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A.   

Management is the art and science of getting the objective of the organization accomplished 

through and with people. It could be more scientifically referred to as the coordination of all 

the resources of an organization in order to attain corporate goals. Management could be 

regarded as guiding and directing human beings to achieve organizational objectives or 

missions. Management is the process undertaken by one or more individuals to coordinate the 

activities of others to achieve results not achievable by one individual acting alone.  

It is important to note that managers make employees productive and they have also the 

ability to inspire people. Management involves the coordination of human and material 

resources toward objective accomplishment. Management is the primary force within an 

organization that coordinates the activities of the sub-system and rotates them to the 

environment.  

MANAGEMENT AS ART  

As management requires skill, creative and conceptual ability, and human know-how, it is an 

art.  In this case, the manager has to depend on past experience and judgment.  

In this circumstance, the managers rely duly on experience collected over the years through 

practical experience. The application of this acquired knowledge to individual situations is 

seen as an art. Based on the above scenario, management is an art; hence it is an art of getting 

things done through others.  

MANAGEMENT AS SCIENCE  

Management is science when it employs systematic procedures or scientific methods to 

obtain complete information about a problem under consideration, and the solution is subject 

to rigor control procedure to ensure correctness and to establish validity.  

Scientific management uses the method of science in making decisions and evaluating their 

consequences. Science, therefore, attempts through the systematic procedure to establish the 

relationship between variables and underlying principles.   

Management is therefore both a science and an art. As a science, it involves the systematic 

gathering of data, such as statistics, interviews, and observation. It utilizes scientific 

principles in analyzing and interpreting data.  

As an art, it deals with proficiency in the practical application of knowledge acquired through 

study, experience, and observation. In the exercise of his leadership in managing man, the 

manager develops the act of knowing the how, what, when, and why in dealing with 

employees.  

Thus, we can say that Management is the art and science of getting the objective of the 

organization accomplished through and with people.  



  

  

B.  

A managerial role can be defined as an organized set of behaviors that are engaged in and 

identified with a specific status in a managerial hierarchy. Interpersonal roles involve a 

manager working within their team or organization, informational roles involve gathering and 

sharing information, and decisional roles involve making decisions. Each of these manager 

categories contains three to four specific role types. A manager's specific set of roles will 

depend on the size and structure of their organization, as well as their position within the 

company.  

Mintzberg's Managerial Roles Model was created in the 1970s by Henry Mintzberg, who is a 

prominent academic and business theorist. Through his research, Mintzberg discovered six 

common characteristics of managers' roles and work duties. These characteristics are  

1. Figurehead.  

2. Leader.  

3. Liaison.  

4. Monitor.  

5. Disseminator.  

6. Spokesperson.  

7. Entrepreneur.  

8. Disturbance Handler.  

9, Resource Allocator.  

10. Negotiator.  

Three of these role that I have chosen are discussed below:  

Liaison  

In the liaison role, you create and maintain internal and external relationships. You serve as a 

connection between different groups of people to ensure work runs smoothly. As a liaison, 

you can transfer knowledge or information to members across your organization's chain of 

command or communicate between stakeholders and employees to ensure projects remain on 

task. In some situations, you may bring members of your external network into the company 

to help achieve organizational goals more efficiently.  

For example, as a manager, you would communicate regularly with your employees but also 

interact with your clients. In your client conversations, you can gain insights on what their 



needs are, then relay that information to your employees. Now that they have an 

understanding of the client's expectations, you can ensure that they work to fulfill those needs 

and deliver a successful result.  

  

Monitor  

In the monitor role, you seek information related to your organization, such as potentially 

impactful industry changes. Your research includes both internal and external sources. Once 

you gather all the relevant information, you will analyze it to identify and solve potential 

problems. Monitoring responsibilities also include assessing the current operations of the 

organization and identifying potential opportunities for improvement.  

For example, you may use customer feedback to determine how you can improve your 

existing product line. You also need to monitor industry trends, such as products launched by 

competitors and regulatory changes that your company may need to follow. When you 

understand what is occurring in your industry, it ensures your company meets business 

standards and remains competitive.  

  

Disturbance handler  

When your organization or team faces unexpected challenges, you take the role of a 

disturbance handler to help manage the issue. These challenges can be both external or 

internal—whether a client backs out of a contract or you discover a conflict between 

colleagues. In these situations, your employees will expect you to take charge to solve the 

issue and maintain productivity.  

For example, managers often receive training in conflict resolution skills. If a conflict arises 

between two members of your team, you must handle the situation objectively while ensuring 

to collaborate on a solution that benefits all parties. You often must act quickly to ensure that 

operations continue to run smoothly and receive as little interruption as possible.  

  

  

  Question 2  

  

  

A.  

Core competency is a resource or capability that gives a firm a competitive advantage. Core 

competencies are the business functions or operational activities that a company does best. A 

company’s core competencies are what differentiate it from the other competitors in its 



industry. They are also the resources and capabilities that allow the company to achieve 

profitability. A firm should devise its strategy so as to exploit the resources and capabilities 

that comprise its core competencies.  

