

A&A Company

Dear Sir

Thank you for your letter dated January 15, 2020, regarding the quality of the product
that you received. We have investigated your complaint and identified the problem with

that batch of the product.

Please accept our sincere apologies for the inconvenience caused. We assure you that it
will never happen again. We have appointed a committee to ensure the final quality of

dispatched products.

Thank you for bringing this matter to our attention.

Sincerely,
Purchase Manager
Q&Q Industries
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There are instances where the customer
may make a false complaint. A rejection letter
is needed when you identify a false complaint.
We will take sample 1 as a reference again.

20/01/2020
Manager
A&A Company

Dear Sir

Imagine you have identified sample 1 as a
fake complaint. How will you respond?

Let us see:

Thank you for your letter dated January 15, 2020. We have inspected the product, and
after stringent testing, we regret to inform you that your complaint is not justifiable based

on the results.

We hope you will not be disappointed with this decision. We
quality report for your review. We hope you will und

the report's findings.

We are sorry that we cannot be more accom

As our valuable customer, we welcome an
feel free to contact me if you need any cl
portunity to address your concerns and stre

Yours Sincerely,

Purchase Manager

Q&Q Industries /

So, the very problemi'letter was drafted
from three different perspectives based on the
situation. The language is clearly polite, and
it will help sustain the business bond. Rather
than the structure of the content, it is all about
how you deal with it.

2.2.3 Goodwill Messages

In official communication, there is a need
for messages of appreciation and kindness -
known as goodwill messages. Unlike regular
business documents focused on information,
goodwill messages express positive senti-
ments.

m $GOU - SLM - FYUGP - BA English - English for Business and Professional Communication

enclosed the product
ition after examining

matter. We appreciate the op-
siness relationship.

Goodwill messages include:
Positive feedback
Congratulatory notes,

Words of appreciation

These can motivate employees and devel-
op business relationships.

When drafting a goodwill message:

Use a sincere, straightforward tone in
simple language.

Keep it concise yet specific.
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» Send soon after the occasion that led facts. Timely, thoughtful messages of praise
to it. and congratulations build relationships and
morale amidst routine business communica-

* Focus content on the recipient with a .
ion.

selfless spirit.

Here are samples:
Goodwill messages convey feeling over

1. Thank you Note

Purchase Manager
Q & A Company
Dear Sir/ Madam

. Your team made a great
osed a cheque for the

ires follow up. Once
your company to

Thank you for delivering our package safely and without d
effort to handle this situation, and I appreciate it. Please find
balance amount. Let me know if any transaction was
again, thank you for your efficient service. I am gla
transport our package securely in a timely man

Regards

Manager,

A & A company. ’
oS

2. Congratulatory note

HR Manager v

Alva Medicines
Coimbatore

Dear Menaka

Congratulations on your recent appointment as HR Manager at Alva Medicines. This
position will greatly benefit your abilities, enthusiasm, and sincerity.

I wish you all the best in your new role.
Regards,

Arjun

Purchase Manager
R&R Pharmaceuticals
Salem
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2.2.4 Advertisements

Advertisements generate popularity
for products. An advertisement is a type of
announcement that informs the public about
a product. It serves as a medium to present
products to the public in an appealing way,
promoting them in the market. Advertisement
features highlight a product's specifications to
the market. Advertisements can be published
through print media like newspapers, mag-
azines, and other printed sources, as well as
electronic media like social media, television,
and other digital sources. A catchy advertise-
ment leaves a lasting impression on the pub-
lic. Whether in print or digital, advertisements
are preferred to be brief yet complete regard-
ing the relevant details.

Features of a Good Advertisement are:
* A good advertisement grabs the audis
ence's/reader's attention.

* Brevity is key to advertisemént suc-
cess.

E
mn Ill
Tegal wpeeds

of the '64 Studebakers

Takie USAC' weed fie it—they elscked & Bort of sisling

B4 Stodes a1 Bonseville

mallest power plant, the

* Clarity and completeness further sup-
port an effective advertisement.

When drafting an advertisement, one must
keep in mind:
e It should have an attractive opening
line.

e The rest of the content should link to
the opening sentence.

* Give complete details about the prod-

uct.

Structure of a printed advertisement:
* Catchy‘headline

* Brief informative body
* Subheads, if applicable
s Company details
[lustrations in an ad can draw the reader's

eyes and effectively reinforce the written con-
tent.

Look at these two samples:

Wou can plek & Studebaler for licles, or selid handiing,

. or big soom, or fiant economy—but yous res] satisfaction

the engine rocen. Go get a free sampie of

rois there im
mill  Studebaker's ‘64 power, at your nearent dealer’s.
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Fig. 2.2.2 A sanmiple advertisement

2.2.5 Press Release

A press release is an official comu-
nication channel organisations use to speak to
the public. It is a formal dnmouncement. Pres$
releases are widely used to communicate glob-
ally, nationwide or regionally. In'business,
press releases convey an organisation's pub-
lic relations strategy. SituatiomsfWarranting a
press release include new product launches,
company mergers, product updates, official

Healthcare Ayurvedic Products Ltd.
Arvindpur-623004
Bhavnagar

Goodbye to Diabetes and Dyspepsia

events, rebranding, awards, etc.

When drafting a press release, have a clear
topic in mind. Maintain clarity starting with
the headline. The first paragraph should high-
light key information, covering the 5Ws (who,
what, when, where, why) and how. Include a
summary statement. Quotes from reputable
individuals draw attention. Adding data pro-
vides authenticity.

See the following sample:

Healthcare Ayurvedic Products Ltd. is pleased to announce the launch of the following

new products:
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- Diabof - 250mg tablets
- Dyspocar - 300mg capsules

These medicines were developed after over a decade of intensive research by our R&D
division on using indigenous herbs for healthcare. They have been successfully clinically
tested on a large number of patients across a wide geographical area.

Diabof is for patients with insulin-dependent diabetes. One tablet daily helps control
blood sugar within healthy limits. Its continued use can activate the pancreas in most
cases, aiding natural insulin production.

Dyspocar is for chronic stomach conditions like dyspepsia, dysentery, acidity, etc. Two
capsules daily after meals can regulate and improve the entire digestive system.

For further information and bulk orders, please contact:
Mr Shyam Saxena,

Research Director

Mob: XXXXXXXX

December 16, 2021

‘Chelan-Douglas Health District

NEWS RELEASE

*** FOR IMMEDIATE RELEASE ***

Date: January 31, 2002
Contact: Veronica Fagias
Phone:  (509) 886-6427

E-mail: ga Fariav@cdhd.w

Measles — Get Vaccinated Now!

East Wenatches, WA = Although Chelan and Douglas Counties do not currently have a
confirmed casedfmeasles, public health officials are w Ty with school districts and
healtheare préviders throughout Chelan and Douglas County to ensure students and stafl are up-
tg-date on their vaccines. The current measles outbreak in Clark County and one diagnosed case
in King County ar¢ examples of why the Measles, Mumps, and Rubella (MMR) Vaccine is a
crucial requirement.

According to WAC 246-103-030, measles is one of many discases for which a child is required
to be vaccinated how pmol of immunity, before attending any school (public or

i he event nfam-;:.sl outbreak, WAC 246-105-080 authorizes
schools (public or private), child care centers, or the local Health Officer to exclude any child or
staff who docs not have appropriate documentation of immunity against measles. The length of
time children or stafY are required to stay out of school is 21 days after the last reported case.

Measles is extremely jous, and can be d pecially for young children. 1f
exposed 10 the virus, anyone who is not immune is likely to get measles, Public health officials

urge all individuals 10 re-visi their immunization records by logging into MyIR or by contacting
their healthcare provider. Washington currently has a suflic ply of MMR vaccine for
ghﬂdmx nnd adults; hm\c\cr as the outbreak continues, vaceine supply may be affected. (n et

d now! For more ion on the current measles outbreak, please visit W X
State 2019 Measles Qutbreak

Control and Prevention

Chelan-Douglas Health District
200 Valley Mall l’ﬂrklnn\ East Wenatchee, WA, 98802 | (509) $36-6400 \ www.cdhd.awa.gov
:.con/ChelanL | @

Abvays working for a safer and lealthier Community

Fig. 2.2.3 A sample press release
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I Recap —

L

vV V. VvV VvV vV vV V VvV vV vV VvV v v VY

B

Effective tool for advertising

No cost tool

All depends on the language used

Type of external correspond

Demands a solution

It addresses the issue and communicates the solution at the same time
Different from usual business documents

Communicate feeling rather than information.

It is short and specific.

Provide popularity to the products

Catchy advertisement leaves lasting impression

It is the direct address to the public

Official medium to link the public andthe organisation

It communicates the organisation’s public relations strategy

It’s a formal document to be deciimented

g

=

I Obj ective Questi()ns —

L2

I.
2.

8.
9.

10.

B

What is the prime concerngfor all industries related to sales?
What is the intention of a sales letter?

What should be the téfig'of a problem letter?

What should be avoided in a problem letter?

What is a rejection letter useful for?

What do goodwill messages express?

What makes an advertisement effective?

What does a press release communicate?

What information should the first paragraph of a press release highlight?

What adds authenticity to a press release?

g
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I Answers —

L2

@ o> B =

-

Boost 6. Sentiment
Convert 7. Brevity
Thoughtful 8. Announcement
Offense 9. Key

False complaint 10. Data

g

=

I AS signments —

You belong to a trip advisor agency. Prepare a sales letter to invite people to tour
packages which follow strict COVID protocol.

2. You own a learning app. Prepare a sales letter to inform the,latest offers on the
app.

3. Draftasales letter introducing a new ‘mobile phone*which is economical, smooth
and has a long life.

4. You bought a new T-shirt. The colour faded on the first wash. Write a problem/
complaint letter to the shopkeeper asking for an exchange or refund.

5. Draft a letter as a reply to theSituation mentioned above.

6. You found the above situation as fake. Draft a letter in response to the fake com-
plaint that you have received.

7. Write a congratulatory message to a récently joined employee who has reached a
monthly target,

8. Write a thank yowmbte for the timely payment credit of the customer.

9. Draft a catchy advertisemient for the following: (No need for an illustration)
a) Learning app, b) Interior garden items, c¢) Online store for kid’s dress

| Suggested Readings

2

Kerbey, Elizabeth and Marilyn L. Satterwhite, Professional Business Writing.
Glencoe/McGraw-Hill, 2002.

Wilkinson, Clyde Winfield, et al. Communicating Through Letters and Reports.
United States, R. D. Irwin, 1980.

Bly, Robert W., and Kelly, Regina Anne. The Encyclopedia of Business Letters,
Faxes, and E-mail. United States, Red Wheel/Weiser, 2009.

Taylor, Shirley. Model Business Letters, Emails and Other Business Documents.
United Kingdom, Pearson Education, 2015.
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Unit 3
Resume and Cover Letter Writing

ILearning Outcomes —
= lp

The content of the Unit is aligned with the following learning outcomes:
» learn the importance and purpose of resumes and cover letters

analyse key sections to include in resumes

>
» obtain tips and examples for strong content
>

know how to write effective cover letters

El 5
I Pl‘el‘equisites —

Riya had just completed her final year in college and,was €ager to step into the profes-
sional world. She dreamt of joining a top téch company, but the competition was fierce,
and recruiters sifted through hundreds of applications every day. One evening, she realised
that her resume and cover letter would be heg first, and perhaps only, chance to make an
impression.

A resume, Riya learned, is more than'a list of experiences and qualifications; it is a
snapshot of her abilities, achievements, and potential. Her challenge was to present her
academic projects, internships, andskills clearly, concisely, and compellingly. Meanwhile,
her cover letter offered a different oppoftunity: to explain her interest in a specific role,
highlight her most relevant accomplishments, and show that she had researched the com-
pany’s vision.

Through trial and guidances Riya discovered that resumes and cover letters worked
together like a pair of powerful tools: one to summarise her credentials efficiently, the
other to tell a story that sets her apart. She realised that attention to structure, clarity, and
professionalism could turn a stack of ordinary applications into a chance for an interview.

This unit introduces students to the essential components of a strong resume and cover
letter, guiding them on how to craft documents that capture attention, reflect qualifications
accurately, and communicate interest effectively. =

i
I Key W()rds —

Resume, Cover letters, Impression, Qualifications, Skills, Experiences, Examples
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Discussion —

2.3.1 Introduction

Aresume and cover letter are essential doc-
uments for applying to jobs and higher edu-
cation programs. They summarise your qual-
ifications, skills, and experiences to potential
employers and admissions committees. A for-
mal resume lists your educational qualifica-
tions, work experiences, skills, achievements,
and other relevant information. It is usually
1-2 pages long. The purpose of a resume is
to highlight your strengths and convince the
reader that you are qualified for the position
or program you are applying to. A cover letter
is a 1-page document that accompanies your
resume. It expands on your resume by high-
lighting your key qualifications and explain-
ing why you are interested in the specific role
or program. The cover letter is your chance to
make a strong first impression.

2.3.2 Importance of Resum¢ and
Cover Letter

Your resume and coyer letter offer that'erit-
ical first glimpse into your baeckground for re-
cruiters and admission officers. Like a strong
handshake, a well-crafted resume’ and cover
letter make a powerful first impression. With
so many applicants to evaluate, these docu-
ments must be engaging and polished to grab
positive attention. In today's fast-paced hiring
and admissions processes, many organisations
depend on resumes and cover letters to screen
applicants effectively. Only the most promis-
ing candidates advance to the interview round.
To pass this initial screening, your resume and
cover letter must showcase your fit for the role
or program convincingly. Invest time to refine
these crucial screening tools.

$GOU - SLM - FYUGP - BA English - English for Business and Professional Communication

The resume and cover letter act as a snap-
shot, summarising your academic perfor-
mance, skills, experiences and achievements.
Clearly and compellingly, they highlight the
core qualifications you bring to the table.
This high-level summary is your chance to
strengthen your case before the in-depth in-
terview stage. While the resume summarises
your credentials, the cover letter allows you
to customise your application to each role or
program. This tailored approach shows you
have carefully researched the opportunity.
Such attention‘tordetail is essential for admis-
sion officers and ‘hiring managers reviewing
many applicants.

24313IResume Seetions

A strong resume presents your credentials
effectively in an easy-to-scan format. Here are
key.seetions to include:

Contact Information - List your name,
postal address, mobile number and profes-
sional email at the top of the page. This header
gives easy access to your details.

Profile/Objective - Summarize your pro-
fessional strengths or objectives for the posi-
tion/program in 2-3 targeted lines. This snap-
shot sets the tone for your resume.

Education - Starting with your most recent
degree/institution, list your academic qualifi-
cations and details like major, expected com-
pletion date, and any honours or notable proj-
ects. Showcase your academic background.

Experience - List your work and internship
experiences in reverse chronological order.
Include organisation, position title, employ-
ment dates, and achievements/responsibilities

m
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focused on quantifiable contributions.

SKills - Include the technical skills, soft
skills, languages or programming expertise
relevant to the role or program. Back up with
examples to showcase your capabilities.

Certifications - Highlight professional
certifications and additional credentials like
first aid certificates to exhibit your commit-
ment to growth.

Activities - Optionally include notable
co-curricular activities, volunteer work or
hobbies to present well-rounded interests.

2.3.4 Cover Letter Guidelines

A compelling cover letter follows these
key guidelines:

Header - Include your contact information
and the date at the top. Address the letter to a
specific person/department, if possible; for a
personalised touch.

A third-year B.Tec
stack web develop
and collaborating effectively
technical skills and deliv

Education Section Resume Sample:

Opening - Begin with a personable intro-
duction and state the position/program you are
applying for and where you learned about it.

Main Body - Explain how your specific
qualifications, experiences and interests make
you an excellent fit for the opportunity. Re-
fer to key details from the job description/
program overview and tie them to your back-
ground. Keep to 1-3 concise, targeted para-
graphs.

Conclusion - Close by expressing appreci-
ation for their time and consideration. Offer to
provide more information.

Signature - End with a formal closing like
"Sincerély" and signyour full name.

2:3'SiResume Sample

Now let's look at examples of key resume
and cover Jetter sections:

Profile Section Resume Sample:

with expertise in data structures, algorithms, and full-
rner recognised for developing innovative solutions
teams. Seeking internship opportunities to expand
actful software projects.

Education

B.Tech in Computer Science
College of Engineering, Trivandrum
CGPA: 8.7/10

Expected graduation: May 2025

Relevant Coursework: Data Structures and Algorithms, Database Management Systems,

Operating Systems, Computer Networks.

m
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Experience Section Resume Sample:

Experience
Web Development Intern, June - Aug 2022
ABC Software Technologies, Kochi
- Developed front-end website features using ReactJS, optimising load times by 22%.
- Assisted back-end developers in building REST APIs and integrating user authentication.
- Led testing of new features across browsers/devices to identify bugs prior to release.

- Documented codes and API endpoints to improve developer collaboration.

2.3.7 Cover Letter Sample

Dear Hiring Manager

I am writing to express my interest in the
Pvt. Ltd. I am a final year B.Tech Computg
ing, Trivandrum, with expertise 1 ing fv
my resume, [ have hands-on e
Python, JavaScript, React, No

tware solutions. I implemented new UI com-
ponents in ReactJSithat i ite performance by over 20%. I am adept at working
in fast-paced enviro quickly learn new technologies required for the role.

I am excited by XYZ Tec gies' goal of developing cutting-edge enterprise platforms.
I am confident that my strong technical skills, coupled with my ability to collaborate
cross-functionally, will enable me to contribute to impactful projects. This role is an
excellent match for my abilities, and I would appreciate the opportunity to discuss my
qualifications personally. Thank you for your time and consideration. I look forward to
hearing from you.

Sincerely,

[ Your full name]

By following these tips and guidelines, ful resumes and cover letters tailored to jobs
the candidates/applicants can create power- or higher education programs of interest. The

m $GOU - SLM - FYUGP - BA English - English for Business and Professional Communication




resources provided offer a starting point, but your field. With a strong resume and cover let-
you should continuously refine your docu- ter, you can maximise your chances of landing
ments and obtain feedback from experts in exciting opportunities.

| Recap jp—
+ +

Resumes and cover letters make a vital first impression

They summarise qualifications, skills, and experiences
Must highlight strengths and fit persuasively
Examples and tips tailored for learners

Optimal formatting is essential

Content strategies to get noticed

vV v v v v v Y

Craft focused documents to open doors

B &
| Objective Questions |

EIJ ﬁ

1. What documents summarize your qualifications and skills to potential employers
and colleges?

What do powerful resumegfand covegdetters help open?

What must resumes and cover letters highlight to showcase your strengths?
What is essential for résume formatting?

What types of ¢ontent strategies are discussed?

What do tailored resumes and cover letters help maximise?

What must the documents' make to get noticed?

L e ¥ o~ B

What do resumes and cover letters provide a summary of?

B o
[ ANSWeTS |r————————————————————————————————————————
5 =

Resumes, cover letters Winning, focused

Doors, opportunities Chances, opportunities

1

2

3. Fit, qualifications Impression
4

L2 & & &

Optimisation Qualifications, skills, experienc-

£l e o
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I AS signments —

3.

Explain in your own words why resumes and cover letters are essential docu-
ments when applying for jobs or higher education programs. Use examples to
support your explanation.

Discuss three key sections that should be included in an effective resume. Explain
why each section is important.

Write a sample profile section and education section for a hypothetical resume.
Tailor the content with relevant details.

Outline the formatting and content strategies for crafting a compelling cover let-
ter. Provide examples to illustrate your outline.

Analyze a sample resume and cover letter against the tips provided in this unit.

I Suggested Readings —

L2

4.
3.

Harbin, Carey E. Resume and Cover Letter Writing Guide. Voc-Offers, 1988.

Rosenberg, Arthur D. The Resume Handbook: How to Write Outstanding Re-
sumes and Cover Letters for Every Situation, Adams Media, 2007.

Morris, Daniel. Master thefdrt of Resume and Cover Letter Writing: A Practical
Guide on How to Write @ Resumegand Cover Letter that Work Like Magic with
Proven Strategies that Guarantee Excellent Performance. Independently Pub-
lished, 2020.

Thoms, Peg, et'al. “Resume Characteristics as Predictors of an Invitation to In-
terview.” Journal of Business and Psychology, vol. 13, no. 3, 1999, pp. 339-56.
JSTOR, http://www.jstor.org/stable/25092643.
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Unit 4
Interview Preparation and Etiquette

| Learning Outcomes }

The components in this unit is aligned with the following learning outcomes:
» Preparing for an interview through research, practice, and planning ensures
confidence and strong performance.

» Utilising the STAR method to provide compelling and skill-focused responses
enables clear communication of value.

» Projecting professionalism, asking thoughtful questions, expressing confi-
dence, and following up make a strong impression thtoughout the process.

B

g

=

I Pl‘el‘equisites —

L

Rohan had spent weeks perfecting his resime and cover letter, and finally, he received

the call he had been waiting for: an interview at a prestigious marketing firm. Excited yet
nervous, he realised that all his preparation up to this pgint would only take him so far;
now, the interview would determineswhether he truly stood out among dozens of appli-
cants.

He remembered hearing that interviéw suecess is built on preparation, practice, and
understanding the process. Before walking into the office, he knew he needed to research
the company thoroughly, 1ts produets, cultute, and values. He reviewed the job description
carefully, connecting his own_skills and experiences to the requirements listed. He also
prepared thoughtful questions to ask, demonstrating genuine interest and engagement.

Rohan practised answering ¢gommon questions using the STAR method, Situation,
Task, Action, Result, to cleasly'communicate his achievements and problem-solving abili-
ties. By framing his experiences as compelling stories, he learned to show not just what he
had done, but the impact of his actions. He also understood the importance of professional
attire, punctuality, and confident body language, knowing that first impressions matter as
much as the answers themselves.

Through this preparation, Rohan realised that interviews are more than a test; they are
an opportunity to tell your story, highlight your value, and connect with potential employ-
ers. Whether facing technical questions, behavioural scenarios, or casual conversation,
being ready, confident, and professional would give him a clear advantage.

This unit introduces students to the complete interview process, from preparation and
research, to presenting themselves effectively during the interview, and finally, following
up professionally. It emphasises that mastering these steps increases confidence, improves

E_ﬁ)erformance, and opens doors to career opportunities.
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I Key Themes —

Preparation for Interview, STAR method, During the interview, After the interview

Discussi()n —

The interview is one of the most critical
moments in the job search process. The in-
terview is your opportunity to showcase your
qualifications face-to-face and convince the
employer that you are the right candidate for
the role. How you perform in job interviews
throughout your career can significantly im-
pact your employment prospects, level of
compensation, satisfaction, and progression. It
is essential to develop strong interview-crack-
ing skills if you want to land your dream job
and fully capitalise on the opportunities along
your professional journey. The competition is
fierce, and employers look for any reason to
disqualify candidates. Knowing how to make
a great impression and communicate your val-
ue during an interview gives you afi mnvalu-
able edge. With preparation and ptractice, yoll
can learn to effectively highlight your sKills,
experiences, passion, and culturalfit. Master-
ing interview cracking skills and putting,yeur
best foot forward will/open doof§ite exciting
new possibilities. Interviews can seem daunt-
ing, but being well-prepared can help you feel
confident and perform at youtibest. Here is a
comprehensive guide on how to effectively
prepare for and succeed in a job interview.

2.4.1 Preparations Before Facing the
Interview

2.4.1.1 Research the Company
Learn as much as you can about the com-

pany by visiting its website, reading recent
news articles, and checking out its social me-
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dia. Understanding their mission, values, his-
tory, products/services, and culture will help
you determine if they are a good fit for you.
Make a note of any questions you have about
the company that you can ask the interviewer.
This demonstrates your interest in the role.

2.4.1.2 Practiee Answering Common
Questions

Go through typical interview questions
andgpractice xesponding to them. Focus on
displaying, yourskKills and presenting yourself
effectively, Come up with illustrative exam-
ples from your past experiences that show off
relevant skills and accomplishments. Quanti-
fy'yourachievements when possible.

Consider using the STAR method (Situa-
tion, Task, Action, Result) to structure your
responses in an engaging, logical way.

Situation - Set the context by briefly de-
scribing the background. Provide details
about the circumstances to frame the story.
For Example: "When I was working as a sales
representative at ABC Company..."

Task - Explain the challenge, problem,
goal, or objective you need to accomplish.
What were you trying to achieve? For Ex-
ample: "I was challenged to increase sales of
a new product line by 20% in a short time-
frame."

Action - Elaborate on the specific steps you
took to address the situation. Be precise about
your role. For example: "I redesigned the

m
—C—~

e o

SREENARAYANAGURU
OPEN UNIVERSITY



sales pitch to highlight the key benefits better
and tailored it to different customer segments.
I also increased touchpoints through email
campaigns."

Result - Share the outcome or impact of
your actions. Use quantitative facts and fig-
ures when possible. What changed for the bet-
ter? For Example: "Within two quarters, my
efforts drove a 32% increase in sales of the
new product line, exceeding the goal."

Using the STAR framework ensures your
response tells a compelling story in a simple
yet powerful way. The hiring manager gains
key insights into your thought process, skills,
and achievements.

2.4.1.3 Review the Job Description

Analyse the job description thoroughly,
Make a list of the duties, knowledge, skills,
and abilities it calls for. Think of examples
from your past experiences that show how
you meet the requirements. Highlight these
selling points in your interview.

2.4.1.4 Prepare Questions to Ask

Ask about things like'the top priorities for
the position, the onboarding proeéss, oppor-
tunities for advancement, or‘company culture
if the interviewer gives you the chance to ask.
Avoid questions about salary and benefits un-
til an offer is on the table.

2.4.1.5 Keep Documents

Keep extra copies of your resume, cov-
er letter, reference list, transcripts, portfolio,
and other application materials to bring to the
interview. Review your materials before the
interview to remind yourself of your qualifi-
cations and key selling points.
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2.4.1.6 Know the Interview Location

Confirm the exact address and office num-
ber for the interview. Calculate how long it
will take to get there so you arrive 10-15 min-
utes early. Identify nearby parking if driving.

2.4.1.7 Dress Professionally

Dress appropriately for the role and com-
pany culture. It's usually best to wear on the
formal side. Make sure your interview outfit
is clean and ironed. Shine your shoes, fix any
missing buttons, lint, etc. Avoid loud colours,
revealing attire, yor distracting accessories.
Keep hair and makeup simple.

2.4.2 DayhBefore the Interview:

2.4.2.1 Stay Hydrated and Well Fed

Drinképlenty of water in the days leading
up to the interview to stay hydrated. Avoid
alcohol, caffeine, or sugary drinks before
the interview, as they can make you jittery.
Eat healthy and energising meals. Don't skip
breakfast - opt for protein, whole grains, and
fruit.

2.4.2.2 Visualize Success

Picture yourself nailing the interview and
getting the offer. Envision handshakes and
smiles. Use positive affirmations like "I am
qualified for this role. I will ace this inter-
view!" Visualisation can boost confidence,
lower stress, and prime you for success.

2.4.3 Tips for Interview Day

2.4.3.1 Allow Extra Time
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Allow plenty of extra time to account for
traffic, transportation issues, parking, walking
to the building, etc. Arrive 10-15 minutes ear-
ly. You can review notes while you wait. Late
arrivals create a poor first impression.

2.4.3.2 Dress for Success

Wear your prepared professional interview
outfit. Check for wrinkles, stains, missing
buttons, untied laces, lint, etc. Limit fragranc-
es. Skip flashy jewellery. Neatly style your
hair. Perfect hygiene is essential. Dress shoes
should be polished. Carry breath mints and a
compact mirror. You want to look your best.
Make sure you have directions, contact infor-
mation, parking details, and your ID. Don't
forget your phone on silent!