Core Competency and Competitive Advantage Relation :  

A firm’s competitive advantage reflects its internal competitive context while the core 

competency inclines towards the broader strategic intent. The development of core 

competencies by organizations increases their resources returns which deteriorate in value if 

they are not utilized effectively. Failure to develop such distinctive capabilities can erode a 

firm’s competitive advantage. Therefore, firms are not only encouraged to develop and 

exploit unique capabilities but also defend them, in order to distinguish themselves from 

competitors.  Prahalad and Hamel (1990) mention that a ‘competency’ is classified as ‘core’ 

if it satisfies the following conditions:  

1. It delivers superior value and extended benefits to customer.  

2. It assists in unique differentiation of products/services which is inimitable by 

competitors.  

3. It explores and provides access to a wide range of markets.  

  

It is obvious that if firms strive to offer superior value to their customers, they will cultivate 

strong, long term relationships with them that will form the basis of competitive advantage. 

Similarly if a firm differentiates itself based on its product design or customer service, it will 

outperform competition provided that these capabilities are distinctive enough to become 

inimitable by competitors.  

Successful firms thrive upon their core competencies and consider them as a source of 

competitive advantage. Market structure is not rigid and can be modified through long term 

innovation. This innovation points towards a firm’s ability to shape the market by developing 

distinct capabilities through innovation in technology that lead towards sustainable products 

resulting in competitive advantage. The distinctive capability of a firm also comprises of the 

network of relationships with customers, suppliers and similar firm related activities. 

Therefore core competencies that do result in competitive advantage are the ones embedded 

in a firm’s structure and culture. Therefore, in a broader perspective, core competencies can 

emerge from human resources, operation and marketing functions within a firm, with an 

impact on financial performance that ultimately translates into competitive advantage.  

  

Those firms that shared their unique capabilities internally and defended them from being 

imitated by competitors, have appeared to achieve and sustain their competitive advantage 

over a much longer time period. However, a firm might not be successful in maintaining a 

competitive edge if it fails to develop competencies that are effective enough to compete 

within a turbulent external and competitive environment. For instance, the current economic 



crisis has made it more difficult for firm’s to compete within their industry as consumers 

have become conscious and selective of their purchases. In such a crisis, only those firms 

attain a competitive edge that continually develop their  

core competencies taking in account the changing consumer perceptions. Similarly it is 

argued that if a core competency is not shared throughout the different organizational levels, 

the capabilities might become unproductive as the end products/service would not be 

distinctive and competitive position will deteriorate. There exists a dual causal relationship 

between the two concepts; therefore, it is crucial to discuss how firms apply these theoretical 

concepts on a practical level. To establish the link between theory and practice, the core 

competencies of Dell are discussed and how it has lead the company to attain a competitive 

position within the computer industry.  

Example:  

Dell is considered as the world’s largest and most renowned manufacturer of PCs. The 

company specializes in manufacturing, developing, designing and marketing hardware 

products; mainly computers, mp3 players, printers and the like. Dell operates via a ‘direct 

sales business model’ which has significantly differentiated the company from its 

competitors.  

The business model of Dell operates through the following system:  

  

1. The company accepts orders (mainly comprising of PCs) directly through internet and 

telephone.  

2. They then purchase standardized/commoditized parts and components and assemble in 

accordance             with these orders to produce customized hardware.  

3. PCs constitute 60% of sales while 85% of custom is acquired from corporate customers.  

4. After sales, service is again provided through internet and telephone  

Therefore, by developing unique capabilities through efficient business processes, Dell has 

been able to attract and retain its customers, suppliers and investors, enabling the company to 

achieve competitive advantage. This analysis reinforces the notion that core competencies 

and competitive advantage are interdependent. However not all competencies are core and 

they might not result in competitive advantage.  

  

  

B.  

Management by objectives (MBO) can also be referred as Management by Results or Goal 

Management, and is based on the assumption that involvement leads to commitment and if an 



employee participates in goal setting as well as setting standards for measurement of 

performance towards that goal, then the employee will be motivated to perform better and in 

a manner that directly contributes to the achievement of organizational objectives.  

  

THE Benefits MBO  

MBO is a modern tool that assists management in mutually setting goals with subordinates, 

thus yielding the following uses.  

1. It provides a basis for objective performance appraisal – use mutually agreed standards.  

2. It results in improvements of management and managing through better planning – and the 

results-oriented emphasis of goals.  

3. Clarification of the organization : it forces managers to clarify organizational  members’ 

Roles are built around Key Result Areas.  

4. Encouragement of personal commitment: It encourages people to commit themselves to 

the goals – the arguments being that they will have participated in setting them.  

5. Development of Effective Control: It aids in control by providing the basis of evaluation of 

actual results with expected (mutually set) Ensures focus is on specific accomplishments.  

6. Results in congruency through the mutual setting of goals that suit both the individual and 

the organization ’ s  requirements.  

7. It improves communication between managers and subordinates.  

8. Makes individuals more aware of organisational goals.  

9. Helps develop managers: Managerial talent can easily be scouted via the MBO system.  

  

Weaknesses of  MBO:  

Most of the weaknesses of the MBO centre on the fact that it is not conducive under 

autocratic management styles etc.  

1. Is not effective under autocratic management style  

2. It necessitates changes and thus may have drawbacks where there is resistance to change 

thus inflexibility may compromise MBO  

3. There is high requirement for interpersonal communication especially at the goal setting 

stage  

4. MBO is time-consuming especially at the goal setting stage  



5. Setting and co-ordinating objectives is a difficult task, especially if the goals have to be 

specific and quantifiable  

6. Managers need to understand MBO in order to make it effective  

7. This may be worse if he fails to derive guidelines to goal-setting. There may be a tendency 

to set short-run objectives at the expense of long-run goal congruency may be 

compromised  

  

  

                    Question 3  

  

A  

Strategic planning is a process in which an organization's leaders define their vision for the 

future and identify their organization's goals and objectives. The process includes establishing 

the sequence in which those goals should be realized so that the organization can reach its 

stated vision.  

There are myriad different ways to approach strategic planning depending on the type of 

business and the granularity required. Most strategic planning cycles can be summarized in 

these five steps:  

Identify. A strategic planning cycle starts with the determination of a business's current 

strategic position. This is where stakeholders use the existing strategic plan -- including the 

mission statement and long-term strategic goals -- to perform assessments of the business and 

its environment. These assessments can include a needs assessment or a SWOT (strengths, 

weaknesses, opportunities and threats) analysis to understand the state of the business and the 

path ahead.  

Prioritize. Next, strategic planners set objectives and initiatives that line up with the 

company mission and goals and will move the business toward achieving its goals. There 

may be many potential goals, so planning prioritizes the most important, relevant and urgent 

ones. Goals may include a consideration of resource requirements -- such as budgets and 

equipment -- and they often involve a timeline and business metrics or KPIs for measuring 

progress.  

Develop. This is the main thrust of strategic planning in which stakeholders collaborate to 

formulate the steps or tactics necessary to attain a stated strategic objective. This may involve 

creating numerous short-term tactical business plans that fit into the overarching strategy. 

Stakeholders involved in plan development use various tools such as a strategy map to help 

visualize and tweak the plan. Developing the plan may involve cost and opportunity tradeoffs 

that reflect business priorities. Developers may reject some initiatives if they don't support the 

long-term strategy.  



Implement. Once the strategic plan is developed, it's time to put it in motion. This requires 

clear communication across the organization to set responsibilities, make investments, adjust 

policies and processes, and establish measurement and reporting. Implementation typically 

includes strategic management with regular strategic reviews to ensure that plans stay on 

track.  

Update. A strategic plan is periodically reviewed and revised to adjust priorities and 

reevaluate goals as business conditions change and new opportunities emerge. Quick reviews 

of metrics can happen quarterly, and adjustments to the strategic plan can occur annually. 

Stakeholders may use balanced scorecards and other tools to assess performance against 

goals.  

  

  

B  

A company has a sustained competitive advantage when maintaining a higher-than-

industryaverage profit rate over several years. This becomes possible when the company 

emphasizes the four generic building blocks of competitive advantage, such as:-  

  

• Efficiency  

• Quality  

• Innovation and  

• Customer responsiveness  

  

Efficiency could be achieved by setting up a lean production system that uses less physical 

raw resources and also reduces reliance on labor payments for manufacturing. A business 

might be able to find, through strategic alliances along the supply chain, opportunities for 

volume discounts on raw product procurement. This represents lower input costs to achieve 

the same or higher outputs. Quality is a very important dimension for achieving a competitive 

advantage. A business that provides products and services must consider how to improve 

customer satisfaction by meeting or exceeding market preferences.  

Quality can mean producing outputs with absolutely zero defects. A zero-defect production 

strategy translates into much less labor to have to fix production problems associated with the 

product and can sometimes even lead to being able to provide products to customers at a 

much lower price. A quality product, such as one that is produced under total quality 

management (TQM) philosophy, has a much greater chance of satisfying customers and 

giving the business a positive brand reputation over that of competition that is unable to keep 

defects (or general quality) from happening regularly in their production systems.  



Innovation represents being able to provide products or services that are unique as compared 

to the competition in the market. Until competition is able to mimic the innovation, it can 

provide sustainable profit that is not achievable by competing companies. Innovation might 

not always be about the product, it could be about human capital talent development or a 

specific, unique production process that is not found in competition in the same industry.  

Competitive advantage cannot be successfully achieved without efficiency, quality, 

innovation, and customer responsiveness as the foundation of the business. Efficiency means 

being able to produce more outputs than the competition at a much lower price for inputs. 

The end result of being able to achieve this is having a cost advantage over the competition. 

Cost advantages give the business opportunities to consider flexible pricing structures as they 

can now provide products at a much lower input cost.  