2.4.3.3 Make Good First Impressions

Greet warmly. Use names when intro-
duced. Make eye contact and smié: Give
a firm handshake. Speak clearlyfand make
small talk while you wait. Avoid complaining
or gossiping. Be polite to everyone you en-
counter. Project confidene® through your body
language. Sit up straight. Avoidfidgeting or
foot tapping.

2.4.3.4 Listen Carefully

Focus closely on each question you are
asked. Take a moment to think before you re-
spond. Ask for clarification if needed. Look
at the interviewers while they speak to show
you are carefully listening. Limit distractions.
Don't interrupt or talk over them. Thoughtful
listening builds rapport.

2.4.3.5 Answer Questions Confidently

Speak slowly, clearly, and loud enough
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to be heard. Sound energetic and enthusias-
tic, not monotone. Provide specific examples
that paint a picture and make your skills come
alive. Quantify achievements. Keep responses
concise yet detailed. Don't ramble. Pause peri-
odically to allow for follow-up questions. It's
fine to take a moment to gather your thoughts.
Silence is better than rushing a poor answer.

2.4.3.6 Ask Good Questions

Have intelligent, engaging questions ready
that demonstrate your interest and fit. Prior-
itise those you really want answered. Ask
about things likeythe top priorities for the po-
sition, the onboarding process, opportunities
for advancement, or ¢ompany culture if the
interviewen,gives you/the opportunity to ask.
Aveidyquestions about salary and benefits un-
til an offenis on'the table.

2.4.3.7 Express Interest and Confidence

Verbally indicate if you are interested in
the position. Share why you would be excit-
ed about the opportunity. Speak confidently
about your qualifications throughout your re-
sponses. Cite relevant accomplishments. Con-
vey a positive attitude and energy. Use body
language like smiling and nodding to show
engagement. Ask about the next steps in the
hiring process timeline. Share that you are ea-
ger to join the team.

2.4.3.8 Mind Your Manners

Avoid sensitive topics like politics, reli-
gion, money, or personal drama. Watch your
language. Handle any technical issues with
grace and humour, not irritation. Remain pro-
fessional if hard questions arise. Portray your-
self as someone pleasant to work with. This
can be as important as skills. Make sure to

thank everyone for their time.
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2.4.4 After the Interview

2.4.4.1 Thank you Note

Email thank you notes to each person who
interviewed you within 24 hours. Customise
each one. Express your appreciation for their
time and consideration. Reiterate your interest
and qualifications. Include any helpful infor-
mation you forgot to mention that reinforces
why you're an excellent candidate.

2.4.4.2 Follow Up Appropriately

If you don't hear back after the specified
timeline, follow up politely via email or
phone. Be professional. Don't harass the com-
pany with endless contacts if they go silent af-
ter interviews. Take the hint gracefully. If you
receive and accept an offer, notify other com-
panies you have been interviewing with. Dex
cline any other offers. Keep networking even
after taking a position in case it fall§ through
for any reason.

2.4.4.3 Continuously Impxove

Take what you learned to strengthen your
interview skills even more. Update your re-
sponses and examples. Practice answering
questions you fumbled. Role-play with a
friend. Refine your professional image. The
more interviews you do, the more comfortable
and effective you'll become. Each one makes
you more marketable.

Preparation is crucial to interview success.
Research the company, practice responses, re-
view your materials, visit the location, dress
professionally, and visualise yourself suc-
ceeding. Listen closely, express confidence,
and watch your,manners. Follow up prompt-
ly with thank youynotes. Continuously refine
your interview skills ever time. With practice,
you caf master the art of effective interview-
ing. Remember to relax, be yourself, and dis-
cuss your, qualifications. If you present your
background and abilities positively and make
meaningful connections, you are sure to im-
press. Stay focused on showcasing the unique
valueyou can bring to the company. With the
right mindset and preparation, you have got
this! You are ready to put your best foot for-
ward and excel in your upcoming interviews.

I Recap —

L

from each experience.

» Thoroughly researchéthé company and job description ahead of time to prepare.
Look for areas of alignment between your skills/experience and their needs.

» Practice and prepare responses to common interview questions using the STAR
method (Situation, Task, Action, Result) to structure compelling stories.

» Make a strong first impression with professional attire, confident body language,
good manners, and thoughtful questions.

» Listen attentively during the interview. Provide confident, concise yet detailed
responses using examples and quantifiable achievements.

» Follow up promptly with thank you notes reiterating your interest and qualifica-
tions. Continuously improve your interview skills through practice and learning
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I Obj ective Questions —
L= e

What should you research before an interview?

What method can you use to structure your responses?
What documents should you bring to an interview?
How early should you arrive for an interview?

How should you dress for an interview?

What should you do the day before an interview?
How should you greet the interviewers?

What should you avoid talking about in an interview?

OB O O L

What should you send after an interview?

10. What should you do if you don't hear back after an interview?

B &
[ ANSW TS | ——
L= lp

1. Company 6. Prepare

2. STAR 72 Warmly

3. Materials 8. Controversies
4. Early 9. Thank you

5. Professionally 10. Follow up

El 5
I AS Signments —

1. Using the STAR method, develop responses to the following three common in-
terview questions:

Tell me about a time you showed strong leadership skills.
Describe a situation where you had to solve a difficult problem.

Discuss a time you failed and what you learned from it.

Ny v v

You have an interview coming up with Company X next week. Create an inter-
view preparation plan covering the following areas:
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Research on the company

Anticipated interview questions to practice
Outfit and items to bring

Travel logistics and timing

Plans for the day before

Following up after the interview
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L2
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Unit 5
Group Discussions and Communication
Strategies

|Learning Outcomes —
lp

The components in this unit are aligned with the following learning outcomes:
» To identify best practices for preparation, participation, and follow-up of
group discussions.

» To apply strategies for effectively initiating, communicating during, debating
ideas in, and concluding group discussions.

» To avoid common mistakes that negatively impact groupydiscussion perfor-
mance through awareness and practice of constructive techniques.

El 5
I Prerequisites —

Sonia had always performed well in interviews, but the thought of a group discussion
for her dream consulting role madether’ anxiousy Unlike a one-on-one interview, a group
discussion involves multiple candidates shating 1deas, debating perspectives, and respond-
ing in real time. In previous atteémpts, Sofiia noticed that her casual speech often weakened
her points. She used filler words, like "um" and "like," jumped between ideas without a
clear structure, and struggled to express hérself confidently. Observers had commented
that while her ideas were sound, herlanguage and etiquette undermined her presence.

Determined to improve, Sonia decided to prepare differently this time. She spent hours
reading about current affairs, tzénds in her field, and broader topics such as technolo-
gy, ethics, and society. Shéptactised articulating her thoughts in complete, professional
sentences and experimented with tone, pacing, and clarity to sound both confident and
approachable. Sonia also paid attention to her body language, learning to maintain eye
contact, gesture naturally, and signal engagement with others’ points.

In addition to preparation, Sonia focused on mindset. She reminded herself that a group
discussion was not a competition to “win” but an opportunity to contribute meaningful-
ly. She observed how other candidates listened actively, acknowledged alternative view-
points politely, and built on each other’s ideas to advance the conversation. Gradually,
these habits became more natural to her.

When the next group discussion arrived, Sonia felt a noticeable difference. She ex-
pressed her ideas clearly and backed them with facts, maintained composure while others
spoke, and responded to disagreements with polite, constructive language. Her confidence
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and preparation allowed her to participate effectively without dominating the discussion,
and she noticed that her points were received with respect.

This unit discusses how to participate in group discussions effectively by focusing on
proper etiquette, professional language, and strategies for initiating, contributing to, debat-
ing ideas, and concluding discussions. It also highlights common mistakes to avoid and
provides techniques to develop confidence, clarity, and collaboration in group interactions.

I Key Themes —

Group Discussion, Preparation for GD, Strategies for effective GD, Constructive techniques

of GD

2.5.1 Group Discussions (GD)

Group discussions are a common part of
the recruitment process for jobs and higher,
education programs. They allow evaluators
to assess a candidate’s communication skills,
critical thinking, and ability to work ifa team.
Strong group discussion skills afe essential
for emerging professionals. This ecomprehien-
sive guide covers proven strategies to prepare
for and excel in group discussions:“Aygroup
discussion involves multiple pasticipants con-
versing together on a topiegissue or situation.
It tests both communication and/analytical
abilities. Following are someyof the key fea-
tures of Group Discussion.

1. Structure: Group discussions may
have 6-12 participants and last 15-30
minutes. There are often evaluators
observing.

2. Set Up: Participants may be given a
topic/situation and some preparation
time before the discussion starts.

3. Flow: The tone is conversational. Par-
ticipants express their views and opin-
ions backed by logic. There is an ex-
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¢hange of ideas\between participants.

4. Assessment: Participants are evaluat-
€d on comumunication, content, analyt-
ical\thinking, problem-solving, coop-
eration, leadership, listenership, group
behaviour and more.

2.5.2
sions

Preparing for Group Discus-

Thorough preparation is key to being con-
fident during group discussions:

5. Build Knowledge: Keep up to date
with current affairs, issues in your
field, and broad themes like econom-
ics, society, ethics, technology, etc.

6. Organise your thoughts: For com-
mon topics, outline 2-3 key ideas you
can discuss and relevant examples or
data points to cite.

7. Practice aloud: Choose a topic and
vocalise your ideas and speech out
loud. Get feedback on content and de-
livery.

8. Brush up soft skills: Review com-



munication techniques, teamwork,
time management, persuasive speech
and active listening.

9. Know evaluation criteria: Under-
stand exactly how reviewers assess
group discussion performance.

10. Visualise success: Envision yourself
engaging thoughtfully and maintain
a positive attitude. This instils confi-
dence.

2.5.3 Participating Group Discussion

When the actual group discussion begins,
keep these tips in mind:

2.5.3.1 Initiating the Discussion

When beginning a group discussion, first
listen carefully to the exact topic or situation
presented and any instructions from the coor-
dinators. If anything is unclear, politely ask
for clarification. Review any not€s you may
have prepared beforehand. If no one else‘ini-
tiates the discussion after 10-15 seconds, go
ahead and get things started. Avoid letting.the
group sit in long, awKward silence: You can
initiate the discussion bysSaying something
like "I would like to start the dis¢ussion by
highlighting..." or "In my opinion, some key
points include..." Starting things off prevents
uncomfortable pauses and gets the ball roll-
ing. By listening to the prompt, seeking clari-
fication if needed, consulting your notes, and
taking the lead if necessary, you can success-
fully kick off the dialogue.

2.5.3.2 Communicating Ideas

When presenting your ideas in a discussion,
speak audibly and clearly, but avoid shouting.
Maintain eye contact with your audience and
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use natural hand gestures as you speak. Pro-
vide brief context before making a point, for
instance, "Linking with the point on conser-
vation, another perspective is..." Express your
ideas concisely and stay on topic, avoiding
rambling tangents. Support your statements
with data, facts, examples or logic and cite
sources when appropriate. Use persuasive lan-
guage like "The data indicates..." rather than
unconvincing phrases like "I think..." Vary
your tone, pace and volume for emphasis or
interest, but don't be overly theatrical. Repeat
key points to drive them home, for example,
"To reiterate the main issue here..." By speak-
ing clearly, makKing eye contact, gesturing nat-
urally, contextualising points, staying concise,
citing evidence, using persuasive language,
varying vocal dynamics, and repeating main
ideas, you ean communicate your perspective
effectively.

2.5.3.3 Engaging in Debate

When participating in a discussion, it's im-
portant to listen to others' views and perspec-
tives respectfully. If you need clarification on
something that was said, politely ask for more
details. Suppose someone states questionable
facts, assumptions, or logic. In that case, you
can politely challenge those by saying some-
thing like "While that view has merit, recent
research indicates..." Look for opportunities
to build on points raised by others to strength-
en the overall discussion, such as "Adding to
Amir's example of crowdsourcing funds..."
It's also valuable to offer counterarguments
thoughtfully, for instance, "I see where you
are coming from, but an alternative lens is..."
Remain open-minded throughout the discus-
sion, and don't be afraid to change your stance
if someone presents an argument that convinc-
es you. By listening, seeking understanding,
challenging ideas, building on others' points,
and considering different perspectives, you
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can contribute to a constructive and meaning-
ful dialogue.

2.5.3.4 Teamwork and Conduct

When participating in a group discussion,
it's important not to dominate the conver-
sation. Make sure to give others a chance to
share their perspectives by providing open-
ings for them to contribute. If someone inter-
rupts you, politely interject by saying some-
thing like, "Excuse me, I didn't quite finish my
thought." Should the discussion go off track or
an argument arise, gently guide things back to
the main topic.

Throughout the discussion, use open and
encouraging body language, such as nodding
to signal agreement with points being made.
When referencing something a participant said
previously, give them credit, for example: "As
Neha pointed out earlier, the data shows..." By,
allowing others to share their views, diffusing
conflicts, and acknowledging contributors,
you can keep the discussion productive.

2.5.3.5 Concluding themDiscussion

As a discussion nears itsfend, summarise
some of the key themes and highlights that
were raised throughout to synthesise the main
ideas. Thank all the participants for their in-
sights and perspectives. Close by making a fi-
nal statement or posing an insightful question
that encourages further thought on the issues
even after the discussion concludes. This im-
pactful ending allows the conversation to end
on a strong note. Once the discussion organ-
isers signal that time is nearly up, start wrap-
ping things up. Avoid introducing entirely
new topics at the end that can't be properly
discussed, given the remaining time. By re-
capping important points, thanking everyone,
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finishing with a thoughtful final comment, and
heeding time constraints, you can provide ef-
fective closure to the group dialogue.

2.5.3.6 After the Group Discussion

After participating in a group discussion,
take time to evaluate your performance objec-
tively. Identify areas where you excelled as
well as aspects that need improvement. Seek
feedback from any observers who may have
additional insights. Incorporate both your ob-
servations and others' input to continue hon-
ing your skills. Discussion abilities develop
with deliberaté practice over time. Refine ap-
proaches that wotked well while modifying
those that were less weffective. Maintaining
helpful mindsets can| also boost discussion
abilities. Remain open to learning and adopt-
mg new perspeetives. Stay conscious of your
weaknesses ‘and consciously work to address
them. Discussion skills require continual re-
finementand development. With regular prac-
tice, self-assessment, feedback from others,
and a growth mindset, you can steadily en-
hance your discussion capabilities over time.

2.5.3.7 Cultivating Certain Mindsets

Approach group discussions as an oppor-
tunity for an intelligent debate, not a confron-
tation. Remember, the goal is to demonstrate
your abilities, not to "win" against others.
Maintain flexibility and open-mindedness
rather than rigidity in your views. Having
unique perspectives adds value, but avoid be-
ing a contrarian just for the sake of it. Build
confidence through preparation and com-
mand of the material, not bravado. Stay cu-
rious - asking thoughtful questions is highly
valued. Balance assertiveness in voicing your
perspectives with respectfulness and cooper-
ation. With mindsets of engaging in debate,



showcasing abilities, flexibility, adding value,
preparation, curiosity, and respectful asser-
tiveness, you can have productive discussions.

2.5.3.8 Some Frequent Errors That
Hurt Performance

Group discussions can easily go awry if
certain mistakes are made. Failing to listen
closely to the exact topic, instructions, and
other participants' comments is a crucial er-
ror. Not preparing enough relevant points to
contribute and rambling vaguely instead also
derails discussion. Speaking too softly, quick-
ly or inaudibly makes it hard to understand.
Letting nerves take over leads to getting
overwhelmed or freezing up. Disrespecting
others' perspectives and repeatedly interrupt-
ing creates friction. Aggressively dominating
the conversation and not allowing others to
speak prevents dialogue. Getting frequently
sidetracked from the main topic is unproduc-
tive. Using slang or inappropriate language
or lacking proper discussion etiquétte under=
mines credibility. Making illogical argumefits
not backed up by facts or citing unreliable
sources diminishes persuasiveness.»Finally;
failing to properly engage with rebuttalsorac-
knowledge good counterpoints misseés oppor-
tunities for meaningful “exchange./ Avoiding
these common missteps is key toparticipating
effectively.

2.5.3.9 Field-Specific Preparation

Certain fields focus on specific areas in
group discussions. Tailor preparation accord-

ingly:

Management: Demonstrate leadership,
teamwork, ethics, competitive thinking, deci-
sion making and communication skills. Dis-
cuss case studies in depth.
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Engineering/IT: Showcase technical
knowledge. Analyse challenges logically and
systematically. Offer innovative solutions.

Humanities: Exhibit strong communica-
tion abilities: articulate views clearly, listen
attentively and empathise. Cite authors, the-
ories and texts.

Medicine: Discuss ethical dilemmas in
healthcare. Propose solutions that balance
practical constraints. Demonstrate compas-
sion and dedication to service.

Arts/Media: Present creative approach-
es. Evaluate artistic works/trends critically.
Reference styles, ‘influences and techniques.
Brainstgrm engaging content ideas.

Finance: Analyze business scenarios using
financial models."Weigh pros/cons of fiscal
decisions.'Demonstrate quantitative skills and
strategic thinking. Discuss markets/economy.

Amnalytics: Leverage data and metrics in
arguments. Showcase analytical rigor, struc-
tured problem solving and attention to detail.
Cite statistical findings.

2.5.4 Language Etiquette for Group
Discussions

Use professional, formal language. Avoid
slang, colloquialisms, or inappropriate termi-
nology. Articulate your perspective clearly
and succinctly. Summarise periodically to en-
sure understanding. Define any technical jar-
gon, acronyms, or shorthand when using them
for the first time. Adapt your tone and com-
plexity based on the knowledge level in the
room without talking down to others. Remain
calm and collected. Don't use aggressive,
dismissive or condescending phrasing, even
when disputing a point. Allow others space to
share their views. Don't interrupt or talk over

m
—C—~

e o

SREENARAYANAGURU
OPEN UNIVERSITY



participants. Thank those who summarise use-
ful points or provide good insights. Recognise
solid contributions from others. Mastering
discussion etiquette demonstrates respect for
the group, aids comprehension, and enables
productive dialogue where all feel valued.
Proper language and comportment leave a
positive impression and facilitate an open ex-
change of perspectives.

2.5.5 Resources for Strengthening
Performance

A variety of resources can help build group
discussion abilities over time. Read books on
communication, leadership, critical thinking
and interpersonal skills to gain knowledge.
Stay up to date by reading reputed newspa-
pers, journals and publications. Watch videos
of sample group discussions and analyses to
observe techniques. Take courses on publi¢
speaking, debate or facilitation to get train-
ing. Do practice discussions with peeérs and
get their feedback. Observe actualgroup dis#
cussions during recruiting processes to learn

from others. Leveraging these diverse re-
sources allows you to continuously expand
your knowledge, get objective input, and learn
by example. Making use of available books,
publications, videos, courses, peer feedback,
and real-world observation enables continual
improvement of your group discussion skills.

In conclusion, preparation, mindsets, lan-
guage and etiquette are critical for group dis-
cussion success. Listen actively, communicate
ideas clearly, work cooperatively and demon-
strate analytical thinking. Avoid dominating
conversations. Continued practice strengthens
skills over time. With the right techniques,
group discussionsycan become occasions to
have thoughtful intellectual exchanges and
highlight your abilities. By developing exper-
tise on commonly debated topics, honing soft
skills, correcting,common errors, and crafting
thoughtful tesponses, you will be equipped to
participate effectively in any group discussion.
Approach/them as opportunities to engage in
substantive conversations that bring out your
best. With a mix of rigour, respect and rela-
tionships, you can excel in group discussions.

I Recap —

L

» Thorough preparation is critical - build knowledge of current affairs, organise
thoughts beforehand4practice out loud, review soft skills, and know evaluation

criteria

» Actively listen, initiate discussion if needed, communicate ideas clearly, engage
in thoughtful debate, use proper etiquette, cooperate with the team, and synthesise

discussion

» Objectively evaluate yourself after and get observer feedback to improve. Refine

approaches over time with practice

» Adopt helpful mindsets - intelligent debate, demonstrating abilities, flexibility,
preparation, curiosity, respectful assertiveness

» Avoid mistakes like failing to listen, lacking preparation, poor delivery, arrogance,
tangents, and unsupported arguments. Master language etiquette

g
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I Obj ective Questions —
L= e

What do group discussions assess in candidates?

How should you start a group discussion if no one else initiates it?
What should you do to prepare for group discussions?

How should you communicate your ideas in a group discussion?
How can you contribute positively to the debate?

How should you handle interruptions during a discussion?

What is important for concluding a discussion effectively?

What should you do after a group discussion?

2 e N e @ s =

What is an example of field-specific preparation?

10. How can you improve group discussion skills over time?

B o
[ ANSWers | ————————————————————
gl lp

1. Abilities 6. Politely interject
2. Initiate yourself. 7.7 Summary

3. Practice 8. Self-evaluate

4. Clearly 9. Tailor to field

5. Build on others' points 10. Continued practice

El 5
I AS Signments —

1. What are some key features of group discussions?
2. How can you prepare effectively for a group discussion?

3. What communication techniques should you use when presenting your perspec-
tive in a group discussion?

4. How can you demonstrate good teamwork and conduct during a group discus-
sion?

5. What mindsets are important to cultivate for productive group discussions?
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L2
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Unit 1
Social Media and Professional
Networking

ILearning Outcomes —

The components in this unit are aligned to the following learning outcomes:
» Identify and compare major social media platforms

» Demonstrate understanding of professional networking practices

» Create and share purposeful digital content

I Prerequisites —
4

Before we spend time in the ever-evolvig world of digital discourse, let us pause and
consider: what does it mean to communicate professionally in a world where a single
tweet can spark a movement and adinkedIn post candinlock a career? In today’s con-
nected age, social media is no longer a place merelyfor idle chatter or viral memes, it is a
dynamic space where personal/brands ar€ forged, professional relationships are cultivat-
ed, and leadership is displayed. This unit invites learners to bring with them a basic famil-
iarity with popular socialimedia platforms stich as Facebook, Instagram, Twitter (now X),
and LinkedIn. Moredmportantly, learners must be prepared to reimagine these tools not
just as spaces for social int€raction, but as strategic instruments for career advancement,
networking, and professional storytelling. Learners are expected to be familiar with fea-
tures like LinkedIn profiles, hashtags, and creating posts or stories on platforms.

=

Social Media, Professional Networking, Content Creation
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Discussion —

The modern professional world is increas-
ingly shaped by rapid advancements in digi-
tal technology and online communication. In
this landscape, social media has emerged not
merely as a tool for casual interaction, but as
a powerful engine driving professional vis-
ibility, relationship-building, and influence.
Platforms that were once confined to shar-
ing personal stories, photos, or entertainment
have evolved into dynamic hubs of profes-
sional exchange, branding, recruitment, and
learning. In the 21st century, no professional
domain remains untouched by the influence
of social media. Whether one is a freelance
designer showcasing their portfolio, a corpo-
rate executive sharing leadership insights, or
an academic disseminating research, social
media facilitates visibility and engagement
across global audience. Job searches, business
development, public relations, education, and
networking now rely heavily on how well in-
dividuals and organisations use sogial media
tools. The importance of social media in pro-
fessional contexts lies in its dual function: it
offers both a stage to projeet one'siexpertise
and a network to conneet with others. Profes-
sionals today are not just passive/€ofisumers of
information; they are alsorereators, curators,
and commentators. The ability toétrategical-
ly craft and manage one's digital persona can
open doors to opportunities, collaborations,
and recognition. Conversely, poor or inconsis-
tent use of social media can hinder credibility
and professional growth.

3.1.1 Social Media Platforms, an
introduction

Social media is not a monolith; rather, it is
an ecosystem of platforms, each with its own
design logic, communication culture, and au-
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dience. Understanding the characteristics of
different social media platforms is critical for
professionals seeking to use them effectively.
Choosing the right platform and using it in the
right way can greatly influence the reach, tone,
and impact of professional communication.

LinkedIn

LinkedIn is the most widely recognised
platform dedicated to professional inter-
action. With over 1 billion users globally,
it serves as a virtual résumé, a networking
site, a publishing platform, and a job search
engine all rolled into one. Unlike platforms
with mixed-use ¢ontent, LinkedIn maintains
a strict professional, framework, making it
ideal for those who want to present a curated,
achievement-oriented /persona. A profession-
al’s LinkedIn profilé acts as a dynamic CV.
The headline and summary serve as personal
branding tools, while detailed sections on ex-
perience, education, certifications, and skills
offer_recruiters a comprehensive view of a
candidate’s qualifications. Features such as
endorsements and recommendations add so-
cial proof, making profiles more credible and
trustworthy. Beyond profiles, LinkedIn en-
ables professionals to follow companies, join
industry-specific groups, and read or publish
articles on timely topics. It encourages users
to comment on and share posts, thereby facil-
itating professional dialogue. LinkedIn also
offers “Open to Work™ and “Hiring” badges
that visually communicate job-seeking or hir-
ing intent, increasing the efficiency of talent
discovery.

Twitter/X

Twitter, now rebranded as X, is renowned
for its immediacy and reach. With a character
limit of 280, it compels users to be concise and
impactful. The platform is especially popular
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among academics, journalists, entrepreneurs,
policymakers, and technologists who use it
to share insights, participate in debates, and
stay updated on trends. Professionals on Twit-
ter/X often use it to live-tweet conferences,
share articles, or respond to industry devel-
opments in real time. Hashtags like #EdTech,
#HRCommunity allow users to track conver-
sations relevant to their field. The platform’s
algorithm favours active engagement, so users
who tweet consistently, interact with others,
and contribute meaningfully often see rapid
audience growth. In addition to text-based
tweets, X supports images, videos, polls, and
live audio via Twitter Spaces. Professionals
can host live discussions, panel talks, or Q&A
sessions with their followers, fostering deeper
engagement and community-building.

Instagram

Instagram, though originally developed for
personal photo sharing, has matured into a
branding powerhouse, particularly ins€reative
industries. Designers, chefs, fitness coaches;
educators, and entrepreneurs use Instagram to
showcase their work, promote products, and
engage visually with theif'audience."Ajprofes=
sional Instagram profile includessasbio with a
clear description of expertise, a professional
profile picture, and clickable links. Features
such as Reels (short-form gvid€os), Stories
(temporary posts), and Highlights (archived
stories) allow users to tell stories, give tutori-
als, or promote services. Instagram’s aesthetic
nature makes it especially valuable for build-
ing a personal brand. For instance, a freelance
UX designer might post before-and-after
shots of web interfaces, while a life coach
could share motivational quotes, client testi-
monials, and snippets from workshops. The
use of hashtags and geotags extends visibility,
while analytics tools help refine content strat-
egy over time.
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YouTube

YouTube is the second-largest search en-
gine in the world, after Google. It is the go-
to platform for educational, instructional, and
explainer content. Professionals use YouTube
to build credibility by demonstrating expertise
through video tutorials, industry commentary,
product demonstrations, and interviews. A
well-managed YouTube channel can become
a hub of professional knowledge. For exam-
ple, a digital marketer might publish a series
on SEO trends, while an educator might post
flipped classroom content or exam tips. Fea-
tures like playlists, subtitles, and community
posts increase engagement and accessibility.
YouTube also fostersysearchable content lon-
gevity, “unlike posts on Instagram or Twit-
ter, videos'@entinue to gain views long after
they’re published;providing sustained value
and reach.