  

  

                       Question 4  

  

  

A  

Dual reporting is a reality and the concept is often praised for its many merits, which any 

number of scholars will readily point out. However, in day-to-day terms, it is a delicate 

balancing act, which any number of scholars will readily point out. However, in day-to-day 

terms, it is a delicate balancing act, which many young professionals may find a tough pill to 

swallow, initially.  

  

Discussing  three of these problems that can occur under this management structure:  

Decision-making  

 At the outset, dual reporting is adopted as a practice because it helps professionals gather a 

balanced view. When an employee is responding more towards the local or country head than 

she or he may end up making some short-term decisions without taking into consideration the 

organisation’s global goals. Similarly, more communication with the global head alone may 

then make the employee too slow to respond to the local needs.  

  

Managing expectations  

  

Kishore GR, SVP-HR,  Mphasis , mentions that the challenges are more in dual reporting 

when a person is working on two different projects rather than reporting to two bosses under 



a matrix system. “In matrix management, a person’s domain-related work and project-related 

work complement each other. The only challenge may be in terms of expectation of delivery, 

because the employee may work at a different pace than the expectation of the managers.”  

  

Employees who work under multiple managers face a number of challenges. In large 

organisations, oftentimes the employee may find himself working under bosses who are not 

communicating with each other. This leads to a lot of ambiguity and managing expectations 

becomes tough because each boss may assume that she or he is the employee’s primary 

priority. This can lead to conflicting workloads and conflicting workloads and end up making 

the employee feeling overwhelmed.  

  

  

Coordinating and communicating  

  

Another factor that may seem obvious, but is a frequent problem, is coordination. A simple 

example would be keeping track of emails sent out. and who all are informed of recent 

developments. A mundane task, such as sending out emails can also become a surprising 

issue when one has to update multiple people on different tasks.  

  

Dual reporting is practised to allow better usage of resources across functions and allow for a 

faster pace of work for the organisation as a whole. However, because people are working 

across function accountability and authority are shared, and can often become less clear. 

Competing goals can lead to ambiguity in decision-making and prioritising work for the 

employee.  

  

B  

  

According to Germany socialist and founder of bureaucracy Max Weber, defined 6 main 

characteristics of bureaucracies listed below which include.  

1. Hierarchy  

2. Job specialization  

3. Division of   labour  

4. Procedures  

5. Recruitment on merit  

6. Fairness  

Bureaucracy brings about exemplary impartial and just treatment among employees. Through 

bureaucracy, people’s behavior and conduct is regulated without favoritism. TODAY on 

what are the characteristics of bureaucracies, fairness among bureaucratic process is 



important because it reduces discrimination by treating each individual in a similar manner. 

Same rules and punishment applies to everyone, despite there position and status.  

  

Disadvantages of Bureaucracy of  bureaucracy :  

Three disadvantage of management under bureaucracy in terms of what we can result if the 

principles are not applied in an appropriate manner are discussing bellow-  

  

1.Poor efficiency of services and goods.  

A bureaucracy creates numerous rules and laws that must be followed to the benefit of all 

which make the process and system to be slow. Additional rules and laws can be added at 

virtually any time to cause delay, hence complicating the workloads that people must endure.  

This may include additional forms to fill out, new filing regulations, or new evaluations that 

must be conducted. It is a process that fosters safe productivity, but limits the true productive 

potential of individuals and departments.  

  

2  Expenditures determine projects.  

A budget cycle for a bureaucratic structure is an annual event. Money is available for the 

current cycle only. If it is not used, then the expenditures will not be accounted for in the next 

budget cycle. This creates a policy where people and departments spend money so they can 

have it in the following budget. It is an incentive to waste money by spending it on needless 

things so a budget increase can be guaranteed.  

  

3. Huge difference in employee salaries:  

Worker, from the top of the chain of command to the bottom, is considered an equal member 

of the team, but they do not get paid same wages and salary. Bureaucracy has one major 

problem and its that equal pay does not occur. Those at top management get greater than 

what the average worker salary has been in that year. CEO salaries are averaged in the US 

higher and more than 100 times salary of a junior worker.  

According to reports relapsed in 2021 for wages in USA, People higher up on the chain-

ofcommand are typically paid more about $50,000 per month, while the average US worker 

made $3,000.  

  

  



  Question 5  

  

A  

Conflict management is the process by which disputes are resolved, where negative results 

are minimized and positive results are prioritized.  

When it comes to conflict, there is no one solution that will work in all situations. Each 

situation will be different, from the trigger of the conflict to the parties involved. A manager 

skilled in conflict resolution should be able to take a birds-eye view of the conflict and apply 

the conflict management style that is called for in that specific situation.  

  

1. Accommodating  

This style is about simply putting the other parties needs before one's own. You allow them to 

‘win’ and get their way. Accommodation is for situations where you don’t care as strongly 

about the issue as the other person, if prolonging the conflict is not worth your time, or if you 

think you might be wrong. This option is about keeping the peace, not putting in more effort 

than the issue is worth, and knowing when to pick battles.  

While it might seem somewhat weak, accommodation can be the absolute best choice to 

resolve a small conflict and move on with more important issues. This style is highly 

cooperative on the part of the resolver but can lead to resentment.  

  

2. Avoiding  

This style aims to reduce conflict by ignoring it, removing the conflicted parties, or evading it 

in some manner. Team members in conflict can be removed from the project they are in 

conflict over, deadlines are pushed, or people are even reassigned to other departments. This 

can be an effective conflict resolution style if there is a chance that a cool-down period would 

be helpful or if you need more time to consider your stance on the conflict itself.  

Avoidance should not be a substitute for proper resolution, however; pushing back conflict 

indefinitely can and will lead to more (and bigger) conflicts down the line.  

  

3. Compromising  

This style seeks to find the middle ground by asking both parties to concede some aspects of 

their desires so that a solution can be agreed upon. This style is sometimes known as loselose, 

in that both parties will have to give up a few things in order to agree on the larger issue. This 

is used when there is a time crunch, or when a solution simply needs to happen, rather than be 



perfect. Compromise can lead to resentment, especially if overused as a conflict resolution 

tactic, so use sparingly.  

  

B  

Integrative or "interest-based" bargaining is a form of negotiation in which each party 

attempts to understand the other's interests, on the expectation that it will achieve a 

better result by helping the opponent create a solution it sees as responsive to its 

own concerns.  

Since distributive bargaining is characterized by a win/lose outcome, the process tends to 

foster competitive or adversarial relationships. Parties involved in the negotiation do not have 

shared interests as they both try to come out of the negotiation ‘on top.’  

As a result of the competitive nature of this approach, some individuals participating in 

distributive bargaining may attempt to gain an advantage by using dishonest, deceptive, or 

manipulative tactics. Some parties, for example, can withhold critical information that could 

benefit the other party, resulting in less favorable outcomes for their competitors. While 

distributive bargaining is likely to benefit aggressive bargainers, the ‘win’ may come at the 

cost of future business.  That’s why managers should  prefer integrated bargaining over 

distributive negotiation.  

There are several benefits of using integrative negotiation, such as:  

It can improve the negotiation process:  When using integrative negotiation, each 

negotiator considers the needs and goals of the others to find a mutually acceptable solution. 

As this approach is collaborative, it does not create an adversarial environment. Instead, it 

limits or avoids conflicts between negotiators, and smoothens the process of reaching an 

agreement.  

It can boost professional relationships:  As integrative negotiation reduces conflicts in the 

process of reaching an agreement, using it can improve the relationship between negotiators. 

Basically, at the successful conclusion of a negotiation, decision-makers feel that their 

interests and objectives were addressed by their peers. This strengthens the rapport between 

parties and can lead to more business opportunities and successes in the future.  

It can improve agreements: As each negotiator considers the interests of the others and 

makes joint decisions that benefit them, each is likely to feel satisfied when an agreement is 

reached. So  parties using integrative negotiation are likely to abide by both the spirit and the 

letter of the agreement in the future, which improves the compact.  

    

  

  



  

  

  Question 6  

  

A.  

In the age of digital global business, organizations of all sizes need to communicate 

effectively not only within their own organization, but also with shareholders, suppliers and 

customers. Effective communication is at the forefront of critical business processes and must 

be effective for employees to successfully share and communicate the information that drives 

successful business and drives critical business processes. Effective communication is 

essential for a company to perform at its highest level and to ensure that everyone is on the 

same page.  

While organizational budgets, operating procedures, project timelines, and key and best 

results are often the focus of board meetings, the principles of effective, fair, and ethical 

communication do not always receive equal attention.  

According to Blue Source, the majority of employees, 97 percent to be exact, believe that 

communication has a real impact on the performance of daily tasks. Therefore, effective 

business communication is not just an abstract concept that can be relegated to the 

background because it has little real impact on business affairs, it is a concrete principle that 

companies must apply every day.  

These principles are critical to business success because a business cannot thrive or achieve 

its goals if all employees are not communicating effectively. In addition, effective 

communication can reduce project delays and help teams stay on time and on budget while 

ensuring that the company can meet its goals and achieve its overall goal on schedule. 

Business model and strategic plan.  

Statistics aligns more effective business communications with better productivity in the 

workplace. Blue Source reports that 25% of companies with a connected and engaged 

workforce experience increased productivity, while 44% of employees want more adoption of 

internal communication tools, suites and applications.  

This shows how important effective communication is in business: employees can work 

better and be more effective as a team when good communication practices and platforms are 

used.  

Companies with engaged employees (in terms of connectivity) can increase operating income 

by 19.2 percent over a 12-month period, as 85 percent of employees use more than one 

device to communicate effectively at work.  



Finally, effective business communication allows all parties in the company to function 

effectively, taking into account communication within the company and communication 

involving external parties (shareholders, suppliers, customers, consumers, etc.).  

The seven C's of communication is a  list of principles that you should ensure all of your 

communications adhere to. Their purpose is to help ensure that the person you're 

communicating with hears what you're trying to say. The seven C's are: clear, correct, 

complete, concrete, concise, considered and courteous.  