Facebook

Facebook, while often considered infor-
mal, remains a valuable professional tool, es-
pecially for local businesses, non-profits, and
community organisers. Facebook Pages allow
businesses to showcase services, respond to
customer inquiries, and share updates. Groups
are used for peer learning, mentoring, and
niche discussions everything from writing
workshops to alumni communities. Events on
Facebook can be used to promote webinars,
product launches, or networking meetups,
with features that allow for RSVP tracking
and automated reminders. Facebook Live en-
ables professionals to conduct real-time Q&A
sessions, tutorials, and discussions. Despite its
aging demographic, Facebook still commands
high engagement in specific sectors and re-
gions. Understanding its algorithm, favouring
consistent, multimedia-rich posts and active
community interaction can lead to strong pro-



fessional visibility.

Emerging social media platforms have be-
gun to play significant roles in professional
communication. TikTok, once seen primarily
as an entertainment platform, is now widely
used for short-form educational content, with
topics ranging from finance tips and coding
hacks to grammar lessons, often trending un-
der hashtags like #LearnOnTikTok. Medium

serves long-form thinkers by offering a space
for professionals to publish reflective essays,
research summaries, and opinion pieces that
showcase their expertise. Meanwhile, Red-
dit fosters in-depth professional engagement
through its “Ask Me Anything” (AMA) ses-
sions and topical subreddits such as r/Entre-
preneur, enabling candid, thoughtful exchang-
es with informed audiences.

Table 3.1.1 Social Media Platforms

Platform Primary Purpose Ideal Content Types User Tone/Style
Professional Articles, posts, Formal, strategic,
. networking, job infographics, | informative,
LinkedIn .
search, thought carousels, resumes, achievement-
leadership event announcements | focused
Real-time updates, Threads, quick Concise, sharp,
Twitter/X professional dialogu€;» insights, livé-tweeting, conversational,
thought snippets polls, Spaces audio timely
Visudl branding, Reels, Stories, ) ]
Ny ) ) Aesthetic, engaging,
portfolio display, carousels, testimonials, o ]
Instagram : ) aspirational, semi-
engageément with behind-the-scenes
i y . ) formal
creative communities visuals
Educational/ . ) ) .
) i Tutorials, webinars, Clear, informative,
instructional content, ) )
YouTube interviews, panel structured, expert-
long-form brand ) ) )
. discussions driven
storytelling
Community building, Live videos, posts, Friendly, semi-
Facebook local engagement, event invites, group formal, community-

event promotion
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Strategic Platform Use

Selecting the right platform depends on:

* Audience: Where does your audience
spend time online?

e Content type: Are you sharing videos,
blogs, infographics, or quick updates?

e Industry norms: Where do peers and
competitors share content?

e Personal branding goals: Are you
aiming to inform, lead, inspire, or en-
gage?

A multi-platform strategy often works best.
For instance, a startup founder might publish
articles on Medium, share updates on Linke-
dIn, run Q&As on Twitter/X, and post pitch
videos on YouTube. However, consistency;
and customisation are key. Each platform has
a different tone, and content should be tailored
accordingly.

3.1.2 Professional Networking

Professional networkifig has historicalé
ly played a vital role 4n career_advancement
and development. Traditionally, networking
activities involved physical attendance at
conferences, exchanging busines§ cards, par-
ticipating in alumni gatherings, or seeking re-
ferrals through personal contacts. While these
conventional methods retain their importance,
the advent of the digital age has fundamen-
tally transformed the nature of profession-
al networking. Social media platforms now
facilitate continuous, global, and asynchro-
nous networking opportunities. This digital
transformation has democratised access to
professional networks that were once limited
by geographic location or social status. For
example, a recent graduate in India can now

m
—C—~

ey et

SREENARAYANAGURU
OPEN UNIVERSITY

$GOU - SLM - FYUGP - BA English - English for Business and Professional Communication

establish direct contact with a chief executive
officer based in Silicon Valley, or a researcher
can communicate with policymakers across
continents. Networking today is no longer
confined by physical proximity but is predom-
inantly influenced by one’s digital presence,
relevance, and strategic engagement.

LinkedIn

Profile as Personal Branding

A LinkedIn profile serves as far more than
a digital résumé; it is a platform for personal
branding. Each component of the profile con-
tributes to thefiarrative professionals present
about themselvesa A well-crafted LinkedIn
profile typically includes:

* Professional Photograph : Profiles
featuring a clear, recent, and profes-
sionally “appropriate photograph re-
ceive significantly greater attention
and views. Such imagery conveys se-
riousness and approachability.

* Headline : This succinct 120-charac-
ter statement appears alongside the us-
er’s name in search results and should
concisely articulate the individual’s
role and value proposition. For in-
stance, a headline might read: “Mar-
keting Analyst | Helping brands grow
with data-driven strategies.”

e About Section : Functioning as an
‘elevator pitch,” this section should
express the professional’s goals, core
values, expertise, and vision in a tone
that is both personal and engaging.

* Experience and Achievements : De-
tailed descriptions of previous roles,
accomplishments, measurable results,
and key projects enrich the profile.
Emphasis should be placed on out-



comes rather than mere responsibili-
ties.

» Skills and Endorsements: Including
relevant skills enables peers, supervi-
sors, or clients to endorse the profes-
sional, thereby enhancing credibility
through peer validation.

* Recommendations: Written testimo-
nials from colleagues or clients carry
considerable weight, often more so
than a simple list of skills, as they of-
fer authentic evidence of competence
and character.

Building Connections Strategically

LinkedIn categorises connections into
first-degree (direct), second-degree (friends
of friends), and third-degree networks. Users
are encouraged to send personalised connec:
tion requests to former colleagues, admired
industry leaders, alumni from their eddcation-
al institutions, and recruiters. Pgrsonalising
messages, such as referencing a recent post
or shared interest, significantly improves the
likelihood of acceptance€ompared to'generi€
requests. LinkedIn Premium offers,additional
benefits, including insights«nto profile view-
ers, increased messaging capabilitigs, and job
application data, which may be-eSpecially ad-
vantageous for job seekers or business profes-
sionals.

Engaging Through Content and Comments

Maintaining visibility within a profes-
sional network requires active participation.
Professionals can achieve this by posting up-
dates on projects, accomplishments, or reflec-
tions; sharing industry news with thoughtful
commentary; engaging with others’ content
through meaningful comments; and pub-
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lishing articles using LinkedIn’s platform to
showcase expertise and leadership. Such ac-
tivities demonstrate not only proficiency but
also curiosity and commitment.

Participating in Groups and Events

LinkedIn Groups provide virtual spaces
centred on shared professional interests where
members can ask questions, share job oppor-
tunities, discuss trends, and seek mentorship.
Similarly, LinkedIn Events facilitate partic-
ipation in webinars, panel discussions, and
Q&A sessions, broadening visibility beyond
immediate networks.

LinkedIn as “a, Recruitment Platform
Linkedln functions as adual-purpose platform
where employers sear¢h for talent and profes-
sionals, seek employment opportunities. Its
*“Jobs” feature allows users to filter listings by
role, location, company, and experience level.
Tools such/as “Easy Apply” streamline the ap-
plicationdprocess. Furthermore, incorporating
relevant keywords in one’s profile enhances
discoverability by recruiters using advanced
search techniques.

Twitter/X

BuildinganInformativeand EngagingProfile
While less formal than LinkedIn, Twitter/X
requires a clear and professional presence.
Effective profiles include a simple and recog-
nisable handle, a concise bio summarising the
user’s professional identity, a link to a portfo-
lio or website, and a pinned tweet highlighting
key content or projects. Profiles that maintain
a consistent tone and identity while actively
engaging with content tend to grow organical-

ly.
Leveraging Hashtags and Trends

Hashtags serve as the connective tissue of
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Twitter/X, linking users across topics and en-
hancing content discoverability. Professionals
are advised to engage with relevant hashtags
regularly, such as #DevOps, #WomenInTech,
or #PolicyTalk, to integrate into broader con-
versations. Participation in trending discus-
sions is encouraged, provided the engagement
is informed and respectful.

Twitter Threads and Spaces

Twitter/X’s threads feature allows users to
create connected series of tweets for detailed
storytelling or analysis, while Twitter Spaces
offers live audio conversations, providing a
dynamic platform for discourse and network-
ing. These formats humanise professional
profiles and enable spontaneous interaction.

Networking Through Engagement
Unlike LinkedIn, Twitter/X facilitates direct
interaction with high-profile users through
replies, quotes, and retweets. Professionals
can leverage these opportunities to contfibute
meaningful insights and build relationships
based on substantive engagement rather than
superficial interactions.

Principles of Effective/Online Networking

Effective online netwotking is grounded in
several core principles:

e Authenticity and Professionalism :
An individual’s digital persona should
genuinely reflect their voice and val-
ues. Regardless of platform differences
in formality, maintaining professional-
ism, clarity, respect, and inclusivity is
paramount.

* Giving Before Asking : Building trust
within a network is best achieved by
offering value first, through sharing
knowledge, answering queries, recog-
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nising others’ achievements, or men-
toring, thus fostering a reciprocal and
generous network.

e Strategic Follow-Up Sustaining
connections requires deliberate effort.
Acknowledging positive interactions,
congratulating contacts on milestones,
and initiating conversations nurture
enduring professional relationships.

* Avoiding Common Missteps : Profes-
sionals should refrain from over-post-
ing or spamming, avoid divisive or
inappropriate content unless pertinent
to their role, verify information before
sharing, andynever publicly criticise
individuals. Disagreements should be
navigated with respect and diplomacy.

* Respecting Privacy and Boundaries
: Users may choose varying degrees
of separation between their person-
alland professional online identities.
Whatever the approach, it is crucial to
be mindful of posted content, its au-
dience, and the professional image it
conveys.

3.1.3 Content Creation and Sharing

Content as a Strategic Professional Asset

In the modern digital landscape, content has
emerged as a critical professional asset, often
referred to as the "currency" of the knowledge
economy. For professionals across diverse
sectors, the ability to create and disseminate
content has become an effective means of
demonstrating expertise, exerting influence,
and fostering meaningful connections. Con-
tent creation facilitates the transition from be-
ing a passive consumer of information to an
active contributor within one’s professional
ecosystem. Through strategically produced



content, individuals can cultivate a personal
brand, engage with broader audiences, and
attract valuable opportunities including em-
ployment, collaboration, and consultancy.

Unlike traditional publishing models,
which required access to institutional support,
editorial boards, or print media channels, con-
temporary digital platforms allow individuals
to instantly publish and distribute content on a
global scale. This democratisation of content
production empowers professionals at any
stage of their career, from students to senior
executives, to participate in and shape dis-
course within their fields of expertise.

Understanding Content Purpose and Audi-
ence

Effective content creation begins with a
clear understanding of its underlying purpose
and the intended audience. These two foun:
dational considerations influence critical de-
cisions regarding content format, platforfir se-
lection, communication style, and publication
frequency.

Typical content purposesdneclude:

* Informative : Offering updates or ex-
planations on dewvelepments in specific
fields.

e Educational : Disseminating knowl-
edge through tutorials, how-to guides,
or analytical breakdowns.

* Inspirational : Sharing motivational
insights, career reflections, or personal
narratives that resonate with readers.

* Engaging Encouraging dialogue
through questions, feedback loops, or

discussion prompts.

* Promotional : Highlighting products,
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services, initiatives, or personal ac-
complishments.

Target audiences may range from industry
peers and potential employers to clients, men-
tees, students, or niche online communities.
Tailoring the tone, language, and complexity
of content to suit the audience is crucial. For
instance, a financial analyst addressing fellow
professionals may employ technical terminol-
ogy, while the same content aimed at clients
may necessitate a simplified, explanatory tone
with relatable analogies.

Forms and Formats of Professional Content

Digital platforms, support a wide spectrum
of content formats, €ach with specific affor-
dances depending on the nature of the mes-
sagesand the medium(of communication. The
selection of content type should align with the
communication goals and the preferences of
the target audience.

Written Content

* Short-Form Posts and Updates : These
are ideal for sharing quick insights, in-
dustry reflections, or commentary on
recent events. Suitable for platforms
such as LinkedIn, Facebook, and Me-
dium.

* Long-Form Articles and Blogs : These
allow for in-depth analysis or storytell-
ing and are best suited for platforms
like LinkedIn Articles, Medium, or
personal/professional blogs.

* Threaded Posts (Twitter/X) : A se-
quence of interconnected posts offer-
ing structured, detailed insights into a
topic.

Visual Content

* Infographics : Visual representations
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that condense complex information
into digestible formats. Ideal for data
presentation or workflow visualisa-
tion.

» Presentations and Carousels: Slide-
based content (e.g., on SlideShare or
LinkedIn) that enables knowledge
sharing in a professional, concise for-
mat.

» Images and Graphics: Used to sup-
plement textual content or to convey
standalone messages.

Video Content

e Short-Form Videos : Brief, engaging
clips on platforms such as YouTube
Shorts, Instagram Reels, or TikTok—
ideal for tips or promotional snippets.

* Long-Form Videos : Webinars, re:
corded panels, and educational tutori-
als posted on platforms like YouTube
or LinkedIn Live.

e Live Streams : Interactive, real-time
sessions that facilitaté audience en<
gagement.

Audio Content

* Podcasts : In-depth a@idio discussions,
interviews, or thematic explorations
that build a consistent listener base.

¢ Voice-Based Posts : Short voice notes
or audio tweets offering spontaneous
reflections.

Professionals may choose to diversify their
content formats based on the platform and
strategic intent, often combining visuals with
text or audio to enhance impact.
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The Content Creation Process
Ideation and Planning

The content creation process begins with
idea generation, which can be informed by
professional experiences, current events, on-
going projects, client inquiries, or even indus-
try-specific case studies. Maintaining a con-
tent calendar aligned with significant dates
(e.g., International Women’s Day), industry
cycles (e.g., budget seasons), or thematic
trends (e.g., sustainability month) ensures
consistent relevance and planning.

Writing and Designing

Effective content is marked by clarity,
brevity, authenticity, and aesthetic appeal:

» [ Clarity ensures the message is accessi-
ble'and unambiguous.

* Brevity respects the limited attention
span of digital audiences.

* Authenticity builds trust and relatabil-
ity.

» Visual Appeal increases engagement;
posts accompanied by images or vid-
eos statistically perform better.

Design tools such as Canva, Adobe Ex-
press, and Visme facilitate the creation of
high-quality, visually appealing content even
for individuals with limited design experi-
ence.

Scheduling and Consistency

Regular content publication demonstrates
commitment and enhances visibility. While
frequency may vary, maintaining a predict-
able rthythm (e.g., weekly or bi-weekly posts)



is recommended. Scheduling tools such as
Hootsuite, Buffer, Later, or ContentStudio al-
low users to plan posts, automate publication,
and monitor performance metrics across plat-
forms.

Sharing and Amplifying Content

Content visibility is maximised through
strategic sharing. Each platform has its own
culture and algorithms that affect content dis-
semination. Tailoring content to platform-spe-
cific best practices can significantly increase
reach.

Platform-Specific Strategies

* LinkedlIn : Use a strong opening line,
relevant hashtags, tag collaborators,
and conclude with a call-to-action.

* Twitter/X : Post during peak activi-
ty times, engage with comments, and
retweet relevant content.

* Instagram : Utilise Reels and Storiess
maintain consistent visual identity,
and use targeted hashtags.

*  YouTube : Optimise video titles“and
descriptions using keywords) and in-
clude in-video CTAs.

* Facebook : Engag¢ in professional
groups, use emojis for expression, and
host live sessions.

Engagement Etiquette

Professional etiquette in engagement is es-
sential. Responding to comments, acknowl-
edging mentions, and crediting collaborators
cultivates a respectful and responsive online
persona. Emphasis should remain on adding
value rather than self-promotion.
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Using Analytics to Refine Content Strategy

Analytical tools provided by digital plat-
forms offer valuable insights into content per-
formance. Key metrics include:

* Reach : Number of unique users who
viewed the content.

* Engagement : Interactions such as
likes, shares, comments, and clicks.

* Demographics : Information about au-
dience location, age, and professional
background.

* Trend Analysis Identification of
top-performing content and optimal
posting times.

These metrics enable professionals to re-
fine their content strategy - identifying what
topics resonate, what formats perform best,
and when to post for maximum visibility.

Ethieal and Inclusive Content Creation

With visibility comes responsibility. Pro-
fessionals must exercise ethical judgment in
content creation and sharing.

Credibility and Accuracy
* Always verify facts and cite credible
sources.

e Avoid clickbait or sensationalism.

» Transparently disclose affiliations or
sponsored content.

Respect for Intellectual Property
» Attribute authorship of quotes, re-

search, or creative assets.

* Use licensed or royalty-free media

m
—C—~

“tseg

SREENARAYANAGURU
OPEN UNIVERSITY



with proper credit.

* Avoid plagiarism by ensuring origi-
nality.

Accessibility and Inclusion

* Use alt text for images and captions
for videos.

* Employ inclusive language and avoid
stereotypes.

* Design content that considers the
needs of users with disabilities.

Creating accessible and inclusive content
not only reflects professionalism but also ex-
tends reach to a more diverse audience.

Content as a Tool for Growth

Engaging consistently in content creation

can lead to significant personal and profes-
sional development:

* Deepening of subject matter expertise
through reflection and articulation.

* Building of authenticity and trust by
sharing challenges and learning mo-
ments.

* Enhancement of visibility, often lead-
ing to new opportunities such as pub-
lic speaking, consulting, or mentor-
ship roles.

Importantly; professionals do not need to
pursue influencer status to benefit from con-
tent creation. Even a'small, engaged audience
can yield impactful opportunities when con-
tentgis, thoughtful, crédible, and strategically
aligned.

Table 3.1.2 Ceontent types vsyplatform suitability.

Content Type Best Platform(s) Purpose
Infographics Instagram, LinkedIn Explain complex data simply
Threads Twitter/X Share layered information

Blogs Mediumm, LinkedIn Deep analysis or thought pieces
Short Videos Instagram Reels, TikTok Tips, behind-the-scenes, promos
Long Videos YouTube, Facebook Live Tutorials, interviews
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| Recap jp—
+ +

» Social media is a vital tool for professional communication, used for networking,
branding, content sharing, and career advancement across industries.

» Each social media platform serves distinct professional functions: LinkedIn for
networking, Twitter/X for real-time engagement, Instagram for visual storytell-
ing, YouTube for educational video content, and Facebook for community build-
ing.

» LinkedIn functions as a digital résumé and networking hub, supporting career
storytelling, job searching, and industry conversations.

» Twitter/X enables professionals to engage in live, global discussions, using
hashtags, threads, and Spaces to share insights and build visibility.

» Instagram and YouTube are powerful for personal branding, particularly in cre-
ative and visually driven industries.

» Niche and emerging platforms like TikTok, Medium, and Reddit offer opportuni-
ties to engage with specific communities and share unique content formats.

» Professional networking is now continudus and borderless, allowing connections
to form beyond traditional events through consistent online presence.

» A well-crafted LinkedIn profile acts asiapersonal brand narrative, including pho-
to, headline, summary, experiénce, and endersements.

» Engaging actively: commenting, posting sharing, helps professionals stay visible
and involved in industry-specific conversations.

» Content creationgs a core professional skill, enabling individuals to express
thought leadership, share knowledge, and connect with their audience.

» Content formatsuim€lude posts, blogs, infographics, videos, podcasts, and live
streams, tailored to platformi and audience.

» Consistency and planning improve content impact, supported by calendars, sched-
uling tools, and alignment with key themes or events.

» Understanding platform algorithms and analytics helps refine content strategy,
improve reach, and track engagement.

» Ethical content creation involves credibility, accessibility, and inclusion, ensuring
content is respectful, original, and audience friendly.

» Strategic social media use enhances personal and organisational branding, offer-
ing long-term benefits like recognition, collaboration, and career growth.

B &
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I Objective Questions —

L2

g

1. Which social media platform is most used for professional networking and career
development?

2. What is the character limit for a tweet on Twitter/X?

3. Which platform is ideal for showcasing visual content like portfolios and product
campaigns?

4. What feature on LinkedIn allows professionals to write long-form content?

5. Which platform is considered the second-largest search engine and is widely used
for video-based learning?

6. What are Twitter Spaces primarily used for?

7. Name two tools commonly used to schedule and managesocial media content.

8. What is the term used for a series of connected tweets on er/X?

9. What type of content is best for simplifying dat information vi-
sually?

10. Which ethical practice ensures that con S1 isually impaired us-
ers?

| Answers

1. LinkedIn V 6. Live audio discussions

2. 280 characters 7. Buffer and Hootsuite

3. Instagram 8. Twitter threads

4. LinkedIn's publishi g fea- 9. Infographics
ture 10. Adding alt text to images

5. YouTube
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I AS signments —

1. Evaluate the role of LinkedIn in shaping professional identity in the digital age.
Discuss how professionals can strategically use LinkedIn to build credibility, ex-
pand networks, and influence their industry.

2. Compare and contrast the use of Twitter/X and Instagram for professional com-
munication. In your analysis, consider content formats, audience engagement,
and platform tone across different industries.

3. Design a 2-week social media content strategy for a professional in your field.
Include platform selection, content themes, scheduling, and engagement tactics,
and explain the rationale behind your choices.

4. Discuss the ethical responsibilities of professionals when creating and sharing
content on social media. Explore issues such as misinfofmation, intellectual prop-
erty, accessibility, and inclusivity.

5. Analyse how social media platforms can both support and challenge professional
communication in multicultural and global contextsy Use examples to illustrate
issues of tone, etiquette, audience perception, and,cultural sensitivity.

I Suggested Reading —
= e

1. Qualman, Erik. Socialnomics: Haw Social Media Transforms the Way We Live
and Do Business. Wiley, 2018.

2. van Dijck, José,dhe Culture of Condiectivity: A Critical History of Social Media.
Oxford University Pressg20.13.

3. Kaplan, Andreas M., 'and Michael Haenlein. "Users of the world, unite! The chal-
lenges and opportunities of Social Media." Business Horizons, vol. 53, no. 1,
2010, pp. 59-68.

4. Hart, Courtney, et al. Strategic Social Media: From Marketing to Social Change.
Wiley-Blackwell, 2017.

5. Kietzmann, Jan H., et al. "Social media? Get serious! Understanding the func-

tional building blocks of social media." Business Horizons, vol. 54, no. 3, 2011,
pp. 241-251.
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Unit 2
Digital Marketing Communication

ILearning Outcomes —
=

The components in this unit are aligned to the following learning outcomes:
» Understand the fundamentals and significance of digital marketing com-
munication in a connected world.

» Develop effective email marketing campaigns that align with professional
and organisational goals.

» Analyse different formats and platforms of online advertising and apply
them strategically.

El 5
I Pl‘el‘equisites —

What does it mean to be heard in a world where eveny screen is a billboard and every
scroll a sales pitch? Before we go«€loser into the,essentials of digital marketing commu-
nication, let us pause and consider the shéer speed at which the marketplace has trans-
formed. Yesterday’s handshake has become today’s hyperlink. The flyer has given way to
the banner ad; the cold call, to the.warm email drip. We are no longer just selling products,
we are telling stories, erafting expetiencess and building brands through pixels, code, and
compelling content,

This unit assumes a basic awareness of digital platforms and a curiosity about how
messages move in this landscape. Learners should be familiar with common digital tools:
websites, social media, and email and have a foundational understanding of marketing
principles such as audience targeting, messaging, and brand positioning. But more than
technical familiarity, what’s truly needed is a willingness to think critically about how
communication shapes behaviour in the digital age. As we explore email campaigns, on-
line advertising, and the strategic craft of digital communication, this unit will transform
not only how you see marketing but how you make others see you. o

Digital Marketing Communication, Email Marketing Communication, Online Advertising
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DiSCUSSiOH —

3.2.1 Digital Marketing Communication

In the contemporary digital age, digital
marketing communication has emerged as a
pivotal mechanism through which businesses,
institutions, and individuals engage with their
audiences. It refers to the strategic use of dig-
ital tools and channels to disseminate promo-
tional messages, cultivate relationships, foster
user engagement, and ultimately drive desired
consumer actions such as purchases, sign-ups,
or brand advocacy. Unlike traditional mar-
keting, which typically relies on static, one-
way communication methods (e.g., print ads,
billboards, or television commercials), digital
marketing enables interactive, real-time, and
highly personalised communication between
the sender and the receiver.

The rapid expansion of internet access,
the ubiquity of smartphones, and the grow-
ing influence of social media platfofms have
revolutionised how marketing ¢ommunica-
tion is conceived and executed. Additionally,
advancements in data analytics and, artificial
intelligence have allowed marketers tondeliv-
er messages based on individual preferenc-
es, behaviours, and contexts. Today, digital
marketing is not confined to simple banner
ads or websites; it encomipasses dynamic
content formats such as immersive storytell-
ing through video, collaborations with social
media influencers, personalised product rec-
ommendations powered by machine learning,
and seamless brand experiences across mul-
tiple platforms (also known as omnichannel
marketing).

Components of Digital Marketing
Communication

The ecosystem of digital marketing com-
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munication comprises three major elements:
owned media, earned media, and paid media,
each serving a unique function in the promo-
tional mix.

1. Owned Media refers to digital content
that is created and fully controlled by
a brand or individual. This includes of-
ficial websites, blogs, email newslet-
ters, and branded mobile applications.
Owned media forms the backbone of
long-term content strategy and serves
as a credible source of brand informa-
tion.

2. Earned¢Media encompasses expo-
sure gained,organically, often through
third-party ‘endorsements. This may
arise via media coverage, shares on
social, networks, user-generated con-
tent, customer reviews, or influencer
mentions. It is considered highly valu-
able due to its credibility and the trust
it anstils in the target audience.

37 Paid Media includes promotion-
al content distributed through paid
placements, such as Google Ads,
Facebook sponsored posts, YouTube
advertisements, and display banners
on third-party websites. It is typically
used to increase reach, boost visibility,
and support other media efforts.

A robust digital communication strategy
integrates all three types of media to create
a synergistic effect, enabling the marketer to
reach diverse audience segments while build-
ing credibility and maximising return on in-
vestment.

Core Functions of Digital Marketing
Communication

Digital marketing communication serves
multiple interrelated purposes, all of which

m
—C—~

“tseg

SREENARAYANAGURU
OPEN UNIVERSITY



contribute to the overall marketing objectives
of an organisation. These functions include:

* Awareness Generation : The first
step in any marketing system involves
making potential customers aware of
the brand, product, or service. Digital
platforms facilitate this through SEO
(Search Engine Optimisation), in-
fluencer collaborations, online video
campaigns, and display advertising.

* Audience Engagement : Once aware-
ness is established, the next goal is to
engage users in meaningful interac-
tion. This may involve encouraging
likes, shares, comments, and partic-
ipation in polls or contests. Engage-
ment helps build brand affinity and
can significantly improve conversion
rates.

* Conversion : Digital marketing exs
cels in guiding users toward specific
actions such as signing up fora news-
letter, downloading a brochure, com-
pleting a purchase, or registering ‘for
a webinar. Conversion strategies of-
ten rely on compelling calls-to-action
(CTAs), landing pages, retargeting
ads, and persuasivé copy.

* Retention : Maintaiding ongoing re-
lationships with existing customers
is more cost-effective than acquiring
new ones. Email marketing, loyal-
ty programmes, feedback loops, and
community management on social
media are key tactics used to retain
customers.

e Advocacy : Satisfied customers can
become powerful advocates for a
brand. Encouraging them to leave pos-
itive reviews, refer friends, or share
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user-generated content helps create or-
ganic brand promotion and enhances
public trust.