Clear  

Clarity is ensuring what you’re saying is communicated clearly and with no room for 

misunderstanding. Good advice for being clear includes: Use simple language and focus on 

core points of your message Don’t use idioms to prevent any confusion and ambiguity Be 

clear in your mind about what you want to say and its purpose before you say it.  

  

Concise  

Convey your points in a succinct and concise way. Short sentences are more likely to keep 

the attention of the listener, so try to use as little words as possible to communicate your 

message. Concise communication is non-repetitive, saves time, and is more comprehensible 

for the audience.   

  

Concrete  

A concrete message is precise and backed by confidence as well as the use of supporting facts 

and figures.   

  

Correct   

You should use the most suitable language for your specific message, and the best form of 

communication. Correctness also means keeping your language free of mistakes, whether 

that’s grammatical, spelling, or other inaccuracies.   

  

Coherent   

Coherent conversation makes sense and flows logically. Think carefully about the order of 

your points and how you can make it come across in an easy-to-understand way. It’s also 

important to be consistent with style and content when delivering multiple forms of 

communications.   

  



Complete  

Make sure nothing is missing. Complete communication ensures the audience has all the 

information they need, and are able to easily come to the desired conclusion. Good ways to 

be complete include: Providing a ‘call to action’ i.e. what you would like your audience to do 

after receiving the message? Including hyperlinks in written content to ensure all information 

is provided.  

  

Courteous  

It’s important to be polite and respectful of your audience. Being friendly, considerate, and 

professional will make your communications much more effective. You should also be 

transparent, open, and honest, and be happy to answer any questions if applicable.  

  

B  

Early humans relied heavily on nonverbal communication. As languages developed, they 

became the primary communication tool but the significance of nonverbal communication 

never really reduced.Over the years, sociologists have observed that human beings exchange 

a large amount of information through gestures and body language, the two primary modes of 

nonverbal communication.At the core, gestures are symbolic actions that utilize parts of the 

body to convey specific messages. The importance of gestures in communication is 

emphasized by the fact that, with appropriate gestures and body language, one can capture the 

listener’s attention and convey a positive impression, or even offend a large number of 

people.  

  

  Posture:  

The term posture refers to how we hold our bodies as well as the overall physical form of an 

individual.  

Posture can convey a wealth of information about how a person is feeling as well as hints 

about personality characteristics, such as whether a person is confident, open, or 

submissive. Sitting up straight, for example, may indicate that a person is focused and 

paying attention to what's going on. Sitting with the body hunched forward, on the other 

hand, can imply that the person is bored or indifferent.  

  

When you are trying to read body language, try to notice some of the signals that a person's 

posture can send.  

  

• Open posture involves keeping the trunk of the body open and exposed. This type 

of posture indicates friendliness, openness, and willingness.11  



• Closed posture involves hiding the trunk of the body often by hunching forward 

and keeping the arms and legs crossed. This type of posture can be an indicator of 

hostility, unfriendliness, and anxiety.  

  

Gestures:  

Gestures can be some of the most direct and obvious body language signals. Waving, 

pointing, and using the fingers to indicate numerical amounts are all very common and easy 

to understand gestures. Some gestures may be cultural, however, so giving a thumbs-up or a 

peace sign in another country might have a completely different meaning than it does in the 

United States.  

The following examples are just a few common gestures and their possible meanings:  

  

• A clenched fist can indicate anger in some situations or solidarity in others.  

• A thumbs up and thumbs down are often used as gestures of approval and 

disapproval.  

• The "okay" gesture, made by touching together the thumb and index finger in a circle 

while extending the other three fingers can be used to mean "okay" or "all right."10 In 

some parts of Europe, however, the same signal is used to imply you are nothing. In 

some South American countries, the symbol is actually a vulgar gesture.  

• The V sign , created by lifting the index and middle finger and separating them to 

create a V- shape, means peace or victory in some countries. In the United Kingdom 

and Australia, the symbol takes on an offensive meaning when the back of the hand is 

facing outward.  

  

   Anwer to Question  no 7  

(A)  

Dear Customer,  

Your website is an information portal for current and potential customers. You want to attract 

web browsers to find and stay on your page. Spending hundreds of dollars on digital 

campaigns may not result in a big sales increase. Grass Roots Web Optimizer software 

engages more organic traffic on your website without the expense.  

  

We offer three ways to increase sales through online engagement:  



1. We produce relevant content that attracts readers.  

2. We use 20% more SEO-focused topics than the average digital marketing agency.  

3. Our optimized web pages track clicks and send you customized daily, weekly, and monthly 

reports.  

  

"When I started using Grass Roots, I found their analysis so helpful. It showed me where 

customers were clicking on my page so I knew what was attracting the most attention to my 

products." -Cindy Beck, Owner of Lighting Source  

  

Our mission is to help businesses increase their online influence to retain and attract new 

customers. Enter your email and website here and we'll send you a free analysis of SEO 

organic traffic.  

  

Set up your annual Grass Roots Web Optimizer software campaign in the next 30 days and 

your first month of digital optimization is free.  

  

Sincerely,  

 Rabiul islam  

Customer Service Manager  

  

(B)  

Difference Between Verbal Communication and Non Verbal Communication are given 

below:  

Parameter of  

Comparison  

Verbal Communication  Non Verbal Communication  

Definition  Verbal communication involves 

the use of words or speech or 

auditory language to express 

emotions or thoughts or exchange 

information.  

Non-verbal  communication  

involves the use of visual or non- 

verbal cues such as facial 

expressions, eye or body 

movements, gestures, and many 

more without speaking.  

Communication 

Type  

Formal as well as Informal.  Informal  



Impact of  the 

Message  

Very impactful as it is  

documented  

Very comprehensive as it shows 

the actual emotions of the 

person.  

Communicates  Precise information  Required and at times more 

information  

Conveyed 

Through  

Emails, letters, notes, reports,  

i.e. Anything in written and oral 

format where words are used.  

Through Body posture, gestures, 

eye contacts, face expressions i.e. 

any form of expression.  

Transparency 

Status  

Clear and Concise.  Complex and sometimes confusing.  

  

Comparison table between horizontal and diagonal communication are given below:  

Parameters 

of  

Comparison  

Horizontal Communication  Diagonal Communication  

Meaning  a chain of communication between 

people who are not superior or 

inferior to each other  

a chain of communication between 

people who are different in terms of 

hierarchy  

Purpose  By this particular communication 

people usually share information  

by this particular communication 
people  

either seek to clear their doubts or 

give authoritative decisions.  

  

Tone of 

communication  

this particular communication 

holds a sort of informal tone  

this communication happens to be 

very formal  

Means of 

communication  

This communication is mostly 

done orally  

this communication takes place in 

writing necessarily  

Possibility of  due to being a shorter channel  due to being a lengthy channel,  

misinterpretation  the probability of destruction of 

the exact message is 

comparatively low  

there is a probability of the 

message being misinterpreted  

Length of the 

channel  

the channel of this particular 

communication happens to be a 

shorter one as the information 

flows between two people mainly  

the channel of this 

communication can be very 

lengthy as it involves many 

people at many levels  

  

   

                                        Answer to question no 08:   

  



  

Placement:  The process of making a product or service accessible for use or consumption 

by a consumer or business user, using direct means, or using indirect means with 

intermediarie  

Quality: Product quality refers to how well a product satisfies customer needs, serves its 

purpose and meets industry standards. When evaluating product quality, businesses consider 

several key factors, including whether a product solves a problem, works efficiently or suits 

customers' purposes.  

Price: Must be looking a proper lowest price than competitors price  

Promotional Offer: promotional offer means some offer for increase  sales , that offer 

interest customer's mind to buy a product  

Proper information: give  a advertisedment with proper information for the customer, the 

customer can known about your product with the advertisement.  

  

  

  

  

  

  

  

  

  

  

  

  

  

  

9  

Cross-cultural communication is the process of communication between people who interpret 

the information conveyed different as a result of their cultural context (Intercultural 

Communication) with the exponential growth in global integration through globalization, the 
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importance of understanding cross-cultural communication is pivotal to effective 

communication. Consequently, insensitivity to the challenges that arise during intercultural 

communication may lead to conflicts as when the sender sends the message to receiver , 

several things interfere to block the message from being received clearly. Therefore, it is 

critical to understand the issues to clear cross-cultural communication and the techniques and 

strategies that can be employed to break down these issues between two cross-cultural 

parties. Some major issues are describing below:  

  

Ethnocentrism  

We all have a natural tendency to look at other cultures through our own lenses.  

Ethnocentrism happens when we implicitly believe our way of doing things and seeing things 

is the right and only way. As a result, we negatively judge behaviors that don’t conform to 

our world vision. We perceive other’s behaviors as odd and improper. Ethnocentrism also 

creates an “us versus them” mentality that can be detrimental. In a previous company I 

worked for, countless times I’ve heard the French complain about the Americans in an 

ethnocentric way and vice-versa.  

  

Stereotyping  

It’s also common to rely on oversimplified clichés about people from different cultures. In 

fact, there are quite a few cross-cultural trainings in the market that are focused on 

memorizing cultural differences and can reinforce stereotyping. Learning about differences 

can be useful as a starting point. But individuals are unique; you can never predict a person’s 

behavior based on his or her nationality. When we were moving to the UK, French friends 

told us, The British never invite you for dinner, which is a common social activity in France.  

We happen to have the loveliest British neighbors who invite us for dinner often.  

  

Psychological barriers  

To manage cross-cultural teams successfully, you need to flex your own style. It’s not easy to 

go against your natural preferences. People can feel unauthentic and incompetent. I know the 

case of a French manager who went to the United States. He found out that his typical French 

style of giving feedback, focused on what was “wrong” rather than on what was working 

well, was undermining his team’s confidence. He realized what the problem was, but he felt 

artificial acting the “American” way. He went back to France as soon as he could.  