Targeting and Personalisation

One of the defining features of digital mar-
keting communication is its ability to target
audience with unprecedented precision. Ad-
vanced data analytics tools enable marketers
to segment audiences based on a wide range
of criteria, including:

* Demographics (e.g., age, gender, in-
come, location)

» Psychographics (e.g., attitudes, val-
ues, lifestyle)

» Behayioural data (e.g., browsing his-
tory, puschasé patterns)

* Contextual factors (e.g., time of day,
device type, location)

This segmentation allows for highly per-
sonalised marketing messages that are more
relevant and impactful. Examples include
personalised subject lines in emails, dynam-
ically generated product suggestions, and lo-
cation-based offers. Personalisation not only
enhances user experience but also increases
the likelihood of engagement and conversion.

How Segmentation Works in Digital
Marketing Communication

1. Collect Audience Data

Gather relevant information  from

digital channels such as:

*  Website behaviour (clicks, time on
site)

* Email sign-ups and interactions



* Social media engagement

» Purchase or browsing history

2. Segment the Audience

Group the audience based on:

* Demographics (age, gender, income,
location)

» Psychographics (attitudes, lifestyle,
values)

* Behavioral Data (past purchases,
content engagement)

* Contextual Factors (device used, lo-
cation, time of interaction)

3. Define Segment Profiles
Build clear profiles for each group.

Example : “Young professionals ageds25—
35 in metropolitan areas, interg§ted in ca-
reer growth and self-improvement.”

4. Personalise the Message

Tailor the communication_style;itone, and
content to each segment’smeeds.

Example : Use motivationaldlanguage and
leadership content for the segment above.

5. Choose the Right Platform and Channel

Select appropriate digital platforms to de-
liver the message:

* Email for personalised updates
» Instagram for visual engagement

e LinkedlIn for career-related content
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* Google Ads for search intent targeting

6. Deliver the Message

Execute the campaign through chosen
channels:

* Schedule email newsletters
* Launch targeted ad campaigns

» Share segment-specific content on so-
cial media

7. Monitor Response and Refine Strategy

Track performance using KPIs such as:

*  Open rate, Cliek-Through Rate (CTR)
+ Conyersion rate, Bounce rate

* Time on site, Return on Ad Spend
(ROAS)

» _Usc insights to adjust segmentation,
content, or channel choice.

Platforms and Channels

A wide range of digital platforms and chan-
nels are available to support marketing com-
munication efforts:

* Search Engines such as Google and
Bing are essential for both organic vis-
ibility through SEO and paid visibility
through Pay-Per-Click (PPC) advertis-
ing.

* Social Media Platforms - includ-
ing Facebook, Instagram, Twitter/X,
LinkedIn, and TikTok - are crucial for
engagement, brand storytelling, and
community building.
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* Email Marketing remains a highly ef-
fective channel for personalised com-
munication, drip campaigns, lead nur-
turing, and customer retention.

* Websites and Blogs serve as central
hubs for brand content, detailed prod-
uct information, thought leadership ar-
ticles, and conversion pathways.

* Mobile Applications offer additional
channels for interaction through push
notifications, in-app promotions, and
mobile-exclusive content.

* Video Sharing Platforms such as You-
Tube and Vimeo support engaging
content formats including explainer
videos, customer testimonials, tutori-
als, and brand films.

Measurement and Key Performance
Indicators (KPIs)

A notable advantage of digitaldmarketing
communication is its measurability and_ac-
countability. Marketers can track user activity
and campaign performane@ through a,variety
of Key Performance Andicators (KPIs), in-
cluding:

e Impressions and Reach :/Indicators
of how many users were exposed to a
piece of content.

* Click-Through Rate (CTR) : The ra-
tio of users who clicked on a link ver-
sus those who saw it.

e Conversion Rate : The percentage of
users who took the desired action.

* Bounce Rate : The proportion of us-
ers who left the site after viewing only
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one page.

* Time on Site : An engagement met-
ric indicating how long users stay on
a website.

* Open Rate and Click Rate (for email
campaigns): Metrics that assess the
effectiveness of email content.

* Return on Ad Spend (ROAS): A fi-
nancial metric that measures the prof-
itability of advertising investments.

These metrics provide valuable insights for
content optimisation, budget allocation, and
overall strategy refinement. By continuous-
ly monitering KPIs, marketers can make da-
ta-driven decisions that improve performance
and in€rease ROL.

3.2.2 Email Marketing Campaigns

Inpthe evolving landscape of digital mar-
keting, email marketing continues to hold a
prominent position as one of the most effec-
tive tools for engaging audiences and driv-
ing business results. Despite the widespread
adoption of social media platforms and instant
messaging applications, email remains invalu-
able due to its personal, permission-based na-
ture, cost-efficiency, and the ease with which
its performance can be tracked and measured.
Industry statistics indicate that email market-
ing can generate an impressive return on in-
vestment (ROI), with reported figures ranging
from thirty-six to forty-two dollars for every
dollar expended. This remarkable efficiency
establishes email as one of the highest-yield-
ing channels within digital marketing commu-
nication.
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Types of Email Campaigns

Table 3.2.1 Types of email campaigns and their purposes

Type of Email Purpose

Tip

Share curated content, updates,

roles.

Newsletter o Maintain a consistent schedule
) and insights regularly to keep . )
Emails ] and include value-driven content.
subscribers engaged.
. Announce sales, special offers, or Use clear CTAs and urgency-
Promotional . } ) o
Email new product launches to prompt inducing language like “limited
mails
immediate action. time” or “exclusive offer.”
Automatically triggered by
Transactional user actions (e.g., purchases or Enstire clarity and include brand
Emails confirmations); serve functional  voice forrelational reinforcement.

Greet new subscribers, set
Welcome Emails = expectations, and introdu€e your

brand tone and offerings.

Send immediately after sign-up
hand'ineliide a warm, personalised

message.

Reconnect with inactive
Re-engagement .
subscribers and encourage

| Use incentives, feedback requests,

proeess onlearning path.

Emails ) : or reminders of missed value.
renewed interaCtion:

Deliver a'series of scheduled Plan content flow in advance

Drip Campaigns emails guiding users‘through a and automate delivery using

segmentation logic.

Building a Successful Email</Marketing
Strategy

The success of an email marketing cam-
paign hinges on meticulous planning and exe-
cution, encompassing several key stages: .

* Audience Building : Ethically gath-
ering email addresses is foundational
to a robust campaign. This is achieved
through opt-in forms that solicit ex-
plicit consent from recipients, ensur-
ing compliance with privacy norms.
Additionally, lead magnets such as

free eBooks, checklists, or exclusive
discounts incentivise potential sub-
scribers to share their contact informa-
tion.

Segmentation : Dividing the sub-
scriber list into meaningful segments
enhances the relevance and effective-
ness of communication. Common
segmentation criteria include differ-
entiating between new and existing
customers, analysing purchase history,
demographic attributes, and levels of
prior engagement.

m $GOU - SLM - FYUGP - BA English - English for Business and Professional Communication m
O~

e o

SREENARAYANAGURU
OPEN UNIVERSITY



* Crafting the Message : The content
of the email must be thoughtfully
composed. The subject line, serving as
the primary trigger for opens, should
be clear, compelling, and avoid lan-
guage that might be flagged as spam.
The preheader text complements the
subject line and can further encour-
age recipients to engage. The body
of the email should be personalised,
succinct, and oriented toward driving
specific actions. A clearly articulated
call-to-action (CTA) directs recipients
toward the desired next steps, such as
making a purchase, reading further, or
signing up for an event.

* Design and Formatting : Given the
diversity of devices used to access
email, adopting responsive design
practices is essential to ensure read-
ability on both desktop and mobile
platforms. Layouts should be clean
and easy to scan, with judicietis use of
images accompanied by /appropriate
alternative text to suppott accessibil-
ity.

e Compliance :/Fmail marketers must
rigorously adhere teddata privacy reg-
ulations, which vary acros§ regions.
Prominent among thesesate the Gener-
al Data Protection Regulation (GDPR)
in Europe, the CAN-SPAM Act in the
United States, and India’s Informa-
tion Technology Rules. Compliance
measures include providing recipi-
ents with clear options to unsubscribe,
transparently identifying the sender,
and explicitly stating the purpose of
the email.

e A/B Testing: Systematic experimen-
tation with variables such as subject
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lines, message content, or timing of
sends enables marketers to optimise
campaign performance. Even incre-
mental adjustments, informed by data,
can significantly improve engagement
metrics.

Tools and Platforms

Numerous email marketing platforms facil-
itate campaign creation, automation, analytics,
and subscriber management. Industry-leading
tools include Mailchimp, HubSpot, Send-
inBlue, ConvertKit, and Zoho Campaigns.
These platforms offer user-friendly interfaces
and powerful features that support sophisti-
cated email marketing strategies.

Measuring Success

Evaluating theseffectiveness of email mar-
keting campaigns relies on monitoring key
performance indicators (KPIs). These metrics
include:

« “Open Rate, which indicates the per-
centage of recipients who open the
email.

* Click-Through Rate (CTR), reflecting
the proportion of recipients who click
on embedded links.

* Conversion Rate, measuring the share
of users who complete the intended
action post-click.

» Bounce Rate, which tracks emails that
fail to deliver.

* Unsubscribe Rate, showing the fre-
quency of recipients opting out.

« List Growth Rate, reflecting the in-
crease in the number of subscribers
over time.



These data points provide actionable in-
sights that enable marketers to refine message
content, targeting criteria, and overall cam-
paign strategies to enhance effectiveness con-
tinuously.

3.2.3 Online Advertising

Online advertising refers to the strategic
use of the internet and paid digital placements
to promote products, services, or brands. It is
widely recognised as one of the most scalable
and measurable methods of marketing avail-
able today. This form of advertising enables
marketers to deliver highly targeted messag-
es to specific audiences while simultaneous-
ly tracking performance metrics in real time,
thereby facilitating continuous optimisation
and improved return on investment.

Types of Online Advertising

Online advertising encompasses a diverse
array of formats, each with unique €haracter-
istics and applications:

1. Display Advertising : Display adver-
tising primarily cefisists of visual ads
that appear acfoss various websttes
and blogs. A commen format within
this category is banner ads, which are
image-based advertisemefits strategi-
cally placed to capture user attention.
Rich media ads represent a more dy-
namic subset, incorporating interac-
tive elements such as animations and
video content to engage viewers more
effectively.

2. Search Engine Marketing (SEM) :
SEM involves the placement of paid
advertisements on search engine re-
sults pages, with Google Ads being the
most prominent platform. The position
of these ads is determined by a com-

bination of factors including keyword
relevance, quality score, and bidding
amounts. This approach allows adver-
tisers to connect with users actively
searching for specific information or
products, thereby increasing the like-
lihood of conversion.

Social Media Advertising : Advertis-
ing on social media platforms such as
Facebook, Instagram, LinkedIn, and
Twitter (recently rebranded as X) in-
cludes a variety of ad formats. These
range from static image ads to inter-
active carousel ads, ephemeral story
ads, andisponsored posts that blend
seamlessly  into users’ feeds. This
¢hannel leverages the extensive user
data,available on these platforms for
precis@audience targeting.

Video Advertising : Video advertis-
ing| has become increasingly prom-
inent, with platforms like YouTube
offering pre-roll and mid-roll ads that
play before or during video content.
Additionally, social media platforms
such as Instagram, Facebook, and
TikTok support video ads embedded
within user feeds, which provide op-
portunities for rich storytelling and
high engagement.

Native Advertising : Native adver-
tising involves sponsored content that
closely resembles the form and func-
tion of the platform on which it ap-
pears. For example, promoted articles
on news websites or recommended
content that aligns with the user expe-
rience are designed to be less intrusive
and more integrated than traditional
ads.

6. Affiliate and Influencer Marketing

: Affiliate marketing and influencer
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collaborations involve compensating
third parties, either through commis-
sions or flat fees, to promote products
or services. Affiliates and influencers
leverage their established audiences to
generate traffic, leads, or sales, there-
by extending the brand’s reach.

Targeting in Online Advertising

One of the key advantages of online ad-
vertising is its ability to target audiences
with precision. Targeting criteria common-
ly include geographic location, demograph-
ic factors (such as age and gender), interests
and behaviours, search intent inferred from
keywords, and device types or operating sys-
tems used by consumers. Retargeting is a par-
ticularly effective strategy, whereby ads are
served to users who have previously engaged
with the brand’s website or content, reinforc-
ing brand recall and encouraging conversion.

Budgeting and Bidding Models

Online advertising employs several pric-
ing and bidding models tailored to, campaign
objectives. The Cost Per €lick (CPE) model
charges advertisers only when a user-elicks
on an ad, making it suitablefor driving traf-
fic. Cost Per Mille (CPM) involves payment
for every thousand impressionsygoften used
for brand awareness campaigns. Cost Per Ac-
quisition (CPA) focuses on paying only when
a desired action—such as a purchase or sign-
up—is completed, aligning costs directly with
results. Cost Per View (CPV) is primarily
used in video advertising, charging for each
view of a video ad. Advertisers select models
based on whether their goals are awareness,
engagement, or direct conversions.

Tools and Platforms

Several industry-leading tools and plat-
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forms support online advertising efforts. Goo-
gle Ads provides access to the search and dis-
play networks, allowing for broad campaign
management. Facebook Ads Manager caters
to campaigns on Facebook and Instagram,
while LinkedIn Campaign Manager special-
ises in business-to-business (B2B) targeting.
Twitter/X Ads enable real-time promotion and
audience targeting. Additionally, Google Ad-
Sense allows website publishers to monetise
their traffic through contextual ad placements.

Measuring Ad Performance

Effective online advertising is grounded
in robust measutement. Key Performance
Indicators (KPIs)“eommonly used include
Click-Through Rate (CTR), which measures
the proportien of users who click on an ad
after seeing ity Conversion Rate, indicating
the percentage of visitors who complete a
desired action; Cost Per Click (CPC), show-
ing the average cost incurred for each click;
Impression Share, reflecting the proportion
of available impressions captured; Return on
Ad Spend (ROAS), measuring revenue gener-
ated relative to advertising expenditure; and
Engagement Rate on social platforms, which
gauges user interactions such as likes, shares,
and comments. Tools like Google Analytics,
Facebook Pixel, and UTM parameters enable
detailed tracking of user behaviour and attri-
bution of results to specific campaigns.

Challenges and Ethical Concerns

Despite its advantages, online advertising
faces several challenges. Ad fatigue occurs
when repeated exposure diminishes the ef-
fectiveness of ads, potentially leading to au-
dience disengagement. The widespread use of
ad blockers also limits the reach of digital ads
by preventing their display. Privacy concerns
are paramount, as the collection and use of



personal data must comply with ethical stan-
dards and legal regulations to maintain con-
sumer trust. Furthermore, click fraud, where
automated bots artificially inflate clicks, pos-
es a risk to advertisers by wasting budget on

non-genuine interactions. To address these is-
sues, marketers must prioritise transparency,
secure user consent, and ensure that advertise-
ments remain relevant and respectful to the
target audience.

I Recap —
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» Digital marketing communication leverages digital channels to create interactive,
personalised, and measurable exchanges between brands and audiences, surpass-

» The growth of internet accessibility, mobile devices, social media, and data ana-
lytics has transformed marketing strategies into immersive, omnichannel experi-

» The digital marketing ecosystem comprises owned media (brand-controlled con-
tent), earned media (organic publicity), and paid ' media (advertising placements),

» Core functions of digital marketing in¢lude generating awareness, fostering en-
gagement, driving conversions, retaining customers, and encouraging brand ad-

» Precision targeting and persefalisation arérenabled by data segmentation based
on demographics, psychographics, behaviour, and context, enhancing message

» Key digital platformspinclude, search engines (SEO and PPC), social media net-
works, email marketing, websitesiand blogs, mobile apps, and video sharing sites.

» Digital marketing effectiveness is monitored using KPIs such as impressions,
click-through rates, conversion rates, bounce rates, time on site, email open rates,

» Email marketing remains a highly cost-effective digital tool, delivering substan-
tial ROI through personalised, permission-based communication and measurable

» Various email campaigns serve distinct purposes: newsletters, promotions, trans-
actional messages, welcome emails, re-engagement efforts, and drip sequences.

» Successful email marketing strategies involve ethical audience building, list seg-
mentation, compelling messaging, responsive design, legal compliance, and con-

» Popular email marketing platforms include Mailchimp, HubSpot, SendinBlue,
ConvertKit, and Zoho Campaigns, which support automation and analytics.
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Online advertising encompasses diverse formats such as display ads, search en-
gine marketing, social media ads, video advertising, native ads, and affiliate/in-
fluencer marketing.

Online ads are targeted using criteria like geolocation, demographics, interests,
search intent, device types, and retargeting to optimise audience engagement.

Budgeting models for online advertising vary—CPC, CPM, CPA, and CPV—al-
lowing advertisers to align spending with campaign goals of awareness, traffic, or
conversions.

Challenges in online advertising include ad fatigue, ad blockers, privacy con-
cerns, and click fraud; ethical marketing demands transparency, user consent, and
ad relevance to maintain trust and effectiveness

| Objective Questions

HJl

10.

B

What is digital marketing communication primarily.€encerned/with?
Name the three major components of digital marketing ecommunication.

Which digital marketing component involves content fully controlled by the
brand?

What is earned media in digital marketing?

List two core functions of digital marketing communication related to customer
relationships.

What allows digital marketingite.deliver highly personalised messages to target
audiences?

Which platforms-are commonly used for digital marketing communication? Name
any three.

What does the KPI “Click-Through Rate (CTR)” measure?

What type of email campaign is automatically sent following a user action like a
purchase?

Name two pricing models commonly used in online advertising.
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I Answers —

L2

-

1.

10.

Digital marketing communication is primarily concerned with using digital tools
and channels to promote messages, build relationships, foster engagement, and
drive consumer actions.

The three major components are owned media, earned media, and paid media.
Owned media involves content fully controlled by the brand, such as websites
and blogs.

Earned media refers to exposure gained organically through third-party endorse-
ments, social sharing, and influencer mentions.

Retention and advocacy are core functions related to maintaining customer rela-
tionships and encouraging brand promotion by satisfied customers.

Advanced data analytics and segmentation enable digital marketing to deliver
highly personalised messages.

Common platforms include search engines (e.g., Google), so¢ial media platforms
(e.g., Facebook, Instagram), and email marketing:

Click-Through Rate (CTR) measures the ratio of users,who clicked on a link com-
pared to the number of users who saw it,

Transactional emails are automatically'sent following a user action such as a pur-
chase or shipping confirmation.

Cost Per Click (CPC) and Cost Per Mille(CPM) age two common pricing models
in online advertising.
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I Assignments —

1.

Explain the keyeomponents of a successful digital marketing communication
strategy. Illustrate your ansWwer with examples of how different channels (email,
social media, adverti§ing) can be integrated for maximum impact.

Design an email marketing campaign for a new product or service of your choice.

Compare and contrast owned, earned, and paid media in the context of digital
marketing communication. Discuss their roles, benefits, and challenges in shap-
ing a cohesive brand presence.

Analyse a recent online advertising campaign (national or international) that
caught public attention. Evaluate the campaign’s targeting, messaging, visual ap-
peal, and effectiveness using appropriate KPIs.

Discuss the ethical considerations in digital marketing communication. Focus on
issues such as data privacy, consent, user trust, and ad transparency in email and
online advertising.
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Unit 3
Online Professional Presence and Ethics

ILearning Outcomes —
= lp

The content of the Unit is aligned with the following learning outcomes:

» Understand the principles and strategies of building a professional online
presence.

» Define and apply the concept of personal branding in a digital environment.

» Evaluate techniques for monitoring and managing online reputation.

=
I Pl‘el‘equisites —

Who are you when no one is watching onlifie? And'who do‘you become when the world
is? These questions have never been more urgent than i the digital age. In a time when
every profile is a portfolio and every post @ professional statement, the line between the
personal and the professional is increasingly blurred. Today, your online presence speaks
long before you do. It announcesdyour 1dentity, yout values, your achievements, and your
mistakes. It lives on resumes, s¢arch engifies, LinkedIn pages, and Twitter timelines.

Before going into thisuait, leatners should have a basic understanding of digital com-
munication platformsgfamiliarity withgso€tal media, and a willingness to reflect on their
digital behaviour. What’s mer€ €ssential, however, is a readiness to consider how digital
footprints shape publiésperception and professional opportunity. This unit is not merely
about marketing; it’s about aligning personal authenticity with professional ambition. It’s
about managing the balanée'between being visible and being valuable. Through concepts
such as personal branding, reputation management, and digital ethics, this unit will equip
learners to take ownership of their professional identity in a world that is always online.

| Key Words

Personal Branding, Online Presence, Reputation Management, Digital Ethics,
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Discussion —

3.3.1 Managing Professional Online
Presence

In an increasingly interconnected and dig-
italised world, managing one’s professional
online presence has become a critical compo-
nent of career development and professional
success. A professional online presence refers
to how an individual is represented and per-
ceived across various digital platforms in re-
lation to their career, industry, academic field,
or vocational interests. This presence en-
compasses a wide range of digital footprints,
including professional networking profiles
(such as LinkedIn), personal websites or on-
line portfolios, social media interactions, con-
tributions to professional blogs or online fo-
rums, and even participation in virtual events
or webinars. Unlike in previous decades,
where a resume or physical interaction served
as the primary point of first contact, it is now
often one’s online presence that forms the
initial impression for prospectivelemployers,
collaborators, clients, or academic evaluators.
Therefore, it is essential that this presence be
strategically crafted, cofisistently monitered,
and diligently maintained.

Key Platforms for Professional Presence

Establishing a robust and credible pro-
fessional presence begins with identifying
and optimising the right platforms. Linke-
dIn stands as the foremost professional net-
working site, allowing users to present their
qualifications, employment history, skills, ac-
complishments, and professional affiliations.
In addition, it supports endorsements and
recommendations from colleagues and su-
pervisors, which enhance a user's credibility.
For those in creative, academic, or technical
fields, personal websites or digital portfolios
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offer an ideal space to showcase project work,
published articles, visual media, research, or
case studies. These serve as dynamic, living
resumes that can be regularly updated with
new accomplishments.

Another valuable tool is the professional
blog, hosted either on personal websites or
platforms such as Medium. Here, individuals
can engage in thought leadership by reflecting
on industry trends, offering insights, and par-
ticipating in professional discourse. Similarly,
Twitter/X can be an effective platform for real
time engagement with industry developments,
experts, and emerging ideas. When used pur-
posefully, it canamplify one’s profession-
al voice and visibility, especially in sectors
where immediacy and dialogue are valued.

Building a Consistent Digital Identity

A coherent and consistent digital identity
is essential for establishing trust and recogni-
tion acress various online touchpoints. This
means using the same professional headshot,
aligning usernames and custom URLs (e.g.,
linkedin.com/in/yourname), and adopting a
uniform tone and style in bios, introductions,
and personal summaries across platforms.
For instance, the message conveyed on one’s
LinkedIn profile should resonate with the per-
sonal website’s tone, Twitter biography, and
even professional email signatures. A consis-
tent digital persona not only signals profes-
sionalism but also helps in developing a rec-
ognisable personal brand. It ensures that when
others search for or interact with your online
content, they encounter a unified and credible
impression.

SEO and Discoverability

Search Engine Optimisation (SEO), com-
monly associated with corporate marketing, is
equally relevant for individual professionals.



Enhancing the discoverability of your online
profiles can significantly impact career oppor-
tunities and networking potential. Using rele-
vant keywords related to your skills, industry,
or expertise within your LinkedIn summary,
blog posts, or personal website content can
help elevate these platforms in search engine
rankings. Regularly updating content, tag-
ging relevant topics, and cross-linking be-
tween platforms also improves visibility. For
instance, adding alt text to images in your
portfolio, using meta descriptions, and obtain-
ing backlinks from reputable sources can all
contribute to better searchability and online
prominence.

Quick Tips for SEO:

* Include keywords like ‘student of En-
glish communication’ in your profile.

* Regularly update your blog/LinkedIn
content.

» Use consistent usernames across plat-
forms

Privacy and Professional Boundaries

In constructing andonline identity, it is
equally important to ‘maintain clear bound-
aries between personal and professional con-
tent. While authenticity is an_asset, profes-
sionals must be mindful of what they share
publicly. Many platforms offer privacy set-
tings that can limit who sees personal con-
tent, and it is advisable to utilise these tools
judiciously. Maintaining separate accounts for
personal and professional use; for example,
having a private Instagram account for friends
and family and a public LinkedIn account for
professional interactions can help in manag-
ing this distinction. This boundary not only
protects personal privacy but also enhances
professional credibility by ensuring that one’s
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online presence remains relevant, appropri-
ate, and focused. Managing a professional
online presence requires strategic thinking,
technical competence, and a clear understand-
ing of one’s personal brand. In an era where
digital interactions often precede face-to-face
meetings, curating a professional, consistent,
and visible presence across the web can open
doors, build trust, and position individuals for
sustained success in their respective fields

3.3.2 Personal Branding

In the contemporary professional land-
scape, the coneept of personal branding has
emerged as a powerful tool for individual
distinction and careex development. Personal
branding refers to the intentional process of
presenting, promoting, and managing one's
identity,skills, walues, and career objectives
as a coherent and recognisable brand. First
popularised by business thinker Tom Peters
in the late/1990s, personal branding involves
shaping'how one is perceived by others, be
they employers, colleagues, clients, or the
broader public. In an age defined by digital
connectivity, hyper-competition, and increas-
ing emphasis on visibility, personal branding
is no longer a discretionary practice; it is a
strategic necessity. Whether an individual is
a job seeker, freelancer, academic, entrepre-
neur, or creative professional, personal brand-
ing serves as a key differentiator in a crowded
marketplace.

At its core, personal branding is about
communicating one's unique value in a clear,
consistent, and impactful manner. It encom-
passes a wide range of activities and decisions
that collectively define how an individual is
known and remembered. This includes visu-
al presentation, communication style, digital
presence, and the kind of value-driven content
one creates and shares. Ultimately, person-
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al branding empowers professionals to align
their public image with their long-term goals,
passions, and areas of expertise.

Elements of a Personal Brand

An effective personal brand comprises sev-
eral interrelated elements, each contributing
to how the individual is perceived by their tar-
get audience. The first of these is the mission
statement, which articulates the individual’s
purpose, professional focus, and the value
they aim to deliver. This statement provides
direction and clarity, both for the individual
and for those engaging with their brand. Next,
the brand is grounded in core values, such as
integrity, innovation, empathy, resilience, or
social responsibility. These values influence
not only decision-making and professional
conduct but also how the brand resonates with
others. A personal brand built upon consistent
values communicates authenticity and estabs
lishes trust.

The Unique Selling Proposition (USP)
defines what makes the individual stand out
from others with similar qualifications or ex-
perience. It may be a spegific combination of
skills, a distinctive perSpective, or an area of
expertise that adds unique value.

Visual identity is another impértant com-
ponent. It encompasses professional profile
pictures, logos (where applicable), branding
colours, fonts, and visual themes used across
digital platforms. A cohesive visual identity
enhances recognition and contributes to the
perception of professionalism and reliabil-
ity. Finally, a well-defined content strategy
plays a crucial role. This involves the kind of
content one creates, curates, or comments on
across platforms such as LinkedIn, Medium,
Twitter/X, or personal websites. Whether it is
thought leadership articles, industry commen-
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tary, or project showcases, the content must
align with the personal brand’s themes, tone,
and audience expectations.

Authenticity and Credibility

The most successful personal brands are
built not through fabrication but through care-
ful curation. Authenticity is foundational to
personal branding. Individuals should aim to
project their genuine personality, strengths,
and experiences. This involves transparent
communication about skills, accomplish-
ments, and professional goals. Exaggerating
credentials or adopting an inauthentic persona
might offer short-term visibility but ultimately
risks damaging credibility and professional re-
lationsHips. Buildinga personal brand rooted
in truth anditranspareney fosters trust, which
is'essential for sustaifable influence and long-
term success.

Creating a Personal Branding Plan

Developing a personal brand requires stra-
tegic planning and sustained effort. The pro-
cess begins with a comprehensive audit of
one’s existing online presence. This includes
searching for one’s name on search engines,
reviewing public social media profiles, as-
sessing the professionalism of profile pictures,
and identifying outdated or inconsistent con-
tent. The next step is to define clear personal
branding goals. These might include securing
new job opportunities, attracting clients, gain-
ing visibility in a particular industry, or estab-
lishing a reputation as a thought leader. Clear
goals inform the tone, content, and platform
selection of one’s branding strategy.

Once goals are identified, it is vital to de-
termine the target audience. This audience
may include recruiters, hiring managers, po-
tential clients, professional peers, or academic



collaborators. Understanding the audience’s
expectations helps to incorporate the messag-
ing and content accordingly.

Following this, one must develop a con-
tent plan. This entails deciding what types of
content to share (e.g., blog posts, infograph-
ics, videos, status updates), how frequently to
post, and which platforms to prioritise. The
goal is to ensure that the content consistently
reflects the brand’s purpose, values, and ex-
pertise.

Finally, consistent engagement is critical.
Personal branding is not a one-time activity
but a continuous process that requires regu-
lar updates, responsiveness to feedback, and
participation in relevant conversations. On-
going interaction with peers, thought lead-
ers, and followers sustains visibility and re-
inforces one’s professional identity. Personal
branding is a multidimensional and dynamic
process that enables individuals to position
themselves strategically in the digital@nd pro-
fessional spheres. When executed with clag
ity, authenticity, and consistency, it not enly
differentiates but also elevates one's career
trajectory.

3.3.3 Online Reputatien’Management

In the digital era, where professional iden-
tities and interactions are increasingly medi-
ated through online platforms, the concept
of online reputation has gained profound
significance. Online reputation refers to the
perception that others, such as employers, cli-
ents, colleagues, or the public hold about an
individual based on the content, interactions,
and digital footprints that appear across the
internet. This includes not only the material
one shares or posts but also what others say or
report about that individual, as well as the way
in which the individual responds to online en-
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gagement, including criticism or controversy.
An individual’s online reputation functions
as a digital reflection of their credibility, pro-
fessionalism, and reliability, and can have a
substantial impact on career opportunities,
professional relationships, and public trust.

The Importance of Reputation Management

Given the enduring nature of digital con-
tent and the speed with which it can circulate,
managing one’s online reputation has become
an essential aspect of personal branding and
professional conduct. A single impulsive
post, inappropriate comment, or negative in-
teraction, whether on LinkedIn, Twitter/X,
or another public forum can be permanently
recordedhand widely ‘disseminated, potential-
ly causing teputational harm that persists for
years. Online reputation management (ORM)
1s thus the proactive and strategic practice of
monitoring, maintaining, and enhancing one’s
public image in the digital space.

The process of reputation management is
not limited to damage control. While it in-
volves identifying and addressing negative or
misleading content, it also includes the inten-
tional building of a positive online image. This
is achieved through consistent, values-driven
content creation, responsible social media
behaviour, and the strategic amplification of
achievements and professional contributions.
The goal of ORM is not only to minimise rep-
utational risks but to ensure that the individ-
ual’s digital presence accurately reflects their
identity, values, and expertise.

Monitoring Tools and Techniques

Effective online reputation management
begins with vigilant monitoring. This involves
regularly tracking mentions of one’s name,
brand, or professional activity across various
digital platforms to detect both positive and
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negative content. Several tools are available
to facilitate this process. Google Alerts, for
example, allows users to receive email noti-
fications whenever their name appears in new
web content, helping to maintain awareness of
how one is being discussed online.

Social Mention is another valuable tool,
providing real-time insights into mentions
across blogs, social media networks, and oth-
er digital sources. It includes sentiment anal-
ysis, showing whether mentions are positive,
neutral, or negative. More advanced services
such as Reputation.com and BrandYourself
offer comprehensive ORM solutions, includ-
ing personal branding assistance, reputation
repair, SEO improvement, and visibility man-
agement.

Strategies for Managing Online Reputation

Once an individual has gained awareness
of their current digital standing, the next step
is to implement targeted strategies fofmim-
provement and maintenance. One Of the most
foundational practices is conducting regular
audits, periodically searching ong’s name on
search engines and reviewing Social'media ac<
counts to assess what information.is publicly
accessible and whether it aligns with profes-
sional goals.

Responding to criticism or negative feed-
back in a professional and composed manner
is also crucial. A respectful, transparent re-
sponse can often mitigate reputational harm
and demonstrate maturity and accountability.
When appropriate and within legal or plat-
form-specific policies, individuals should
seek to remove or de-index harmful content
that is outdated, misleading, or damaging.
This might include requesting the removal
of inappropriate photos, flagging defamato-
ry comments, or adjusting privacy settings
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to limit access. Simultaneously, building a
positive reputation requires proactive content
creation. Publishing blogs, writing articles,
contributing to industry discussions, or shar-
ing professional testimonials can help to flood
search results with favourable, relevant con-
tent. Over time, this positive content can over-
shadow less desirable material and strengthen
one’s professional image.

Crisis Management

Despite best efforts, reputational crises
can occur due to misunderstandings, public
criticism, or external circumstances. In such
situations, a strategic and timely response is
vital. The individual, must acknowledge the
issue without defensiveness, take responsi-
bility where, warranted, and clearly commu-
niCate the steps,being taken to rectify the sit-
uation. Transparency, empathy, and a focus
on resolution help to rebuild trust. The goal
during a crisis is not only to mitigate imme-
diate_dammage but to demonstrate integrity,
resilience, and a commitment to professional
gthics. Online reputation management is an
essential skill in the digital age. It combines
self-awareness, strategic communication, and
technological tools to ensure that one’s digital
presence aligns with their personal and pro-
fessional aspirations. As employers and col-
laborators increasingly use digital footprints
to assess character and competence, master-
ing ORM becomes a critical component of
sustained professional success

3.3.4 Professional Ethics and Legal
Considerations

In the age of digital communication, the
line between personal and professional be-
haviour in online environments has become
increasingly nuanced. Professionals are now



expected to uphold ethical standards not only
in physical workplaces but also in virtual inter-
actions across platforms such as social media,
professional forums, email correspondence,
and digital collaborations. The concept of
professional ethics in the digital space encom-
passes a broad range of principles that guide
respectful, responsible, and legally compliant
behaviour. It calls for individuals to maintain
honesty, fairness, accountability, and respect
for others in all forms of online engagement.

Ethical Behaviour in the Digital Space

Ethical behaviour in digital environments
mirrors the expectations traditionally associ-
ated with professional conduct in offline set-
tings. Professionals are expected to demon-
strate courtesy, inclusiveness, integrity, and
transparency in their communication. Given
the public and permanent nature of digital
interactions, there is a heightened need for
mindfulness and self-regulation. For instance,
professionals must be aware that a_eomment
on a public post, a shared article, or an onling
endorsement contributes to their digital per-
sona and is accessible to a global\audience.
Thus, ethical digital engagement involves not
only what one says but also howsand where it
is communicated.

Common Ethical Dilemmas<in Online
Spaces

Several ethical challenges commonly arise
in digital environments. One such issue is
plagiarism, which involves using another per-
son's intellectual property, be it text, image, or
idea without proper acknowledgment. Plagia-
rism undermines the integrity of professional
and academic work and can lead to reputa-
tional and legal consequences. Another press-
ing concern is the dissemination of misinfor-
mation, which includes sharing or endorsing
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content that is false, misleading, or lacking
in credible evidence. In an era of fast-paced
information exchange, professionals have an
ethical responsibility to verify facts before
sharing them to prevent the spread of inaccu-
racies that could harm others or distort public
discourse.

Digital harassment is also a critical con-
cern. This includes any form of hostile, threat-
ening, or inappropriate behaviour online, such
as trolling, cyberbullying, or targeted attacks.
Such conduct is not only unethical but can also
lead to legal consequences and serious harm
to victims. Confidentiality breaches constitute
another significant, ethical violation. Sharing
sensitive informationy, whether related to cli-
ents, €¢mployers, or ' collaborators, without
consent compromises’ trust and can result in
both ethical and,legal repercussions. Profes-
sionals are\ expected to treat all privileged
communication with discretion and caution.

Legal Considerations in Digital Conduct

In addition to ethical responsibilities, pro-
fessionals must follow a range of legal frame-
works that govern digital conduct. Copyright
laws are among the most relevant legal consid-
erations. These laws protect creators’ rights to
their original content, including text, graphics,
music, and video. Using copyrighted materi-
als without appropriate permissions or attribu-
tion can lead to legal claims and penalties.

Defamation laws are equally critical. Def-
amation involves publishing false statements
that damage an individual’s reputation. Even
on informal platforms such as blogs or social
media, defamatory content can expose indi-
viduals to lawsuits and irreversible damage
to their own professional standing. Further-
more, regulations surrounding data privacy,
notably the General Data Protection Regu-
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lation (GDPR) in the European Union, man-
date strict protocols for handling personal
data. Professionals who collect, store, or share
personal data must ensure that their practices
comply with relevant privacy standards, par-
ticularly when handling sensitive information.

Many employment contracts also include
clauses that pertain to digital behaviour. These
may govern the type of content an employee
can post publicly, particularly if it relates to
the organisation’s brand or confidential in-
formation. Violating these terms can result in
disciplinary action or termination of employ-
ment.

Digital Footprint and Content Permanence

A defining characteristic of the digital age is
the permanence of online content. Posts, com-
ments, images, and even ‘likes’ form part of
an individual's digital footprint, which is often
visible to employers, clients, and the public.
Even when content is deleted, it mayst€main
accessible through screenshots, cached vers
sions, or digital archives. As a result, profes-
sionals must carefully consider the\long-term
implications of their onlifie"behaviour, What
may seem like a hammless comment today
could reappear years later infa different con-
text, potentially affecting future opportunities.

| Recap |

Guidelines for Maintaining Digital Integrity

To uphold both ethical and legal standards,
professionals should adopt several best prac-
tices when engaging in digital communica-
tion:

* Fact-check content thoroughly before
sharing or endorsing it, especially
when it relates to news, health, poli-
tics, or sensitive social issues.

* Respect confidentiality by avoiding
the public discussion of private or sen-
sitive matters.

* Avoid engaging in online conflicts,
particularly“those that escalate into
personal attacks or hostile discourse.

« DAlways, credit sources appropriate-
Iy, when referencing others’ work or
ideas.

Professional ethics and legal consider-
ations in digital spaces are foundational to
maintaining integrity, credibility, and trust.
Professionals must be intentional, informed,
and responsible in their digital conduct, rec-
ognising that ethical lapses and legal viola-
tions can have far-reaching consequences for
their careers and reputations.

g

» A professional online presence involves the strategic representation of an indi-
vidual across digital platforms such as LinkedIn, personal websites, and social
media, with the aim of enhancing career visibility and credibility.

» First impressions in the digital era are often formed through online content, mak-
ing it essential to carefully curate and maintain a professional digital identity.
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Key platforms for establishing professional presence include LinkedIn, personal
portfolios, professional blogs, and Twitter/X, each catering to specific forms of
engagement and content sharing.

Consistency in digital identity—through uniform visuals, tone, and messaging
across platforms—enhances trustworthiness and supports the development of a
coherent personal brand.

Search Engine Optimisation (SEO) techniques such as keyword usage, tagging,
and content updates improve individual discoverability and increase professional
reach.

Maintaining boundaries between personal and professional content by using pri-
vacy controls and platform separation safeguards both reputation and authenticity.

Personal branding refers to the intentional promotion of one’s professional iden-
tity, values, and expertise to differentiate oneself in competitive environments.

A strong personal brand includes elements such as a clear mission statement, de-
fined core values, a distinctive Unique Selling Propesition (USP), cohesive visual
identity, and a well-aligned content strategy.

Authenticity and credibility are fundamdental to cffective personal branding; pro-
fessionals must reflect genuine strengths and avoid misrepresentation.

Creating a personal branding plan involves auditing one’s digital presence, defin-
ing goals and audience, crafting a contentiealendar, and maintaining consistent
online engagement.

Online reputation is shaped not only by one’s own content but also by what others
post and how one responds to,digital interactions, feedback, or controversies.

Tools like Google AlertssSocial Mention, and services such as Reputation.com
help monitor digitalanentions and manage public perception effectively.

Reputation management strategies include conducting regular audits, addressing
negative feedback professionally, removing harmful content, and publishing pos-
itive content to influence perception.

Ethical digital conduct requires adherence to principles of honesty, fairness, re-
spect, and accountability, both in content creation and online interactions.

Professionals must be aware of legal obligations, including copyright laws, defa-
mation risks, data protection regulations (such as GDPR), and employer-imposed
digital conduct policies, while also recognising the permanence of digital foot-
prints.

g
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I Objective Questi()ns —

L2

COMS N IS

B

10.

What does a professional online presence primarily represent in the digital era?
Which platform is considered the leading site for professional networking?

How does building a consistent digital identity contribute to a professional's cred-
ibility?

Why is SEO important for individual professionals managing their online pres-
ence?

What role does a mission statement play in personal branding?

How can authenticity strengthen a personal brand?

What is the primary goal of online reputation management (ORM)?

Name one digital tool that provides sentiment analysis formonitoring online men-
tions.

What is a common ethical dilemma related to intellectual property in digital spac-
es?

What legal regulation governs the handling of ‘personal“data in the European
Union?

=

I Answers —

L2

1.

A professional onlinegpresenee represents how an individual is perceived across
digital platforms'in connection'with their career, industry, or vocational interests.

LinkedIn is considered the foremost platform for professional networking.

Building a consistent digital identity ensures recognisability, fosters trust, and
reinforces the individual’s personal brand across platforms.

SEO enhances the discoverability of an individual's professional content in search
engine rankings, thereby increasing visibility and networking opportunities.

A mission statement defines an individual’s purpose and the value they offer, pro-
viding direction for their personal branding efforts.

Authenticity builds trust by reflecting true personality, skills, and values, thus
fostering credibility in professional relationships.

The primary goal of ORM is to monitor, protect, and enhance an individual’s dig-
ital reputation through strategic and proactive measures.

Social Mention is a tool that provides real-time sentiment analysis across digital
platforms.

g
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9.

Plagiarism, or the use of another’s work without proper credit, is a common ethi-
cal dilemma related to intellectual property.

10. The General Data Protection Regulation (GDPR) governs the handling, storage,

and sharing of personal data in the European Union.

I Assignments —

Critically analyse the role of a professional online presence in shaping career
opportunities in the contemporary digital landscape. Discuss how platforms such
as LinkedIn, personal websites, and blogs contribute to building a strategic pro-
fessional identity.

Develop a comprehensive personal branding plan for yeurself or a hypothetical
professional. Your plan should include a mission statement, core values, unique
selling proposition (USP), content strategy, and visual identity:

Evaluate the importance of online reputation management for professionals.
In your answer, identify key monitoring_teolsyand outline strategies to address
negative content or crises effectively.

Discuss the ethical and legal implications of digital c¢ommunication in profession-
al settings. Illustrate your response with,examples/of common ethical dilemmas
and relevant legal frameworks such as copysightand data protection laws.

Compare and contrast personal brandingiand online reputation management. How
do these two concepts intersect, and in/what ways do they differ in their goals,
methods, and outcomes? Support youranswer with examples from the material.

I Suggested Readings —

I.

Labrecque, Lauren 1., et al. "Consumer Power: Evolution in the Digital Age."
Journal of Interactive Marketing, vol. 27, no. 4, 2013, pp. 257-269.

Peters, Tom. "The Brand Called You." Fast Company, Aug. 1997.

Schawbel, Dan. Promote Yourself: The New Rules for Career Success. St. Mar-
tin’s Press, 2013.

Kietzmann, Jan H., et al. "Social Media? Get Serious! Understanding the Func-
tional Building Blocks of Social Media." Business Horizons, vol. 54, no. 3, 2011,
pp. 241-251.

Solis, Brian. Engage!: The Complete Guide for Brands and Businesses to Build,
Cultivate, and Measure Success in the New Web. Wiley, 2011.
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Professional
Development
and
Networking




Unit 1

Professional Networking and Personal-
Branding

ILearning Outcomes —

B

g

The components in this unit are aligned to the following learning outcomes:
» explain the importance of building professional relationships

» apply effective networking techniques in both formal and informal profes-
sional contexts

» demonstrate self-awareness in verbal and non-verbal communication, in-
cluding body language, tone, attire, and language choice

» recognise the impact of online conduct on professional reputation

=

I Prerequisites —

g

= A recent university graduate‘named Neha is attending her first industry seminar. She
introduces herself confidently [to a speaker during a networking break, shares a concise
summary of her skills, and later connects with them on LinkedIn. A week later, she re-
ceives an invitation tefapply for a project@ssistant role with their company. This simple
yet strategic interaction showsshew professional relationships and effective self-presen-
tation can directly influence career opportunities.

Communication extends_béyond traditional workplaces into digital platforms and
global forums. Building and maintaining professional relationships has become more
dynamic than ever, requiring a mix of interpersonal skills, strategic networking, and per-
sonal branding. A positive professional image, both online and offline, can open doors to
mentorship, employment, collaboration, and leadership opportunities.

This unit introduces learners to the foundational concepts and practical skills needed
to succeed in professional environments. It covers how to initiate and sustain profes-
sional relationships, engage in meaningful networking, present oneself with confidence,
and make use of social media for career growth. With the right approach and awareness,
individuals can shape a personal and professional identity that supports long-term devel-
opment and visibility in their chosen field.

B
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Professional Relationships, Networking, Elevator Pitch, Personal Branding, Self-
Presentation, Social Media, Digital Presence, Professional Identity

Discussion —

On her first day in a new job, Maya, a ju-
nior analyst, made a conscious effort to in-
troduce herself to her colleagues, take notes
during team discussions, and offer help to a
teammate struggling with a presentation dead-
line. Within weeks, she became known not
only for her competence but also for her will-
ingness to collaborate. When a high-stakes
project came up, her manager trusted her to
join the task force, even though she was the
newest member. Maya’s story demonstrates
how strong professional relationships, built
on everyday actions, can quickly create trust
and open doors to growth.

4.1.1 Building Professional Relationships

Strong professional relationships are thé
foundation of effective collaboration, job®at-
isfaction, and career growth. These, relation-
ships go beyond simple friendlinessy, they
are built on trust, mufual respeeticonsistent
communication, and a‘sharéd commitment to
common goals. Whether developed with col-
leagues, superiors, subordinates, clients, or
mentors, such connections significantly en-
hance both individual and organisational suc-
cess.

4.1.1.1 Trust as the Foundation

Trust is the cornerstone of any enduring
professional relationship. It is earned through
reliability, transparency, and consistency over
time. For example, Arjun, a junior content
writer, builds trust by consistently submitting
his work on time, asking constructive ques-
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tions during editorial meetings, and offering
help to teammates during deadlines. Recog-
nising his dependability, his team lead gradu-
ally assigns him more responsibilities and in-
cludes him in high-impact campaigns. Arjun
becomes known not just for his writing skills
but for being someone the team can count on,
demonstrating how trust can elevate one’s
role within a team.

4.1.1.2 Mutual'Respect and Active
Listening

Professional respect stems from acknowl-
edging others™contributions, experiences, and
perspectives. Consider Leena, a project man-
ager who holds regular brief check-in meet-
ings withther team members. She not only
tracks"their progress but also listens empa-
thetically to any difficulties they face. Even
when disagreements arise, she communicates
calmly and respectfully. As a result, her team
feels supported and motivated to work col-
laboratively, which ultimately leads to higher
productivity and team cohesion.

4.1.1.3 The Role of Clear and
Courteous Communication

Effective communication plays a vital role
in strengthening professional relationships.
Small gestures, such as sending a thank-you
message, offering constructive feedback, or
confirming meeting details, can leave a lasting
impression. For instance, Ravi, a business de-
velopment executive, sends a follow-up email
after a sales pitch to thank the client and pro-
vide requested documentation. The client ap-
preciates Ravi’s attentiveness and profession-



alism, which helps secure further discussions
and eventually leads to a successful business
partnership.

4.1.1.4 The Power of Informal
Interactions

Not all relationship-building occurs in for-
mal settings. Informal conversations during
lunch breaks, team outings, or shared tasks
often humanise colleagues and establish rap-
port. Take the example of two employees
from different departments who begin hav-
ing lunch together. Later, when assigned to a
cross-functional project, they already share an
understanding and communicate more openly,
which accelerates team performance.

4.1.1.5 Expanding Networks Beyond
the Workplace

Professional relationships also extend be+
yond the immediate workplace. Attending
conferences, workshops, or alumni events.can
lead to valuable external connections. Neha, a
young HR executive, meets a freglance traifi-
ing consultant at a leadership seminar. After
exchanging views, she laterminvitesithe con-
sultant to deliver a sesSion at her company,
creating a win-win sittiation, Stich encounters
build networks that may provide long-term
mutual benefits.

4.1.2 Effective Networking Tech-
niques

Networking is a key professional skill that
involves building and maintaining meaningful
connections for mutual benefit. Whether seek-
ing new job opportunities, sharing knowledge,
or finding collaborators, effective networking
plays a vital role in professional development.

4.1.2.1 The Importance of Networking

$GOU - SLM - FYUGP - BA English - English for Business and Professional Communication

Networking is notabout collecting contacts;
it is about cultivating relationships based on
trust and mutual respect. In modern workplac-
es, where referrals and informal channels of-
ten influence recruitment and project partner-
ships, a well-maintained professional network
can open doors to valuable opportunities. A
good network provides support, guidance, in-
dustry insights, and even referrals.

4.1.2.2 The Elevator Pitch

A fundamental tool for networking is the
elevator pitch, a brief, well-prepared sum-
mary of who you are and what you do. It
typically lasts 30hto 60 seconds and is use-
ful during introductions at conferences or
networking events. For example, at a uni-
versity carger fair, Riya, a commerce stu-
dent, approaches_an HR manager and says:

“m ‘eompleting my degree in com-
merce with a focus on finance. I've just
finished an internship in investment anal-
ysis,and am looking to begin a career in fi-
nancial consulting. I’d love to know more
about your firm’s graduate programmes.”
This pitch demonstrates clarity, confidence,
and purpose, making a lasting impression.

4.1.2.3 Engaging in Events and Plat-
forms

Professional events such as seminars, work-
shops, and webinars offer excellent network-
ing opportunities. Making the most of these
events means being approachable, asking
thoughtful questions, and listening actively.
After attending a digital marketing workshop,
Akash connects with the keynote speaker on
LinkedIn. His polite follow-up message leads
to a conversation that results in a collaborative
blog project, an excellent example of effective

networking in action.
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4.1.2.4 Offering Value and Following Up

Effective networking is reciprocal. It is
important to offer value, perhaps by shar-
ing a useful article, recommending a con-
tact, or offering your expertise. This builds
goodwill and deepens professional trust.
Following up is equally important. After
meeting someone, a short message such as:

“It was a pleasure speaking with you
at the Al and Ethics panel. Your in-
sights on data privacy were thought-pro-
voking. I hope we can stay in touch,”
demonstrates sincerity and helps maintain the

relationship.

4.1.3 Personal Branding and
Self-Presentation

While attending a networking event,
Meera, a young marketing executive, was
approached by a senior consultant who said,
“I’ve seen your posts on LinkedIn, you write
clearly about brand ethics, and I like your
perspective.” Meera had never spoken to him
before, yet her online presence had already
made a professional impression. This instance
highlights the power of personal branding: the
ability to influence how others perceive you,
often before you even meet.

Learner Prompt: What are three words that des€ribe your professional identity?

(For example: reliableganalytical; ereativel
Reflect on how your online and offline presenee supports this image.)

4.1.3.1 Defining Personal Branding

Personal branding is the proces$ of shaping
your professional identity so that others under-
stand what you represent, what you excel at,
and what values guide your work. [tinvolves
presenting your strengths and_expertise con-
sistently across all forms,ef communication,
both verbal and non-verbal.

A strong personal brand helps you stand
out in your field, attracting job opportunities,
partnerships, or speaking engagements. For
example, Meera presents herself as a special-
ist in ethical branding. Her digital platforms
reflect this: a concise, values-driven LinkedIn
headline, a professional photo, and regular
posts that align with her area of interest. These
efforts establish her as someone with credibil-
ity and direction.

4.1.3.2 The Importance of Self-Presentation
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Self-présentation forms a crucial part of
yourpersonal brand. It includes how you
dress, speak, and behave in professional con-
texts. Non-verbal elements like body lan-
guage, eye contact, and even punctuality play
arole in creating first impressions.

Consider Ravi, a graduate attending an in-
terview. He wears smart, well-fitting clothes,
sits confidently, maintains eye contact, and
answers clearly. These details support the im-
age of someone who is prepared, respectful,
and capable. Regardless of his qualifications,
this polished self-presentation immediately
adds weight to his application.

4.1.3.3 Consistency Builds Credibility

Your personal brand should be consistent
across all platforms: your emails, voicemail,
social media, and in-person behaviour. For
example, if you present yourself professional-



ly on LinkedIn but respond to client messag-
es with slang or carelessness, it sends mixed
signals.

Treat every interaction, from how you enter
aroom to how you write your email signature,
as a chance to reinforce your identity. Con-
sistency over time builds trust, helping others
understand exactly what to expect from you.

4.1.4 Leveraging Social Media for
Professional Growth

While attending a webinar on green archi-
tecture, Shweta, a young civil engineer, shared
a key takeaway on LinkedIn, adding her own
perspective and tagging the speaker. To her
surprise, the speaker responded, several oth-
ers commented, and one recruiter sent her a
message saying, “I’m impressed with how
you think; let’s connect.” This instance shows
how strategic use of social media can enhance
professional visibility and lead to unexpected
opportunities.

4.1.4.1 The Role of Social Media in
Career Development

Social media, whén used purposctully,
is a powerful tool for\proféssional growth.
It offers a space to showcase achievements,
share knowledge, interact with peers, and stay
updated with industry news. Platforms like
LinkedIn, and Instagram provide profession-
als with the ability to shape a public profile
that reflects their values, expertise, and en-
gagement with their field.

For instance, a civil engineer may use
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LinkedIn to upload photos of recent infra-
structure projects, write posts on sustainable
building techniques, or join discussions in
groups related to urban development. This
kind of activity not only demonstrates profes-
sional involvement but also builds credibili-
ty over time, potentially attracting recruiters,
collaborators, or clients.

4.1.4.2 Creating a Strong Professional
Profile

LinkedIn is the most prominent platform
for building a professional presence. A strong
profile begins avith a professional headshot,
followed by a clear and concise headline, for
example, “HR Speecialist | Passionate about
Workplage Inclusion.” The summary section
should tell a, short professional story, high-
lighting skills, interésts, and values.

Regular activity, such as sharing articles,
offering reflections on webinars, or posting
shert career updates, signals active engage-
ment. For example, posting, “Attended a ses-
sion on inclusive recruitment practices today,
eye-opening insights on bias-free hiring,”
keeps your network informed and reminds
them of your interests and expertise.

4.1.4.3 Maintaining Professional Con-
duct Online

While social media offers immense ben-
efits, caution is essential. Sharing unprofes-
sional content, using inappropriate language,
or engaging in online arguments can damage
your reputation. Maintaining a tone of respect,
accuracy, and integrity helps to build trust.
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Table 4.1.1 Do’s & Don’ts of Social Media Professionalism

Do’s

Don’ts

» Keep your tone respectful and con-
structive

Post offensive, sarcastic, or aggressive
comments

» Share insights from webinars, proj-
ects, and professional milestones

Overshare personal or irrelevant details

* Use proper grammar and profes-
sional language

Use slang, emojis, or informal
abbreviations excessively

» Engage positively with others' posts
(like, comment, share)

Ignore messages or comments from
professional connections

* Check facts before posting indus-
try-related information

Spread misinférmation or unverified
content

I Recap —

L

vV VvV vV V. V vV V VvV VvV vV vV v v VvYv

Professional relationships require trust respect communication and consistency
Strong relationships support werkplace harmony and career development
Trust builds through reliability honestysand consistent performance

Mutual respect improves team collaboration and job satisfaction

Active listening shows engagement and encourages open communication
Courteous comimunication steengthens workplace relationships and credibility
Small gestures canpositively influence professional perceptions

Informal interactionssentribute to stronger workplace understanding
Expanding networks improves access to professional opportunities

Effective networking is based on mutual professional support

Elevator pitches should be clear confident and concise

Engaging in events enhances visibility and knowledge sharing

Offering value encourages meaningful networking connections and trust
Personal branding communicates strengths values and professional focus

Social media should reflect professionalism and consistent messaging
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I Objective Questi()ns —
L= e

What is the foundation of any professional relationship?

Which skill shows appreciation for others’ views in conversation?
What type of communication builds long-term workplace trust?
What non-verbal cue conveys attentiveness during conversation?
What element strengthens team bonding outside formal settings?
Which action demonstrates commitment after a client meeting?
What builds reliability through timely and consistent actions?

What type of meeting helps track progress regularly?

§oEe =oEn mn g e e e

What short speech is used during networking introductions?

—_
=]

. What kind of benefit should networking relationships provide?

[u—
p—

. What platform is most used for professional branding?

—_
[\

. What one word defines shaping a clear professional identity?

—_
(O8]

. What behaviour ensures credibility act@ss communication platforms?

—_
~

. What media tool helps follow industry leaders and trends?

—
9]

. What trait must online contentareflect for professienalism?

B &

[ ANSWETS | ———————————————————————————
L= lp

1. Trust 9. Pitch

2. Respect 10. Mutual

3. Courteousness 11. LinkedIn
4. Eye-contact 12. Branding
5. Informality 13. Consistency
6. Follow-up 14. Twitter

7. Dependability 15. Integrity
8. Check-in
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I Assignments —

. Discuss the importance of building professional relationships in the workplace.

Examine effective networking techniques that can support career development.

Evaluate the role of personal branding and self-presentation in shaping profes-
sional identity.

Analyse the role of social media in professional growth.

Compare and contrast professional relationship-building and online networking.

I Suggested Reading —

L2

1.

Carnegie, Dale. How to Win Friends and Influence People. Simon and Schuster,
2009.

Covey, Stephen R. The 7 Habits of Highly Eftective Pecople:r Powerful Lessons
in Personal Change. Free Press, 2004.

Goleman, Daniel. Emotional Intelligence: Why It Can Matter More Than IQ.
Bantam Books, 2005.

Ibarra, Herminia. Act Like'a Leaderg Think Like a Leader. Harvard Business
Review Press, 2015.

Jensen, Amy CuddyiPresence: Bringing Your Boldest Self to Your Biggest
Challenges. Little, Brown and Company, 2015.

Ferrazzi, Keith, anddTahl Raz. Never Eat Alone: And Other Secrets to Success,
One Relationship at a Time{Crown Business, 2014.

Montoya, Peter. The Brand Called You: Make Your Business Stand Out in a
Crowded Marketplace. McGraw-Hill, 2003.

Schawbel, Dan. Me 2.0: Build a Powerful Brand to Achieve Career Success.
Kaplan Publishing, 2010.

Whitmore, John. Coaching for Performance: Growing Human Potential and
Purpose — The Principles and Practice of Coaching and Leadership. Nicholas
Brealey Publishing, 2017.

. Burg, Bob, and John David Mann. The Go-Giver: A Little Story About a Power-

ful Business Idea. Portfolio, 2007.
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Unit 2

Leadership and Organisational
Communication

ILearning Outcomes —
4

The components in this unit are aligned to the following learning outcomes:
» understand the role of communication in effective leadership

identify and apply various leadership communication styles
analyse team communication strategies that promote ¢gllaboration

practise digital professionalism in virtual workspaces

vV v.v Vv

reflect on effective leadership and teamwork praetices through communi-
cation

El 5
I Prerequisites —

In today’s fast-changing proféssional wotld, good communication is not just a helpful
skill, it is the heartbeat of successful leadership and teamwork. Whether it’s a CEO guid-
ing an organisation, a projeet leadér managing deadlines, or a student coordinating a group
activity, how one communicates makes'all the difference. Strong leaders do more than
give orders—they listen, empathise, motivate, and build trust through clear and thoughtful
communication. Likewise, effective teams thrive not only because of individual talent but
because of how well they talk, share, and solve problems together.

As workplaces become more digital, global, and fast-paced, leaders and teams must
adapt to new communication tools and methods. Emails, virtual meetings, instant messag-
ing, and online collaborations have changed how we interact, but they also demand new
etiquettes, empathy, and clarity. This unit explores how communication shapes leadership
and team success, both in physical and digital spaces. From managing conflict to build-
ing inclusive team cultures, the ability to communicate thoughtfully and professionally is
now a key ingredient for career growth and organisational impact. Understanding this link
between communication, leadership, and teamwork empowers students to become more
effective professionals in any field they choose. 5
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I Key Themes —

Leadership Communication, Team Collaboration, Communication Styles, Emotional

Intelligence, Digital Professionalism, Virtual Teams, Transparency

Discussion —

Leadership and team management in busi-
ness contexts are fundamentally driven by
communication. Leaders set visions, motivate
teams, manage conflicts, and facilitate col-
laboration, all through the power of words,
actions, and digital exchanges. Effective
communication builds trust, encourages par-
ticipation, and promotes goal achievement.

4.2.1 Leadership Communication

Leadership communication is the founda-
tion of organisational success. It goes beyond
the transactional aspect of giving orders and
focuses on how leaders influence, inspire, and
engage their teams. A leader's ability to coms
municate effectively determines their capabil-
ity to shape organisational visiong motivate
employees, resolve conflicts, and create a prod-
ductive workplace environment.

Leadership communication refers tosthe
purposeful use of communication by leaders
to influence others and‘achieve organisational
goals. It encompasses verbal, non-verbal, and
digital communication and is'¥ital in articu-
lating vision, aligning team efforts, and rein-
forcing organisational culture. It is not limited
to top-down communication; it also includes
listening, feedback mechanisms, and creating
dialogue within teams.

Example: Priya, a university class repre-
sentative, was responsible for relaying up-
dates between faculty and students during a
shift to hybrid learning. She ensured timely
announcements via group messages, actively
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listened to students’ concerns about sched-
uling, and respectfully conveyed them to the
department. Her clear, consistent, and empa-
thetic communication helped maintain trust
between both sides and ensured smooth coor-
dination throughout the semester.

Core Principles

1. Claritys: Leaders must express their
ideas and instructions in a clear, con-
cise manner to avoid misunderstand-
igs. Clear communication reduces
confusion and gnsures that team mem-
bers undesstand their roles, expecta-
tions, and objectives.

2. Consistency : Effective leaders main-
tain consistency between their words
and actions. Inconsistent messaging
can lead to a loss of trust and credi-
bility. Consistent communication re-
inforces organisational values and en-
sures that team efforts are aligned with
broader goals.

3. Transparency : Being open and hon-
est in communication builds trust and
credibility. Leaders who share rele-
vant information and communicate the
reasoning behind decisions are more
likely to gain employee support and
engagement.

4. Empathy : Understanding the emo-
tions, perspectives, and challenges faced
by team members is vital. Empathetic
communication creates connection and
motivates employees by showing that
their concerns are valued.



5. Responsiveness : Effective leaders
respond to queries, feedback, and
concerns in a timely and thoughtful
manner. Responsiveness demonstrates
attentiveness and reinforces open
communication channels.

Leadership Roles and Communication
Needs

Leadership roles differ in focus and func-
tion, and each requires a tailored communica-
tion approach:

e Visionary Leader : This leader in-
spires teams by articulating a com-
pelling vision for the future. Com-
munication must be inspirational and
future-oriented, often involving story-
telling to convey the big picture.

* Managerial Leader : These leaders
focus on daily operations and deci4
sion-making. Their communication is
typically structured, directive, and, fo-
cused on tasks, deadlines, afid perfor-
mance monitoring.

* Transformational Leader :Transfor-
mational leadersimotivate employees
to innovate and embrace’Change. They
use dynamic andiengaging ¢communi-
cation to challenge assumptions and
promote creativity.

e Transactional Leader : Focused on
reward and performance structures,
these leaders use communication to
define roles, set targets, and ensure
compliance with rules. Their commu-
nication style is formal, direct, and
performance-oriented.

Understanding the nature of each role helps
leaders choose the most effective communica-
tion strategies for their teams and objectives.
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Communication Channels

Modern leadership communication takes
place through a variety of channels, each suit-
ed to different contexts and purposes:

e Face-to-face meetings : These are
essential for in-depth discussions, re-
lationship-building, and conveying
complex or sensitive information.
Non-verbal cues like facial expres-
sions and body language enhance
communication.

e Emails and memos : Best suited for
formal «.communication, documenta-
tion, and providing updates or instruc-
tions. Writtemycommunication ensures
aceountability'and clarity.

* " Video eonferencing : Especially im-
portant in today’s remote work cul-
ture, video calls facilitate real-time
interaction and visual engagement
across geographic boundaries.

e Team messaging apps : Platforms
like Slack or Microsoft Teams en-
able instant communication, informal
check-ins, and quick problem-solving
within teams.

Leaders must select appropriate channels
based on the message’s purpose, audience,
and urgency.

Feedback as a Leadership Tool

Feedback is a critical component of lead-
ership communication. It should be regular,
constructive, and bidirectional. Leaders who
encourage open feedback from team members
promote a culture of continuous improvement.

Constructive feedback highlights strengths
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and areas for development, helping employ-
ees grow professionally. Equally, upward
feedback provides leaders with insights into
their communication effectiveness, leadership
style, and decision-making impact.

For feedback to be effective, it must be spe-
cific, actionable, and delivered respectfully.
Leaders should create safe spaces where team
members feel comfortable sharing opinions
without fear of retaliation. This trust enhances
team cohesion, boosts morale, and drives per-
formance.

Barriers to Effective Leadership Com-
munication

Despite best intentions, several barriers can
impede effective leadership communication:

* Information overload : Excessive or
irrelevant information can overwhelm
employees, leading to confusion and
reduced retention of importantimes-
sages.

e Lack of emotional intelligence:
Leaders who fail towread” emotional
cues or respond empathetically ‘may
alienate team members:

e Cultural and language différences : In
global teams, varying‘€ultural norms
and language fluency can result in
misinterpretations or unintentional of-
fence.

* Poor listening skills : Leaders who
dominate conversations or ignore in-
put miss opportunities for collabora-
tion and improvement.

To overcome these barriers, leaders must
be intentional, inclusive, and adaptive in their
communication styles.
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Case Study Example

A notable example of effective leadership
communication is Satya Nadella’s tenure as
CEO of Microsoft. Upon assuming leader-
ship, Nadella introduced a growth mindset
culture and focused on empathetic communi-
cation. He held listening tours with employ-
ees, encouraged cross-team collaboration, and
reinforced a clear organisational vision.

His transparent and inclusive communica-
tion style revitalised Microsoft's workplace
culture, increased employee satisfaction, and
contributed to _significant business growth.
Nadella’s leadership exemplifies how empa-
thetic and strategic eommunication can trans-
form an‘erganisation.

42:20€ommunication Styles of
EffectivedL.eaders

Effectiye leadership is not solely about de-
cision-making and strategic thinking; it also
hinges on how well leaders communicate with
their teams. The way a leader communicates
can significantly impact team morale, produc-
tivity, and organisational outcomes. Commu-
nication styles refer to the manner in which
leaders express themselves, respond to others,
and facilitate dialogue. Understanding and
adopting the right communication style in the
appropriate context is crucial for achieving
leadership effectiveness.

A communication style is a consistent pat-
tern of verbal and non-verbal interactions used
by individuals to convey messages. In leader-
ship, these styles influence how instructions
are given, how feedback is received, how
conflict is managed, and how relationships are
maintained. The effectiveness of a communi-
cation style depends on factors such as team
composition, organisational culture, the na-



ture of the task, and individual personalities.

Major Leadership Communication
Styles

Among the many identified styles, six are
commonly observed in effective leadership
practice: authoritative, democratic, coaching,
affiliative, pacesetting, and laissez-faire.

The authoritative style is marked by con-
fidence and clarity. Leaders using this style
set a strong vision and direction, often during
times of change or crisis. They articulate ex-
pectations clearly and encourage alignment
around common goals. This style is useful in
moments requiring decisiveness but can feel
rigid if not balanced with empathy.

In contrast, the democratic communica-
tion style emphasises inclusion and shared
decision-making. Leaders who adopt this
style engage their teams in open dialogue,
welcome feedback, and create a partieipa-
tive atmosphere. It promotes credtivity and
team cohesion, though it may lead to delays
in high-stakes scenarios where swift decisions
are needed.

The coaching style is centréd on develop-
ment and growth. Leaders'communicate sup-
portively, focusing on individual strengths

and areas for improvement. They provide on-
going feedback and guidance to help employ-
ees reach their potential. While this approach
builds strong relationships and long-term per-
formance, it demands time and patience.

Affiliative leaders prioritise emotional
connections and team harmony. Their com-
munication is warm, empathetic, and often
informal. They are skilled at healing rifts and
maintaining morale, especially in the after-
math of conflict or stress. However, over-re-
liance on this style can lead to avoidance of
necessary critical conversations.

Pacesetting leaders communicate through
high expectations and lead by example. They
tend tofset ambitious'goals and expect others
to match their intensity. Their communication
istconcise andifocused on results. This style
can drive performance among high achievers
but may overwhelm less experienced team
members, fesulting in burnout.

Laissez-faire communication is character-
ised by minimal interference. Leaders com-
municate general goals but allow team mem-
bers considerable freedom to determine how
those goals are achieved. While this can em-
power self-motivated teams, it risks confusion
and lack of accountability without appropriate
oversight.

Table 4.2.1 Leadership Communication Styles : At a Glance

Style Key Feature
Authoritative Sets a clear vision and direction; strong, confident top-down
communication
Democratic Encourages team participation and shared decision-making
Coaching Focuses on individual development through supportive, feedback-based
dialogue
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Affiliative
communication

Builds emotional bonds; promotes harmony through empathetic

Pacesetting

Leads by example with high standards; communication is results-focused

Laissez-faire

Minimal guidance; team has autonomy in decision-making

The Importance of Flexibility and Context

No single communication style is univer-
sally effective. The key to effective leadership
communication lies in flexibility and adapt-
ability. Skilled leaders assess the context, team
maturity, urgency of the task, organisational
culture, and select the style that best suits the
situation. For example, a new employee might
benefit from a coaching style, while a team
facing a crisis may require an authoritative
approach.

Emotional intelligence plays a central role
in this adaptability. Leaders with high emo-
tional intelligence can accurately readsythe
room, empathise with colleagues,@and adjust
their tone and messaging accordingly. This
ability to adapt ensures that communication
remains both effective andditiman-centred.

Influence on Organisation@dl"Culture

Leadership communication styles signifi-
cantly shape the work envitenment. A dem-
ocratic or coaching style promotes openness,
learning, and innovation, whereas an authori-
tative or pacesetting style may drive discipline
and high performance. The communication
culture established by leaders filters through
all levels of the organisation, influencing how
teams collaborate, solve problems, and treat
one another. A mismatch between the leader’s
style and the organisation’s values, however,
can result in disengagement or cultural disso-
nance.
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Application in Real-world Contexts

Successful leaders often shift between
styles depending on the organisational cli-
mate. A widely cited example is Jacinda Ar-
dern, former Prime Minister of New Zea-
land. In times of national crisis, such as the
Christchurch shootings and the COVID-19
pandemic, Ardern eombined compassionate
(affiliative) and decisive (authoritative) com-
municationy Her ability to balance empathy
with'€larity allewed her to reassure the public
while taking bold, necessary actions. Similar-
ly, in corporate environments, leaders like Sa-
tya Nadella have demonstrated how coaching
and dem@cratic styles can transform rigid cul-
tures mto innovative, inclusive spaces.

4.2.3 Team Communication and Col-
laboration

In a fast-paced and interconnected profes-
sional environment, teamwork stands as the
foundation of productivity and innovation.
However, the success of a team is largely de-
termined by how well its members communi-
cate and collaborate. Effective team commu-
nication refers to the continuous process of
sharing information, clarifying expectations,
and engaging in meaningful interactions that
guide team members towards common ob-
jectives. Collaboration, on the other hand,
involves coordinated efforts, collective de-
cision-making, and the pooling of skills and
knowledge. When communication and col-
laboration work in tandem, teams can achieve



synergy, where the whole is greater than the
sum of its parts.

Communication in teams plays a major
role in aligning goals, facilitating cooper-
ation, and maintaining team cohesion. It in-
volves the exchange of ideas, clarification of
expectations, and provision of feedback. Ef-
fective team communication allows members
to understand their roles, remain informed of
progress, and adapt to challenges. It creates an
environment in which individuals feel heard
and valued, which in turn promotes participa-
tion and motivation.

When communication is poor, teams of-
ten suffer from misunderstandings, duplicat-
ed efforts, and interpersonal tensions. Critical
information may be overlooked or misinter-
preted, leading to delays or errors in project
delivery. On the other hand, well-structured
and respectful communication encourages
openness, promotes trust, and creates a psy-
chologically safe environment for dialogue.
This safety enables members to ask questions;
express opinions, and admit mistakes without
fear of embarrassment or criticism.

Elements of Effective Team.Goemmuni-
cation

Effective team communigation is charac-
terised by clarity, transparency, timeliness,
responsiveness, and respect. Clarity ensures
that messages are free of ambiguity and that
instructions or objectives are well understood.
Transparency involves sharing relevant in-
formation openly and honestly, helping team
members stay informed and aligned with
broader goals. Timeliness refers to the deliv-
ery of information at the right time to prevent
delays and support decision-making.

Responsiveness demonstrates that team
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members value one another’s input and are
willing to engage in meaningful dialogue. Re-
spectful communication is essential in main-
taining professionalism and promoting an in-
clusive team culture. When all team members
communicate with consideration and empa-
thy, collaboration becomes easier and more
natural.

Understanding Collaboration

Collaboration within teams refers to a co-
ordinated and cooperative effort to achieve
shared outcomes. Unlike mere cooperation,
where individuals may work side by side
without deep intetaction, collaboration in-
volves active participation in joint planning,
problem-solving, and decision-making. It re-
quiresymutuabtrust, shared responsibility, and
a commitment to collective success.

Effective collaboration thrives in envi-
ronments Where team members are encour-
aged. toscontribute ideas, build on each oth-
er’s suggestions, and support one another’s
efforts. It allows for distributed leadership,
where responsibility and initiative can shift
fluidly depending on the task at hand. When
team members feel that their contributions are
meaningful and that they are working toward
a common purpose, collaboration becomes
both efficient and rewarding.

Communication Strategies that Sup-
port Collaboration

Strong communication is the backbone of
successful collaboration. Several strategies
help ensure that communication promotes,
rather than impedes, collaborative work. One
key strategy is setting shared goals at the out-
set of a project, which provides a common
direction for the team. Clear roles and respon-
sibilities should also be defined, so that each
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member knows what is expected and how their
work contributes to the collective objective.

Regular team meetings, check-ins, and
progress updates help maintain alignment and
ensure that issues are addressed early. Teams
also benefit from agreed-upon norms for com-
munication, such as when and how to escalate
concerns, or how feedback should be given.
Feedback mechanisms that are constructive
and respectful support continuous improve-
ment and trust-building. In all these practices,
communication should be inclusive, ensuring
that all voices are heard and that team mem-
bers feel empowered to share their perspec-
tives.

Communication in Cross-Functional
and Diverse Teams

In many modern organisations, teams are
cross-functional and culturally diverse. These
teams bring together individuals from different
departments, disciplines, and backgrounds.
While such diversity enhances crgativity and
innovation, it can also pose communication
challenges. Differences in terminology, work
practices, or cultural nopms may leadyto mis4
interpretation or misalighment.

To address these challenges, teams must
intentionally cultivate inclusive €ommunica-
tion practices. This includes using clear and
jargon-free language, actively listening to dif-
fering viewpoints, and demonstrating cultural
awareness and respect. Leaders can support
these efforts by setting expectations for inclu-
sive behaviour, encouraging open dialogue,
and offering training in intercultural commu-
nication. When communication is inclusive,
diverse teams become more cohesive, cre-
ative, and effective.

The Role of Digital Communication in
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Collaboration

With the rise of remote and hybrid work
arrangements, digital tools have become cen-
tral to team communication. Platforms such
as email, messaging apps, video conferenc-
ing, and project management software enable
teams to stay connected across geographical
distances. While these tools increase acces-
sibility and efficiency, they also require new
skills and etiquettes.

Digital communication lacks many of the
visual and tonal cues present in face-to-face
interactions. As a result, messages can be eas-
ily misunderstood or ignored. To communi-
cate effectively in‘digital environments, team
members, must write' €learly, use appropriate
tone, and'choose the right platform for each
typeérof, message. Eor example, video calls
may be best for complex discussions, while
quick updates may be shared via chat.

Digital collaboration tools such as shared
documents and dashboards also facilitate
transparency and real-time updates. Howev-
er, their success depends on consistent use,
clear documentation, and respect for digital
boundaries such as response times and meet-
ing fatigue. Teams that develop strong digital
communication habits are better equipped to
collaborate in modern, flexible workspaces.

Leadership and Team Communication

Team leaders play a critical role in shaping
communication and collaboration. They es-
tablish norms, model effective communication
behaviours, and ensure that every member has
a voice. A good leader promotes psychologi-
cal safety, where individuals feel comfortable
expressing concerns, asking questions, and
admitting mistakes without fear of negative
consequences.



Leaders also manage the flow of commu-
nication by facilitating meetings, sharing up-
dates, and providing timely feedback. They
serve as connectors, bridging gaps between
team members and removing communication
barriers. When conflict arises, leaders mediate
discussions with fairness and empathy, guid-
ing the team toward resolution and learning.
Ultimately, leadership is central to creating a
culture in which communication and collab-
oration are valued and practised consistently.

Conflict Management Through Com-
munication

Conflict is an inevitable part of team dy-
namics, particularly in high-pressure or inno-
vative environments. However, when man-
aged constructively, conflict can lead to better
ideas, stronger relationships, and improved
outcomes. Communication is the key to trans-
forming conflict from a threat into an oppor:
tunity.

Effective conflict resolution inyolves open
dialogue, active listening, and a focus onfin-
terests rather than positions. Team, members
should be encouraged te'express their con*
cerns calmly and respeetfully, using “I” state-
ments to avoid blame, Leaders or mediators
can guide the discussion by helpifig parties
identify common ground andsdevelop mu-
tually beneficial solutions. When conflict is
approached with empathy and a commitment
to understanding, it strengthens rather than
weakens team cohesion.

Building a Collaborative Team Culture

To sustain collaboration over time, teams
must build a culture that values communica-
tion, trust, and mutual support. This involves
setting clear expectations for how team mem-
bers should interact, make decisions, and re-
solve issues. Teams should celebrate shared
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achievements, reflect on challenges, and con-
tinuously seek ways to improve communica-
tion processes.

Organisations can support this culture by
recognising collaborative efforts, providing
training in communication and teamwork,
and encouraging cross-functional initiatives.
A collaborative culture is not built overnight,
it is cultivated through consistent practice,
supportive leadership, and an environment
that rewards openness and collective success.

4.2.4 Digital Professionalism

Aditya, a project coordinator at a global
NGO, is tasked with leading a virtual team
meeting involving members from India, Ken-
ya, and the’UK. Prior to the meeting, he re-
views the agenda, shares it with the team via
a collaborative platform (Microsoft Teams),
and schedules the call at a time considerate of
all time zones. On the day of the meeting, Ad-
itya logsdn ten minutes early, checks his audio
and camera, and wears business casual attire
gven though it is a remote call.

During the meeting, he keeps his micro-
phone muted when not speaking, uses the
“raise hand” feature to manage turn-taking,
and shares his screen smoothly when walk-
ing the team through the project timeline. He
maintains professional tone and body lan-
guage throughout, avoids slang, and clarifies
points using simple, inclusive language. He
ends the meeting with a quick summary and
follows up with a concise email outlining key
action items.

Later that week, a team member shares a
document without access permissions or ver-
sion history. Aditya responds respectfully, ex-
plains the importance of access controls and
proper file naming, and guides the colleague

m
—C—~

“tseg

SREENARAYANAGURU
OPEN UNIVERSITY



to the team’s document-sharing protocol. He
also reminds the group of the organisation’s
cybersecurity practices, like avoiding public
Wi-Fi when handling sensitive data and reg-
ularly updating passwords.

Aditya maintains an up-to-date LinkedIn
profile that reflects his professional experi-
ence and includes posts on sustainable devel-
opment initiatives. He avoids posting contro-
versial opinions and regularly engages with
industry-related content. His consistent and
respectful online presence contributes to his
nomination for a cross-departmental leader-
ship programme.

Digital professionalism encompasses a
range of behaviours and practices that demon-
strate appropriate conduct in online profes-
sional settings. This includes the way indi-
viduals communicate via email, participate in
virtual meetings, use collaborative platforms;
manage digital identities, and engage on so-
cial media. It requires awareness of tofie, clar-
ity, privacy, and the long-term implications of
digital footprints.

At its core, digital professionalismiis about
aligning digital behayiour with_the values
and expectations of a professtonal environ-
ment. It is not confined to formal work hours
or work-issued devices. Rather,«t extends to
how professionals present themselves and in-
teract with colleagues, clients, and the public
across digital channels, including LinkedIn,
company intranets, and even personal online
profiles.

Key Aspects of Digital Professional-
ism

Several key principles define digital pro-
fessionalism:

* Clarity and Tone : Digital communi-
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cation lacks the non-verbal cues pres-
ent in face-to-face interaction. There-
fore, messages must be thoughtfully
composed to avoid misinterpretation.
Tone should be respectful, construc-
tive, and audience-appropriate. Use of
emojis, slang, or abbreviations should
be mindful of the context and organi-
sational culture.

e Email and Messaging Etiquette:
Professional email communication
involves using clear subject lines,
courteous greetings, and concise yet
complete messages. Response time,
formattingy, and respectful sign-offs
also contribute to one’s professional
image. The same principles apply to
instant messaging tools used in the
workplace:

* Virtual Meeting Conduct: As vid-
eo/conferencing becomes a standard
mode of communication, individuals
must practise appropriate meeting eti-
quette. This includes joining meetings
on time, dressing appropriately, using
mute/unmute judiciously, maintaining
eye contact, and avoiding multitask-
ing. Being attentive and engaged con-
veys respect and professionalism.

* Time and Task Management: Using
digital calendars, task managers, and
project tools efficiently demonstrates
organisation and reliability. Meeting
deadlines, sharing updates promptly,
and maintaining transparency about
one’s workload are key practices that
contribute to a digitally professional
work environment.

Online Identity and Digital Footprint

A professional’s online identity plays a sig-



nificant role in shaping their personal brand.
Employers, clients, and colleagues often view
online profiles to form impressions. There-
fore, maintaining a consistent and credible
digital presence is essential. This includes up-
dating professional platforms like LinkedIn,
avoiding controversial or offensive posts, and
ensuring that public content aligns with one’s
professional values.

Digital footprints, the trails left by online
activity, can have long-term implications.
Comments, photos, or posts shared years ago
can resurface and affect one’s reputation. Prac-
tising digital professionalism involves being
aware of these risks and exercising discretion
in what is shared or endorsed online. Regu-
lar audits of one's digital presence are recom-
mended to ensure alignment with evolving
professional goals.

Cybersecurity and Data Ethics

Digital professionalism also eftails a
strong commitment to cybersecurity and ethié
cal handling of information. Professionalsiare
responsible for safeguarding sensitive data,
using secure passwords) avoiding phishing
scams, and following/organisational policies
regarding data privacy and’ protection. Mis-
handling data not only damages trust but may
also have legal consequences:

Ethical digital behaviour includes not pla-
giarising content, respecting copyright laws,
and giving credit where due. When collabo-
rating on shared documents or using infor-
mation from others, clear attribution must be
practised. This creates an environment of in-
tegrity and respect for intellectual property.

Social Media Conduct

While social media is often perceived as a
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personal space, its impact on professional rep-
utation cannot be ignored. Comments, shares,
and affiliations on platforms like Twitter, Ins-
tagram, or Facebook can influence how one is
perceived in professional circles. Digital pro-
fessionalism requires that individuals maintain
civility, avoid discriminatory or inflammatory
remarks, and exercise caution when engaging
in debates or sharing opinions online.

Many organisations have social media pol-
icies that guide employee behaviour. Profes-
sionals must be aware of these guidelines and
consider the implications of their online activ-
ity for both themselves and their employers.
In positive cases,ysocial media can be used
constructively to shewcase expertise, build
networksyand promote the organisation’s val-
ues.

Inclusivity and Accessibility in
Digital Spaces

Digital professionalism includes being in-
clusive and accessible in all forms of online
communication. This means using inclusive
language, being aware of cultural sensitiv-
ities, and ensuring that digital content (such
as documents, presentations, and websites) is
accessible to individuals with disabilities. For
example, using clear fonts, providing alt text
for images, and enabling captions on videos
enhances accessibility.

Respecting time zones in global teams,
avoiding jargon, and allowing for asynchro-
nous communication when needed are also
key elements of digital inclusivity. A digitally
professional environment recognises and ac-
commodates the diverse needs of its partici-
pants.

Digital Collaboration and Team Etiquette
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Modern workplaces depend heavily on dig-
ital tools for collaboration. Whether it’s work-
ing on shared documents in Google Drive or
managing projects on Trello or Asana, profes-
sionals must follow team norms and etiquette.
This includes updating shared files respon-
sibly, commenting constructively, assigning
tasks appropriately, and avoiding spamming
or unnecessary notifications.

Being professional in a collaborative digital
space means showing respect for others’ time
and effort. It involves acknowledging contri-
butions, maintaining clear records, and ensur-
ing that digital interactions support rather than
hinder productivity. Effective communication,
combined with discipline and respect, ensures
smooth virtual teamwork.

Challenges to Digital Professionalism

Despite best intentions, maintaining digital
professionalism can be challenging. The ins
formal nature of online platforms, combined
with the pressures of multitasking and blurred
personal-professional boundariesy/¢an lead to
lapses in judgment. Fatigue from proloniged
screen time may also affect tone andattentive-
ness. The rapid pace of digital communication

can increase the risk of miscommunication or
inappropriate messaging.

To mitigate these challenges, organisations
should provide training in digital etiquette and
support employees in managing their digital
workload. Individuals, in turn, must cultivate
self-awareness and emotional intelligence to
navigate digital spaces effectively.

The Role of Leadership and Organisa-
tional Culture

Leaders set the tone for digital profession-
alism within a workplace. Their online con-
duct, responsiveness, and communication
style become a model for others. By promot-
ing respectful communication, recognising
good digital practices; and addressing lapses
consteuctively, leaders reinforce a culture of
professionalism.

Organisations can support this by creat-
ing clear policies on digital conduct, provid-
mgiregular training, and integrating digital
professionalism into performance appraisals.
A professional digital culture leads to better
collaboration, higher morale, and a stronger
organisational reputation.

)

you explained the key terms.’

sections for easier understanding.”

your argument even stronger.”

Sample'Feedback Phrases for Students

Use these to practise giving positive and constructive feedback in professional settings:

» Positive: “Your presentation was really clear and engaging — I especially liked how

» Constructive: “Your points are strong. It might help to organise them into clearer

* Encouraging: “You've made great progress; maybe adding some data could make
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| Recap jp——
+
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Leadership communication aligns vision with team performance goals
Clarity and empathy strengthen a leader’s communication style
Different leadership roles need tailored communication approaches
Use appropriate channels for effective leadership communication
Feedback enhances growth and strengthens leader-team relationships
Avoid communication barriers through intentional, inclusive strategies
Leaders adapt styles based on context and audience

Leadership styles shape team dynamics and workplace culture

Team communication builds clarity, trust, and shared dizection
Respectful dialogue fosters collaboration and psychologicabteam safety
Diverse teams require inclusive, jargon-free comiunication strategies
Digital collaboration needs clarity, tone, and tool dis€ipline

Maintain professionalism in emails, meétings, and enline‘interactions

Protect data and respect copyright in digital spaces

vV VvV V. V. V. V. VvV VvV V. Vv v ‘VvY

Leaders model digital behaviour.and set professional standards

=

=

I Objective Questi()ns —
L= e

What is the core €omponent of effective leadership?

Which leadership styleefi€ourages participation and shared decision-making?
What term describés the mutual effort towards a shared goal?

Which communication channel is ideal for informal team updates?

Which principle of communication involves being open and honest?

What is the dominant feature of affiliative leadership?

What platform is commonly used for professional online presence?

What is the key skill in adapting communication styles?

2 g ey trgs W=

Which leadership style is directive and task-focused?
. What type of communication involves non-verbal elements?

—_—
—

. What is essential for managing diverse cross-functional teams?

Ju—
N

. Which document-based tool supports real-time team collaboration?

—
[98)

. What should be avoided in digital communication to prevent confusion?

—
N

. What term refers to the trail left by online activities?
. What is the foundation of effective team collaboration? TE

=
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I Answers —

L2

-

P2 & & ¥ o> B =

Communication 9. Authoritative
Democratic 10. Face-to-face
Collaboration 11. Inclusivity
Messaging 12. Dashboard
Transparency 13. Ambiguity
Empathy 14. Footprint
LinkedIn 15. Trust
Flexibility

g

=

I Assignments —

1.

Explain how leadership communication principles eontribute to successful team
management.

Describe the various communication gtyles of effective leaders and their organi-
sational impact.

Discuss how effective team communication suppdrts collaboration and produc-
tivity.

Analyse the significance of digitalgrofessionalism in today’s professional com-
munication landscape.

Evaluate the role of leaders i promoting collaborative, ethical, and inclusive dig-
ital communication.

I Suggested Reading —

=

Carnegie, Dale. How to Win Friends and Influence People. Simon and Schuster,
20009.

Covey, Stephen R. The 7 Habits of Highly Effective People: Powerful Lessons in
Personal Change. Free Press, 2004.

Guffey, Mary Ellen, and Dana Loewy. Business Communication: Process and
Product. Cengage Learning, 2021.

Locker, Kitty O., and Donna S. Kienzler. Business and Administrative Communi-
cation. McGraw-Hill Education, 2013.
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Unit 3

Advanced Communication and
Presentation Skills

ILearning Outcomes —
= lp

The content of the Unit is aligned with the following learning outcomes:

» develop clear and concise professional writing for various business con-
texts

» deliver structured and engaging presentations tailored to audience needs

» apply appropriate tone, coherence, and format in workplace communica-
tion

» revise and refine communication for clarity, proféssionalism, and ethics

El 5
I Prerequisites —

When Arjun, a postgraduate business student, was asked to prepare a proposal for a
client pitch during his internship, he felt confident about his ideas. However, when the
time came to present, his message fell flat. The proposal lacked structure, the visuals were
cluttered, and his delivéry felt rushed and‘unconvincing. In contrast, a colleague from
another department delivered a polished presentation using clear language, strong visuals,
and confident non-vetbal eties, Icaving a lasting impression on the client and winning the
team the contract. Arjun realised that technical knowledge alone was not enough; master-
ing professional writing and présentation was essential for career success.

In today’s professional world, communication is no longer a soft skill, it is a strategic
asset. Employers and clients expect messages to be clear, purposeful, and professionally
delivered. Whether it is drafting an email, writing a proposal, or speaking at a meeting,
professionals must be able to express their ideas with clarity, confidence, and impact. The
ability to write well-structured documents and deliver effective presentations can make the
difference between being heard and being overlooked.

Professional writing goes beyond correct grammar and formatting, it involves under-
standing the audience, choosing the right tone, and presenting information logically. Like-
wise, presenting in a business context is not just about speaking well, it requires planning,
using appropriate visual aids, and engaging the audience through verbal and non-verbal
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communication. In both writing and speaking, precision, persuasion, and professionalism

are key.

This unit equips learners with advanced skills in writing and presenting, specifically
needful for real-world professional and organisational settings. Through practice-based
learning, students will refine their ability to compose effective business documents, devel-
op impactful presentations, and communicate confidently in diverse workplace contexts.

| Key Words|

Professional Writing, Presentation Skills, Clarity, Tone, Coherence, Visual Aids, Audience

Awareness, Business Communication

DiSCHSSiOH—

4.3.1 Professional Writing and Pre-
sentation SKkills

In today’s fast-paced globalised world,
effective communication is a cornerstone of
professional success. Writing and presenting
are two fundamental skills that determineshow
clearly, persuasively, and confidently a profes-
sional is able to convey ideas, negotiate rela-

tionships, and mfluence outcomes. These ad-
vanced communication skills are particularly
crucialdn, the business and professional land-
scape, whete clarity, tone, structure, and de-
liveryean significantly impact opportunities
for networking and career development. This
unit explores the core principles, formats, and
strategies for refining professional writing and
presentation, offering a practical framework
for students to enhance their communicative
competence in varied organisational contexts.

Presentation Preparation Tips — Learner Checklist

Use this quick checklist to ensute you’re ready for your next class talk:

» Have I clearly defined my key message or purpose?

* Is my content well-organised with an introduction, main points, and conclusion?

» Have I practised aloud to check timing and flow?

* Have I anticipated possible questions and prepared answers?

* Am [ using visual aids (if needed) clearly and effectively?

* Have I checked my posture, voice clarity, and eye contact?

* Have I tested any tech equipment (slides, projector, mic)?

» Have I dressed appropriately for a professional setting?

* Do I feel confident and calm to engage my audience?
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4.3.1.1 Writing for Professional Purposes

Characteristics of Effective Profes-
sional Writing

Professional writing is characterised by
clarity, brevity, formality, and purposefulness.
Clarity ensures that messages are understood
on the first reading, using simple sentence
structures and familiar vocabulary. Unlike
creative writing, professional writing avoids
ambiguity, emotive language, and ornamen-
tation. Brevity is equally important, messag-
es should be as short as possible while still
conveying complete meaning. Tone, while
formal, must be appropriate to the relation-
ship between writer and reader. For instance,
communication with a colleague may be less
formal than a letter to a client or superior. Pro-
fessional writing also requires the writer to
stay focused on the purpose of the message,
whether it is to inform, request, persuade, ot
report.

Common Business and Professional
Documents

A variety of documents are used,regularly
in professional settings. JEBmails arethe mest
frequently used form of writtens€@mmunica-
tion and must follow convefitions including a
clear subject line, salutation, logically struc-
tured content, and professiofialfsign-off. Re-
ports, such as progress, feasibility, or analyt-
ical reports, present factual information in a
structured format to support decision-making.
They typically include sections like executive
summaries, findings, and recommendations.
Proposals are persuasive documents aimed at
securing approval, funding, or support for an
idea or project. They must be logically argued
and strategically presented. Minutes of meet-
ings record discussions, decisions, and action
items and must be accurate, objective, and
chronologically organised. Memos are brief
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internal documents used to inform or remind
staff about policies or procedures and often
use direct language and a structured format.

Format and Style

Effective professional documents must be
easy to read and navigate. The use of headings
and subheadings enhances clarity by guiding
the reader through the content. Paragraphing
should be purposeful, with each paragraph
dedicated to a specific point or theme. Font
choice should be consistent, professional, and
readable. Writers should also avoid overly
complex or verbose constructions, opting in-
stead for activefvoice, precise vocabulary, and
logical organisation. Grammar, punctuation,
and spelling should'be flawless, as errors can
damage ctedibility. Before submission, docu-
ments must be carefully proofread and edited,
not only to eliminate mistakes but to improve
flow, tone; and overall impact.

4.3.1.2 Presenting in Professional
Contexts

Ananya, a junior analyst at a consulting
firm, is selected to present a market trend re-
port to a panel of senior executives. Aware of
the importance of structure and delivery, she
begins her preparation a week in advance.
She starts by crafting a compelling introduc-
tion that highlights a surprising market sta-
tistic, immediately capturing attention. Her
presentation body is divided into three logi-
cal sections, current trends, client behaviour
analysis, and strategic recommendations, each
supported by graphs and short case studies.

She uses clean, consistent PowerPoint
slides with minimal text, following the “6x6
rule to maintain visual clarity. Complex data is
shown through charts and infographics, which
she explains clearly, reinforcing her spoken
content. Her conclusion effectively summaris-
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es key points and ends with a powerful ques-
tion: “Given these findings, how should we
reposition our strategy in the next quarter?”

During the presentation, Ananya main-
tains steady eye contact, uses natural hand
gestures, and speaks clearly with varied tone
and emphasis. She avoids filler words, pauses
meaningfully after key points, and reads the
audience’s reactions to adapt her pace. Her
confident delivery and thoughtful use of visu-
als not only impress the panel but also spark
a productive discussion that leads to her be-
ing invited to present at the upcoming client
meeting.

Essentials of a Good Presentation

A successful presentation requires more
than just speaking in front of an audience; it
demands preparation, structure, and confi-
dence. A well-prepared presentation includes
a clear introduction, a logically organised
body, and a memorable conclusion. The intro-
duction should grab the audience’s dttention,
establish relevance, and present the purpose.
The body should follow a cohetent progtes-
sion of points, supported by evidence or ex-
amples. The conclusion should summasise
key points and provide closurejisometimes
ending with a call to actienor a question. Un-
derstanding the audience is criticalgas content
and delivery must be adaptedtortheir expecta-
tions, interests, and level of knowledge.

Use of Visual Aids

Visual aids significantly enhance the effec-
tiveness of a presentation by making informa-
tion easier to understand and retain. Presenta-
tion slides, created using tools like PowerPoint
or Google Slides, should be visually clean,
consistent in format, and free from excessive
text. Visuals such as graphs, charts, images,
and diagrams help clarify complex data and
ideas. The “6x6 rule, no more than six words
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per line and six lines per slide, is often rec-
ommended to maintain clarity. Infographics
are especially useful for summarising data or
showing relationships, while videos and ani-
mations can be used to explain processes or
evoke emotional engagement. However, all
visual elements must support, not replace, the
speaker’s message.

Verbal and Non-Verbal Communi-
cation

Delivery plays a crucial role in presenta-
tion success. Verbal communication includes
clear articulation, appropriate volume, varied
intonation, and well-paced speech. Presenters
should avoid filler words like “um” and “you
know” and instead ‘Use pauses strategically
for emphasis. Non-verbal communication,
eyeseontact, facial expressions, posture, and
gestures, helps-establish rapport and convey
confidence. For example, maintaining eye
contact shows attentiveness and engagement,
while opefr gestures reinforce verbal points. It
1s‘also'important to manage paralinguistic fea-
tures such as pitch, tone, and rhythm, as they
affect how the audience perceives enthusiasm,
authority, and sincerity.

4.3.2 Advanced Business Writing

Advanced business writing involves stra-
tegic thinking and adaptability, enabling the
writer to tailor content according to purpose
and audience. The primary objectives of busi-
ness writing include facilitating decision-mak-
ing, promoting understanding, maintaining re-
cords, and influencing outcomes.

At an advanced level, business writing also
plays a role in branding, reputation manage-
ment, and leadership. Executives, team lead-
ers, and communication professionals often
use written language to shape internal culture
and public perception. A well-written report



or memo can create trust, while a poorly con-
structed email can lead to misunderstandings
or reputational damage.

4.3.2.1 Audience Awareness and Purpose

Understanding the audience is foundation-
al to effective business writing. An advanced
writer anticipates the reader’s expectations,
level of expertise, priorities, and potential
reactions. Communication with senior man-
agement, for example, should be concise,
data-driven, and aligned with organisational
strategy. Writing for clients demands persua-
sion and relationship-building, whereas inter-
nal communication with colleagues may be
more direct and collaborative in tone.

Purpose also determines structure and tone.
If the goal is to persuade, the writing should
include a compelling argument supported by
evidence. If the purpose is to inform, clari:
ty and completeness are paramount. For re-
quest-based communication, politenéss 'and
specificity are crucial. Aligning plirpose and
audience helps determine the level of detatl,
the type of language used (formal‘ot semi-for-
mal), and the overall tonefof'the message.

4.3.2.2 Principles of Clarityy
Conciseness, and Coherence

The hallmark of effective business writing
is clarity. This requires selecting words that
are precise and avoiding jargon unless it is
industry-specific and familiar to the audience.
Long-winded explanations, complex sentenc-
es, and ambiguous expressions can lead to
confusion and misinterpretation. Advanced
writers use short, well-structured sentences
and logically ordered paragraphs to enhance
readability.

Conciseness is equally important. Busi-
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ness professionals often operate under time
constraints and prefer communication that
gets to the point quickly. Repetitive phrases,
redundant modifiers, and unnecessary filler
words should be eliminated. However, brev-
ity should not compromise completeness. The
challenge lies in conveying the necessary in-
formation in the fewest possible words with-
out losing meaning.

Coherence refers to the logical flow of
ideas within and between paragraphs. Effec-
tive transitions, consistent tense usage, and
clear topic sentences help maintain cohesion.
Writers must ensure that each paragraph fo-
cuses on a single idea, supported by relevant
details or evidences The entire document
should“read as a unified whole, with a clear
beginning, middle, and end.

4.3.2.3 Formal Tone and Style

Advanéed business writing typically em-
ploysia formal or semi-formal tone, depend-
ing on the relationship between the writer and
the reader. Formal tone avoids contractions,
slang, colloquial expressions, and emotive
language. It also reflects objectivity, polite-
ness, and professionalism. For instance, in-
stead of saying “I think this is a bad idea,” a
formal alternative would be, “This approach
may not yield the desired outcome.”

The style must be consistent with the com-
pany’s communication standards or brand
voice. Some organisations favour a direct,
assertive style, while others prefer a more
diplomatic or narrative tone. Regardless of
the style, grammatical correctness, syntactic
clarity, and proper punctuation are non-nego-
tiable. Advanced writers also pay attention to
formatting conventions, such as indentation,
alignment, bullet points, and white space,
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which enhance visual clarity and improve
reader engagement.

4.3.2.4 Key Business Writing Formats

1. Emails

Emails are the most common form of busi-
ness writing. An effective email has a clear
subject line, a formal greeting, a concise body,
and a respectful closing. The message must
be structured logically, with each paragraph
serving a distinct purpose. Proper etiquette,
such as addressing the recipient correctly, us-
ing professional language, and proofreading
before sending, is essential. Advanced email
writing also involves managing tone and emo-
tion in asynchronous communication, where
misunderstandings can easily occur.

2. Reports

Business reports are formal documents
used to present information, findings, and
recommendations. They may be analytical,
investigative, or progress-based Standard.
components include a title page, executive
summary, table of contents, introduction,
methodology, analysis, findings, conclusiony
and recommendations /Reports must be fac-
tual, objective, and evidencesbased.\The use
of visuals, such as graphs, tables, and charts,
helps simplify complex data and stipport con-
clusions. Clarity of structure and neutrality of
tone are critical for maintaining credibility.

3. Proposals

Proposals are persuasive documents de-
signed to offer solutions to problems or to
pitch ideas, services, or products. They follow
a logical structure: problem identification,
proposed solution, benefits, timeline, and bud-
get. A strong proposal is tailored to the needs
and expectations of the recipient. It must an-
ticipate objections, provide evidence of feasi-
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bility, and offer measurable outcomes. Visual
layout, executive summaries, and persuasive
language are essential elements of successful
proposals.

4. Memos and Briefings

Memos are short, internal documents used
to convey information, make announcements,
or issue instructions. They are usually direct
and to the point, avoiding unnecessary detail.
Briefing documents, on the other hand, sum-
marise key information for decision-makers
and must be both concise and informative.
Both formats benefit from headings, bullet
points, and structured layout, especially when
addressing complexior policy-driven topics.

5. Meeting Minutes

Meeting minutes@re formal records of dis-
cussions, decisions, and action points from
meetings. They require accuracy, neutrality,
and clarity. Each entry should include the date,
time,.attendees, agenda items, key points dis-
cussed, decisions taken, and tasks assigned.
Well-written minutes serve as an official ref-
erence and are essential for organisational ac-
countability and follow-up.

4.3.2.5 Digital and Collaborative Writing

Advanced business writing today often
involves collaborative tools and digital plat-
forms. Writers may work simultaneously on
shared documents, prepare content for web-
sites or portals, or manage internal commu-
nication through collaborative platforms like
Slack, Microsoft Teams, or Confluence. In
such settings, clarity, version control, and
documentation become crucial.

Digital writing also extends to social media
posts, blogs, newsletters, and customer com-
munications. These formats demand a com-



bination of precision, engagement, and brand
consistency. Tone must be adapted to digital
audiences, often more conversational, yet still
professional. Writers must balance readabili-
ty with search engine optimisation (SEO) and
accessibility standards.

4.3.2.6 Revising, Editing, and Proofreading

Advanced writing is as much about rewrit-
ing as it is about composing. The revision
process allows writers to refine ideas, reorga-
nise content, and improve coherence. Editing
focuses on language accuracy, sentence flow,
and stylistic consistency. Proofreading elimi-
nates mechanical errors in grammar, punctua-
tion, spelling, and formatting. In professional
contexts, careless mistakes can undermine
credibility, damage relationships, and lead to
costly errors. Thus, careful review is a hall-
mark of responsible business writing.

Many writers benefit from using tools such
as Grammarly, Hemingway Editor#0f" in-
house style guides. Peer review isd@lso useful
in collaborative environments, offering fuesh
perspectives and constructive feedback. Ad-
vanced writers often buildchecklists to,ensure
compliance with organisational standards and
external regulations.

4.3.2.7 Ethical Considerations and Pro-
fessional Integrity

Business writing must adhere to ethical
standards, especially when dealing with sen-
sitive information or representing the organ-
isation publicly. Plagiarism, data manipula-
tion, discriminatory language, or misleading
claims can lead to legal repercussions and rep-
utational harm. Writers must ensure transpar-
ency, accuracy, and accountability. Sensitive
communications should maintain confidenti-
ality and respect the rights of all stakeholders.
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Moreover, in globalised workplaces, busi-
ness writing must reflect intercultural sensi-
tivity. Idioms, colloquialisms, or cultural ref-
erences unfamiliar to international audiences
should be avoided. Inclusive language, re-
spectful of gender, ability, and cultural diver-
sity, creates a respectful and equitable work-
place culture.

4.3.3 Public Speaking and Presentation

Public speaking in a professional setting
refers to the act of delivering spoken mes-
sages to an audience with a specific purpose,
informing, pefsuading, motivating, or in-
structing. Unlike easual conversations, pub-
lic speaking is structured, goal-oriented, and
audience=sensitive. It requires advance prepa-
ration and ‘practice to/ensure that the speaker
communicates effectively, maintains engage-
ment, and achieves the intended outcomes.
Presentations, a specific form of public speak-
ing, are often supported by visual or multime-
dia‘aids and are commonly used in meetings,
conferences, classrooms, and webinars.

In the workplace, public speaking may
take the form of delivering reports, conduct-
ing training sessions, leading discussions, or
making announcements. Business leaders,
educators, and professionals in all fields are
increasingly expected to present ideas to di-
verse audiences. Public speaking, therefore, is
not just a performance skill but also a strategic
tool for relationship building, persuasion, and
professional credibility.

4.3.3.1 Planning and Structuring a Pre-
sentation

An effective presentation begins with clear
planning and organisation. Before preparing
content, the speaker must identify the purpose
of the presentation, is it to inform, persuade,
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entertain, or inspire? The purpose determines
the tone, structure, and content. Next, the
speaker must analyse the audience, under-
standing their background, expectations, in-
terests, and level of expertise. This helps in
selecting the appropriate level of detail and
style of delivery.

The structure of a presentation typical-
ly follows a three-part format: introduc-
tion, body, and conclusion. The introduction
should capture the audience’s attention, es-
tablish credibility, and provide a preview of
the main points. Techniques such as asking
a thought-provoking question, sharing a rel-
evant anecdote, or citing a surprising statis-
tic can be effective openers. The body of the
presentation contains the key ideas, supported
by examples, evidence, or stories. These ideas
should be logically organised using sign-
posting language such as "first," "next," "in
contrast," and "finally." The conclusion must
summarise the key points, reinforce the cen-
tral message, and end with a strong ¢closing
remark or call to action.

Clarity, coherence, and conciseness are es-
sential throughout. Audiénces may not_have
access to written versions of theqresentation,
so the content must be easily understandable
when heard. Repetition of key ideas and stra-
tegic pauses can help reinforgeuiderstanding.

4.3.3.2 Verbal Communication and
Voice Control

Verbal delivery is the cornerstone of pub-
lic speaking. It involves the effective use of

language, voice modulation, pace, and clarity
. A confident speaker uses simple, precise lan-
guage that is appropriate for the audience and
avoids jargon unless it is understood by all.
Grammar and pronunciation must be accurate,
and the tone must match the purpose, formal,
persuasive, empathetic, or motivational.

Voice control plays a crucial role in sustain-
ing audience interest. Speakers should vary
their pitch to express emotion and emphasis,
adjust volume to suit the size of the room or
the microphone, and maintain an appropriate
pace to allow listeners to follow comfortably.
Speaking too guickly can confuse the audi-
ence, while a slowypace may bore them. Paus-
ing at key moments'¢an add dramatic effect or
providetime for the audience to absorb com-
plex information.

Confidence in speech reflects the speak-
er’s preparedness and belief in the message.
Avoiding Ailler words such as "um," "you
knew," ©r "like" improves professionalism.
Practising aloud and recording one’s speech
are useful techniques to improve verbal fluen-
cy and vocal control.

4.3.3.3 Non-Verbal Communication
and Body Language

Non-verbal cues significantly influence
how spoken messages are perceived. Body
language, including facial expressions, ges-
tures, posture, and eye contact, must align
with the verbal message. Effective speak-
ers maintain eye contact to create a sense of
connection and sincerity. Looking at different

Voice Warm-Up Tip:

To improve clarity and vocal energy, try reading aloud a news headline or short article each
morning. Focus on articulation, pacing, and expression. This simple daily exercise helps
warm up your voice and builds confidence over time.
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parts of the audience periodically helps in en-
gaging everyone present.

Gestures should be natural and purposeful,
reinforcing the spoken words rather than dis-
tracting from them. For instance, using hand
movements to show contrast or progression
adds emphasis to the message. Standing up-
right with an open posture conveys confi-
dence, whereas slouching or folding arms
may suggest nervousness or defensiveness.

Facial expressions also add depth to the
message. A smile can build rapport, while ap-
propriate expressions of concern, enthusiasm,
or seriousness add authenticity to the speak-
er’s delivery. Movement across the stage or
presentation space should be deliberate and
minimal, avoiding pacing or fidgeting.

4.3.3.4 Visual Aids and Presentation
Technology

Visual aids are essential tools for@nhanc-
ing public speaking. They support under
standing, provide emphasis, and keep audi-
ences engaged. Common visual aids include
slides (PowerPoint or Geogle Slides)jcharts;
graphs, images, videog, and propss, However,
visuals should complementithe speech, not
dominate it. The golden rule is gimplicity,
slides should include minimal.text, use read-
able fonts, and avoid excessive animations or
distracting colours.

Effective presenters follow the “6x6 rule”:
no more than six bullet points per slide and
six words per bullet point. Visuals must be
well-designed, consistent in style, and clearly
linked to the spoken content. Charts and info-
graphics must be explained clearly, and tech-
nical terms should be defined for non-expert
audiences.

The use of technology also involves en-
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suring that all equipment, projectors, mi-
crophones, clickers, is tested in advance. In
online presentations or webinars, presenters
must be proficient with screen-sharing, vir-
tual whiteboards, breakout rooms, and chat
features. Background, lighting, and internet
connectivity should be optimised to maintain
professionalism in virtual settings.

4.3.3.5 Audience Engagement and In-
teraction

An effective public speaker does not mere-
ly talk at the audience but engages with them
actively. Audignce engagement begins with
understanding their interests and expecta-
tions, but it also includes real-time interaction
during the presentation: Asking rhetorical or
direct questions, inviting responses, conduct-
ing quickypolls, oruising storytelling are ways
to involve listeners.

Good speakers also remain attentive to
audiencé feedback, both verbal and non-ver-
bal. If the audience appears disengaged or
confused, the speaker must adjust pace, tone,
or content. Rephrasing complex ideas, sum-
marising frequently, and using humour (when
appropriate) can reinvigorate attention.

In small group presentations or workshops,
interaction becomes even more important. Fa-
cilitating discussions, encouraging questions,
and addressing objections respectfully pro-
motes inclusivity and trust. Audience-centred
delivery transforms a monologue into a dia-
logue, enhancing learning and impact.

4.3.3.6 Handling Nerves and Building
Confidence

Stage fright is a common challenge, even
for experienced speakers. Nervousness often
stems from fear of judgment, forgetting lines,
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or technical issues. However, with preparation
and practice, speakers can learn to manage
their anxiety and deliver confidently.

Key techniques for overcoming nervous-
ness include deep breathing, positive visual-
isation, and mental rehearsal. Knowing the
content thoroughly and anticipating possible
questions builds self-assurance. Practising in
front of friends, mentors, or mirrors can also
help desensitise the fear of speaking in front
of others.

Rather than trying to eliminate nervous-
ness entirely, speakers should aim to harness
it positively, using adrenaline to energise their
delivery. Confidence also grows through feed-
back and experience. The more one practises
public speaking, the more comfortable and
competent one becomes.

4.3.3.7 Public Speaking in Digital and
Hybrid Formats

In today’s globalised and digital work-
place, public speaking increasingly occars

in online or hybrid formats. Virtual presen-
tations require additional skills in managing
technology, engaging audiences remotely, and
maintaining screen presence. Presenters must
ensure that they speak directly to the webcam
to simulate eye contact and remain animated
despite the absence of physical audience feed-
back.

Engagement tools such as polls, Q&A
boxes, digital whiteboards, and chat fea-
tures should be used to maintain interaction.
Digital etiquette, such as starting on time,
muting when not speaking, and managing
screen-sharinggmust be followed. In hybrid
settings, presenters,must balance attention be-
tween in-person and virtual participants, using
microphones, cameras, and physical gestures
effectively.

Digital public speaking requires flexibil-
ity, adaptability, and technical proficiency. It
offers new; opportunities for reaching broader
audiences, and professionals must embrace
these tools as part of their communicative
skill set.

I Recap —
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Professional success depends on effective business communication skills
Writing and presentidgiénhance clarity and workplace credibility
Professional writing prioritises clarity, brevity, and formal tone

Emails require clear structure and professional language use

Reports present findings and support strategic decision-making
Proposals persuade stakeholders with structured persuasive arguments
Memos and minutes document key internal communications clearly
Format style and layout affect document readability significantly
Proofreading and editing improve tone and eliminate errors

Advanced writing adapts to purpose and audience expectations
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Conciseness conveys ideas without unnecessary filler or repetition
Coherence ensures logical flow within and between paragraphs
Tone must reflect purpose and relationship appropriately

Digital writing demands clarity across collaborative platforms
Business writing must follow ethical and inclusive standards
Presentations require structure: introduction, body, and conclusion
Visual aids clarify complex ideas and maintain attention

Voice control and pace improve audience understanding greatly

Non-verbal communication builds trust and speaker credibility

vV VvV V. vV vV v v VvYy

Public speaking skills boost leadership and networking epportunities

El =
| Objective Questions |

gl lp

What is the primary goal of professional communigation?

What tone is typically used in business writing?

Which document summarisesanééting diseussions and decisions?
What is the most common/form of business communication?
What visual tool is often used in presentations?

What must busin€ss writing aveid.tedprevent confusion?

What quality ensures Jogical flow in a document?

Which writing principle foctises on using fewer words?

SoEe = ey B oem e e

What aspect of speechiaffects volume and pace?

—
=)

. What non-verbal cue indicates confidence during speaking?

—_—
p—

. What type of writing aims to persuade stakeholders?

=
[\S)

. What aids help simplify complex data in presentations?

—_
(O8]

. What should be done before sending any document?

,_.
o

. What writing element should align with audience level?

—_
9]

. What kind of language must be avoided in formal writing?
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I Answers —

L2

-

1.
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g

Clarity 9. Voice
Formal 10. Posture
Minutes 11. Proposal
Email 12. Visuals
Slides 13. Proofreading
Jargon 14. Tone
Coherence 15. Slang
Brevity

=

I Assignments —

1.

Discuss the key characteristics of effective professional writing. How do clarity,
tone, brevity, and purpose contribute to successfulbusiness communication?

Examine the structure and essential features of a professional presentation. How
can planning, audience awareness, and delivery téchniquesienhance presentation
effectiveness?

Analyse the role of digital and collaborative writing/in modern business contexts.
What challenges and opportunities does digital cemmunication present for pro-
fessionals?

Explain the importance of verbal and non-verbal communication in public speak-
ing. How do elements such\as voice control, body language, and visual aids im-
pact audience engagemient?

Evaluate the ethical considerations in professional writing and speaking. Why are
accuracy, inclusivityg@nd intercultural sensitivity critical in business communica-
tion today?

I Suggested Reading —

2

2.

Covey, Stephen R. The 7 Habits of Highly Effective People: Powerful Lessons P
in Personal Change. Simon & Schuster, 2004.

Carnegie, Dale. How to Win Friends and Influence People. Simon and Schuster,
20009.

Guffey, Mary Ellen, and Dana Loewy. Business Communication: Process and
Product. Cengage Learning, 2021.

Zety Editorial Team. The Perfect CV: How to Make a Great Impression. Zety
Media, 2020.

Bovee, Courtland L., and John V. Thill. Excellence in Business Communication.
Pearson, 2019. TE
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Unit 4

Digital Literacy and Ethical Online
Communication

lp

The components in this unit is aligned with the following learning outcomes:

» Demonstrate an understanding of workplace etiquette and its role in profession-
al settings

> Apply effective email and telephone etiquette in business communication

» Recognise and navigate intercultural communicatien challenges in global
workplaces

> Practise strategies for maintaining a healthy werk-life balance

» Adapt professional behaviour to suit diverse organisational /and cultural con-
texts

El 5
I Pl‘el‘equisites —

On her first day at a multinational firm, Divya, a'software developer, arrived ten min-
utes early, greeted colleagues with a polite smile, and made careful observations about
how others interacted. When asked to send an email update, she formatted it neatly, used
formal language, and responded promptly 10 follow-up questions. Later in the week, she
participated in a virtual meeting with'overseas clients, where she slowed her pace, avoid-
ed idiomatic expressions, afnd clarified terms to ensure understanding. Balancing a heavy
workload, she also madeit a pointto log off on time and attend yoga classes thrice a week.

Divya’s experience demonstrates the multifaceted nature of professional conduct and
the importance of maintaining personal well-being. As modern workplaces become more
diverse and technology-driven, employees must not only perform well but also commu-
nicate with cultural sensitivity, practise good manners, and manage their time effectively.
This unit explores the foundational concepts of workplace etiquette, including proper
use of digital and telephone communication, navigating intercultural interactions, and
maintaining work-life balance. Together, these elements shape a respectful, healthy, and
productive professional environment. 5

| Key Themes

Digital literacy, Cyber etiquette, Online professionalism, Email communication, Virtual meet-
ings, Cyberbullying, Privacy, Digital ethics
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Discussionl

4.4.1 Digital Literacy and Online
Communication

Rohan, a marketing executive working re-
motely, uses Slack to communicate with his
team, Google Meet for client pitches, and
Trello to track project deadlines. One day, he
notices that a teammate has shared a docu-
ment with unclear file naming and no context.
Rohan suggests naming files descriptively and
adding a short summary when sharing, help-
ing the team navigate shared resources more
efficiently. His suggestion is later incorporat-
ed into the company’s onboarding guide.

In the modern workplace, digital literacy is
a foundational skill that enables professionals
to operate effectively in online environments,
It encompasses the ability to use digital tools,

platforms, and communication technologies
confidently and ethically. As organisations
increasingly adopt hybrid and remote work
models, employees must be capable of nav-
igating digital systems, maintaining produc-
tivity, and upholding professionalism in their
online interactions.

Digital communication spans emails, in-
stant messaging, video conferencing, collabo-
rative platforms, and social media. Each plat-
form requires a specific communication style
and an awareness of the appropriate tone, for-
mat, and etiquette. For example, while emojis
might be acceptable in informal chats, they
are usually inappropriate in formal emails.
Similarly, the tone“used in a LinkedIn post
should 'differ from that\in a team Slack mes-
sage. Professionals must be able to adapt their
digital languagento” suit different audiences
and contexts.

Digital Etiquette Tip:

unnecessary stress.

Avoid sending work-related WhatsApp messages or emails late at night, unless urgent.
Respecting colleagues’ personal time fosters a healthy digital work culture and avoids

Clarity and concisenessgaref €ssential in
digital writing. Overly long or poorly struc-
tured messages can confuse readers or lead to
misinterpretation. Moreover, messages must
be timely, and professionals should aim to
respond within reasonable timeframes. Ef-
fective digital communicators also manage
their online presence carefully. This includes
curating a professional profile on networking
platforms, engaging respectfully in online fo-
rums, and avoiding the sharing of inappropri-
ate or confidential content.

m
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Digital literacy also includes basic cy-
bersecurity awareness, such as identifying
phishing attempts, using strong passwords,
and avoiding public Wi-Fi for sensitive work.
Organisations often provide training in secure
data handling, and professionals are expected
to follow such guidelines diligently.

4.4.2 Cyber Etiquette

During a virtual meeting, Ayesha repeated-
ly interrupted others and kept her microphone
unmuted, causing background noise. The team



lead privately reminded her of online meeting
etiquette. In the next session, Ayesha made
noticeable improvements, she muted herself
when not speaking, used the “raise hand” fea-
ture to contribute, and acknowledged others'
points before adding her thoughts. Her im-
proved online presence made the discussion
smoother and more inclusive.

Cyber etiquette, or netiquette, refers to the
standards of polite and respectful behaviour in
digital communication. In professional con-
texts, cyber etiquette helps maintain a culture
of respect, clarity, and collaboration. With an
increasing number of interactions happening
online, whether via email, chat, or virtual
meetings, adhering to established norms of
online conduct is more important than ever.

One of the fundamental principles of cyber
etiquette is tone management. Unlike face-to-
face communication, digital messages lack
non-verbal cues such as facial expressions
and body language, making tone harder to
interpret. This increases the risk of misunder
standings. Using polite language, appropriate
greetings and closings, and avoiding sarcasm
or emotionally charged«words help ‘prevent
miscommunication.

Timeliness is another key aspeet. Prompt

Table 4.4.1 Cyber Etiquette Dos & Don’ts

replies to emails or messages show respect
for others' time and indicate professionalism.
However, boundaries must also be respected,
messaging outside work hours or expecting
instant replies can disrupt work-life balance
and cause stress.

In virtual meetings, etiquette includes be-
ing punctual, dressing appropriately, muting
microphones when not speaking, and active-
ly listening. Multitasking or checking phones
during meetings is seen as disrespectful and
disengaged. Clear introductions, structured
speaking, and using features like "raise hand"
or chat boxes gan enhance communication in
group settings.

Wheny, using team \communication plat-
forms, messages should be concise and rel-
evant. Avoid excessive tagging, overuse of
capital letters (which may be interpreted as
shouting), 'or informal language in formal
channels. Private messages should be used
for, sensitive discussions rather than public
threads.

In social media and professional networks,
cyber etiquette includes sharing credible con-
tent, giving credit for shared resources, and
avoiding negative or controversial posts that
could harm one’s professional image.

Do’s

Don’ts

Use polite greetings and closings

Use ALL CAPS (can seem like shouting)

Mute your mic when not speaking in
meetings

Interrupt others in virtual sessions

Respond to messages within a reasonable
time

Send messages after work hours
unnecessarily

$GOU - SLM - FYUGP - BA English - English for Business and Professional Communication
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Use “raise hand” or chat features
respectfully

Multitask or check your phone during
meetings

Share verified, professional content online

Post offensive or unverified information

Respect privacy — use DMs for sensitive
topics

Tag everyone in public threads
unnecessarily

Keep language clear and formal in
workspaces

Be sarcastic or emotionally reactive

Credit sources when sharing content

Plagiarise or claim others’ ideas as your
own

4.4.3 Practising Digital Professionalism

Neha, a recent graduate, applies for a job
and 1s shortlisted for an interview. Before the
interview, the recruiter checks her LinkedIn
profile and is impressed by her profession-
al photo, well-written summary, and regular,
posts on industry trends. In contrast, anothet
candidate’s profile features casual photos and
controversial memes. Neha’s onlinegpresence
influences the decision in her faveur, demon=
strating how digital professionalism impacts
opportunities.

Digital professionalism is thepdisplay of
ethical and respectful ‘behaviour when using
digital tools in professional contexts. It in-
volves maintaining a consistentgpositive on-
line presence, adhering to workplace digital
policies, and engaging responsibly in online
communications. In an era where much of
professional life happens online, this form of
professionalism has become indispensable.

Digital professionalism begins with un-
derstanding the boundaries of professional
communication. This means using formal
language in business emails, being clear and
courteous in team chats, and respecting hier-
archy and organisational culture in all interac-

m
—C—~

O

SREENARAYANAGURU
OPEN UNIVERSITY

$GOU - SLM - FYUGP - BA English - English for Business and Professional Communication

tions. Professidnals must understand what is
appropriate to post,, share, or discuss in dig-
ital spaces. Sharing cenfidential information,
engaging in gossip, of making disparaging
comments online are/clear violations of pro-
fessional eonduct:

Email etiquette is a key component. Pro-
fessionals/should use relevant subject lines,
maintaifi proper structure, and proofread for
grammar and tone. On collaborative platforms
like Microsoft Teams or Slack, communica-
tion should remain respectful and construc-
tive. Posts should be relevant to the group,
and one should avoid interrupting conversa-
tions with off-topic content.

Maintaining a professional digital foot-
print is also critical. Employers often review
online profiles before hiring. LinkedIn pro-
files should reflect accurate qualifications,
professional achievements, and respectful
engagement. Even on personal social media
accounts, professionals should be mindful
of public posts and how they reflect on their
character and judgment.

Another aspect of digital professionalism is
data security. Professionals must follow best
practices such as using secure passwords, not



clicking suspicious links, and understanding
the organisation’s policies on device use and
information sharing. In India, the Information
Technology Act, 2000 (IT Act) governs issues
related to digital data protection, cybercrime,
and electronic records. Violations such as data
theft, identity misuse, and online defamation
are punishable under this act.

For students, educational institutions are
mandated to set up student grievance redres-
sal mechanisms, both offline and online, to
address issues related to cyberbullying, priva-
cy, and academic integrity. These mechanisms
ensure that learners have a safe space to report
digital misconduct and seek timely support
and resolution.

Being digitally professional also means
knowing when and how to disconnect. Send-
ing work emails during off-hours, over-mon-
itoring team members, or expecting instant
responses can lead to burnout and create a
toxic digital culture. Respect for boundaries is
a sign of maturity and empathy in professional
settings.

4.4.4 Addressing Cyberbullying;
Privacy Concerns;and Ethigal Di-
lemmas in the Digital'Sphere

A team member anonymously reports that
a colleague has been posting passive-aggres-
sive comments on the internal messaging plat-
form, targeting newer staff. HR investigates
and confirms the behaviour as cyberbullying.
The company follows its digital conduct pol-
icy: the offender is formally warned and re-
quired to attend digital behaviour training.
The organisation also tightens its privacy pol-
icy after a client file was mistakenly shared on
a public server, reinforcing responsible data
handling.

$GOU - SLM - FYUGP - BA English - English for Business and Professional Communication

The digital environment, while offering nu-
merous advantages, also presents significant
challenges, including cyberbullying, privacy
breaches, and complex ethical dilemmas. As
technology continues to shape profession-
al and personal interactions, individuals and
organisations must be proactive in promoting
digital safety, ethical behaviour, and account-
ability.

Cyberbullying in professional contexts
may take the form of harassment, exclusion,
or defamation through emails, social media,
or internal communication platforms. It can
damage moralegmental health, and workplace
culture. Addressing cyberbullying requires
clear policies, training,in respectful communi-
cation, ‘and accessible reporting mechanisms.
Employers: must culfivate a zero-tolerance
environment and,support affected individuals
through counselling and procedural redress.

Privacy/ concerns are equally important.
Professionals regularly handle sensitive data,
including personal information, client records,
and strategic documents. Any mishandling,
whether accidental or intentional, can lead to
legal issues and loss of trust. Digital privacy
practices include encrypting data, controlling
access, and using secure networks. Employees
must also avoid discussing confidential mat-
ters in public forums or leaving documents
open on shared devices. Transparency in how
data is collected, stored, and used is essential
for ethical digital practice.

Ethical dilemmas in the digital sphere of-
ten emerge from conflicts between conve-
nience, efficiency, and integrity. Examples
include misrepresenting information online,
using Al-generated content without attribu-
tion, or manipulating reviews and feedback.
Professionals must rely on core values, hones-
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ty, fairness, and responsibility, when navigat- Workshops, role-plays, and scenario-based

ing suc
sationa

h scenarios. Codes of conduct, organi- training can help professionals recognise po-
| ethics policies, and legal frameworks tential issues and make informed decisions.

offer guidance but cannot replace individual Encouraging open dialogue around digital
moral judgment. ethics strengthens organisational culture and

reinforces collective responsibility.

Awareness and education are crucial.

I Recap —

L
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Digital literacy ensures efficiency in modern online workplaces
Mastering digital tools increases remote collaboration and productivity
Different platforms require tone-appropriate digital communication strategies
Clear, concise messages reduce confusion and improve impact

Timely responses in digital settings reflect professionalism

Maintaining an organised digital workspace helps team coordination
Strong online presence enhances careergprospects and visibility

Avoid informal elements in professional emails or messages

Recognise phishing and use secure passwords for protection

Cyber etiquette promotes re§pectful behavieurm virtual environments
Tone is harder to interpret online without cues

Timely, polite repliessshow respect and efficiency

Use mute, chatfand gestures during virtual meetings

Avoid caps, emojisyslang in business communication

Digital professionalism builds trust and maintains workplace credibility
Inappropriate online behaviour can damage professional reputation
Curate LinkedIn and public profiles carefully and ethically

Respect boundaries, avoid late messages and excessive monitoring

Report cyberbullying and ensure safe reporting mechanisms

Uphold privacy, integrity, and responsibility in online behaviour
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| Objective Questions

L2
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What term refers to the ability to use digital tools effectively in a professional
context?

Which communication tool allows project tracking in remote teams?
What should be avoided in formal email communication?

What rule suggests avoiding excessive capital letters online?

What is the term for respectful behaviour in digital spaces?

Which online meeting feature helps maintain turn-taking in discussions?
What kind of password is considered secure?

What professional platform is often reviewed by recruiters?

What should professionals avoid posting on public social‘media?

. What behaviour disrupts virtual meetings and causes distraction?

. What is the correct response time for most professional emails?

. What form of online harassment include§ exclusion or passive aggression?
. What should you never share on a public server?

. What type of dilemma arises when integrity conflicts with convenience?

. What framework helps guidé decisions in cthical digital dilemmas?

=

I Answers —

L2

L =| S | o=~ B =

Digital literacy 9. Inappropriate or confidential
Trello content
Emojis and slang 10. Unmuteq microphones and
interruptions
Netiquette o .
11. Within a reasonable timeframe
Cyber etiquette

12. Cyberbullying

“Raise hand” feature ] .
13. Confidential client files

Strong and unique ) )
14. Ethical dilemma

LinkedIn o
15. Organisational code of conduct

=
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I Assignments —

| Suggested Reading

How does digital literacy enhance communication and efficiency in professional
settings?

Why is cyber etiquette essential for maintaining professionalism in online inter-
actions?

In what ways can digital professionalism influence an individual's career pros-
pects?

What are the major concerns related to cyberbullying and privacy in the work-
place?

How should professionals address ethical dilemmas in digital communication and
data handling?

L2

Guffey, Mary Ellen, and Dana Loewy. ommunication.

11th ed., Cengage Learning, 2021.

Bovee, Courtland L., and John V. Thi
ed., Pearson, 2021.

Lewis, Richard D. When
Nicholas Brealey Publish

Covey, Stephen
2004.

Deresky, Hele
tures. 9th ed., Pea
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MODEL QUESTION PAPER- SET- A

Fourth Semester Examination
BA English (Honours) Programme
Skill Enhancement Course
Course: SGB24EG201SE
English for Business and Professional Communication
(CBCS - UG)
2024-25 - Admission Onwards

Time: 2 Hours Max Marks: 45

Section A
Answer any five of the following questions_in one word or one sentence. (5 x 1 =5 marks)
1. Who is the persona€sponsible for encoding information into a message?

2. What term is psed to_des€ribe the medium or pathway through which a message is
transmitted?

3. Name the document that lists the items to be discussed sequentially in a meeting.
4. Inthe STAR method of interviewing, what does the letter ‘A’ stand for?
5. What is the specific name for an online seminar conducted via video conferencing?

6. Which professional networking platform is most commonly used for building a personal
brand?

7. What is the formal complimentary close typically used in a professional business letter?

8. Identify the type of media that includes content fully controlled by a brand, such as its
official website.
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Section B

Answer any five of the following questions in one or two sentences. (5 x 2 =10 marks)

9.

10.

11.

Differentiate between verbal and non-verbal communication.
Define 'Inclusive Language' and why it is important in a professional setting.

What is the main purpose of a 'Memo' in internal business communication?

12. List two common risks associated with using email for business.
13. Explain the "6x6 rule" used in designing effective presentation slides.
14. What are 'earned media' in digital marketing?
15. How should a candidate handle an interruption during a group discussion?
16. Why is it important to perform audience analysis beforefa speech or presentation?
Section C
Answer any four of the following questions in a paragraph: (4 x5 =20 marks)

17.

18.

19.

20.

21.

22.

Describe the eight-step communication process from senderto feedback.
Discuss the key characteristics and structure of a formal email.

Explain how the STAR method helps‘in providing structured responses during a job
interview.

Compare and contrast the/features of a webinar and a traditional seminar.
What are the essential. sections that must be included in a professional resume?
Discuss the importance ofimanaging a professional online presence and digital footprint.

Section D

Answer any one of the following@uestions in about 300 words. (1 x 10 = 10 marks)

23.

24.

Discuss the various barriers to communication and provide strategies to overcome them
in a professional environment.

Explain the different leadership communication styles and their impact on team
collaboration and organisational success.
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MODEL QUESTION PAPER- SET- B

Fourth Semester Examination
BA English (Honours) Programme
Skill Enhancement Course
Course: SGB24EG201SE
English for Business and Professional Communication
(CBCS - UG)
2024-25 - Admissioni@nwards

Time: 2 Hours Max Marks: 45

Section A

Answer any five of the following questionsn onesword or one sentence. (5 x 1 =235 marks)

1. What is the term for.any interference that distorts a message during communication?

2. Which type of gmail does.not have a fixed format and uses a casual tone?

3. What is the clippédform of the Latin word ‘memorandum’?

4. Name the method used. to evaluate a candidate’s communication skills and teamwork

in a group setting.

5. In the context of presentation technology, what does the abbreviation ‘PPT’ stand for?

6. What is the fraudulent practice of sending emails to reveal personal information called?

7. Which document is used to make a formal announcement to the public about a new

product launch?
8. What type of digital content includes newsletters, blogs, and official websites?

Section B

Answer any five of the following questions in one or two sentences. (5 x 2 =10 marks)

9. What is ‘Audience Analysis’ and why is it vital for a sender?
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10.

11.

12.

13.

14.

Define ‘Cyber Etiquette’ and give one example of its application in virtual meetings.
What is the difference between a ‘Circular’ and a ‘Notice’?

Why should a presenter avoid reading directly from their slides?

Mention two essential tips for a candidate the day before a job interview.

What are the key performance indicators (KPIs) used to measure the success of an
email campaign?

15. How does ‘Personal Branding’ differ from ‘Online Reputation Management’?
16. Briefly explain the concept of 'Intercultural Communication.'
Section C
Answer any four of the following questions in a paragraph. (4 x5 =20 marks)

17.

18.

19.

20.

21.

22.

Elaborate on the role of body language (Kinesics) in making,an impactful presentation.

Discuss the advantages and disadvantages of usilig email as a‘ptimary communication
tool.

Explain the strategies for effectively initiating and'concluding a group discussion.
What is a 'Sales Letter' and what are the guidelines for drafting an effective one?

Describe the ethical and legal implications of digital communication in a professional
setting.

Outline the guidelines and structufe for writing a compelling cover letter.

Section D

Answer any one of the following questions in about 300 words. (1 x 10 = 10 marks)

23.

24,

Discuss the importance of/digital marketing communication in the modern world,
focusing on owned, earned, and paid media.

Analyze the essential steps and etiquette for interview preparation, performance during
the interview, and follow-up.
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