  



Language barriers  

All teams have a common language, but when some people are more fluent than others, it 

creates social distance between members. In global teams, people who are less fluent in 

English tend to withdraw from communication, which means the team may not get all the 

input it needs. Understanding what’s said can be challenging if people speak too fast or use 

too much slang. This also might have an influence on how people’s competence and 

performance are perceived. I worked for an organization where non-English native speakers 

felt that their career progression opportunities were not the same as for English native 

speakers.  

  

Geographical distance  

In global virtual teams, people don’t get the chance to interact and build relationships with 

each other as in a traditional office environment. And the less you know about people, the 

less you share information with them. Collaboration within virtual teams is, therefore, more 

challenging. Groups outside of the head office can also feel excluded. On the other hand, 

head office group members might think that other colleagues are not contributing.  

Differences in time zones also can be challenging. Often if you’re not in the headquarters, 

you are expected to cope with meeting timings that are less convenient. I know of a highly 

talented woman who left a global senior leadership role because she got tired of having 

frequent meetings in the night.  

  

Conflicting values  

Culture is like an iceberg: what you see are the behaviors, and those are influenced by the 

invisible values under the water line. Cultural clashes happen when other people’s behavior 

compromises our own values. Often, when you don’t understand or don’t agree with a 

behavior, it means that there are conflicting values under the water line. There is no right or 

wrong way of doing things; it’s just a matter of cultural norms.  
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Technology is the mechanical application of the rules of science in performing human 

activities. Technological development has changed the human lives dramatically. It brings 

dynamism, happiness and prosperity in human lives and makes their lives easy and simple.  



Recent development in business is the gift of technological advancement. Information 

technology has turned the whole world into a single family and has opened a new horizon in 

business. The role of technology in business communication is discussed below:  

Quick transmission of information: The greatest advantage of electronic communication is 

the quick transmission of information. With the help of electronic media, one can send 

information to a distant receiver just within a few seconds.  

Transmitting large volume of information: People can send large volume of information 

with the help of electronic devices. Through e-mail, one can attach writings of hundred pages 

easily.  

Making instant business decision : With the help of electronic communication, managers 

can take instant or quick decisions. With a click of computer, they can obtain information at 

anytime from anywhere in the world. This helps in making quick decision and ensures better 

management of business.  

Lowering communication cost: Electronic communication not only saves time but also 

money. Electronic communication such as e-mail requires less cost than the traditional means 

of posting a letter.  

Wide coverage: Through electronic communication, one can transmit information to many 

receivers who are located in different places. With the help of electronic devices like satellite, 

people conquered distance and the whole world has now turned into a global village.  

Communication with distant people: Electronic communication provides the opportunity of 

interactive communication with distant people. Video conferencing, for example, allows 

interactive communication even though the participants are geographically dispersed. It saves 

travel cost, time, and energy.  

Easy preservation of information: Electronic devices can store huge volume of information 

that can be used in time of need. As a result, the use of manual files is decreasing day by day.  

Managing operations globally: In modern days, businesses are becoming global. More and 

more businesses are dispersing their operations across the globe. Management of 

geographically dispersed business operations is possible only through electronic 

communication.  

  

    

B.  

Blog means a regularly updated website or web page, typically one run by an 
individual or small group that is written in an informal or conversational style.  

The Factors for write a good blog post: These are the most important factors in what makes 

a blog successful:  

  



A unique niche  

 First, you need a unique differentiator. There are millions of blogs out there, and yours is 

going to disappear into a sea of white noise unless you have an idea that’s unique enough to 

be distinguished from the crowd, and specifically tailored to one audience segment. It can 

be hard to find a niche like this, but you’ll have to dig deep if you want a chance at standing 

out in such a crowded marketplace.  

  

Good design  

Ideally, the content of your blog would matter far more than the actual design, but the truth 

is, most users base their opinions on your brand on their first impressions. You don’t need to 

go over-the-top here; in fact, there are plenty of examples of world-famous blogs built on 

template sites, but at a minimum, you need to make sure your blog is readable, easy on the 

eyes, and compatible with all manner of devices and browsers.  

  

Consistency  

 Consistency is a major factor in audience retention, and you’ll need a good retention rate if 

you want to reap the benefits of a content marketing strategy. That means you need to be 

consistent in your brand voice, always giving your readers a consistent experience. It also 

means you’ll need to post regularly, in a pattern that your readers will appreciate and 

eventually anticipate.  

  

Depth  

Your material needs a suitable amount of depth. That doesn’t mean that every piece you 

produce has to be a full in-depth analysis on the order of 10,000 words—in fact, you should 

vary the length and depth of your pieces to capture different audience segments. However, 

you need to provide your readers details they aren’t getting elsewhere.  

  

Approach-ability  

Your blog needs a degree of approachability. New readers should immediately feel “at 

home” with your brand, and your topics should cater to people ready for both entry-level 

and advanced-level information. You should also write in a casual voice that shows off your 

personality.  

  



  

  

Share-ability   

The best way to attract new readers is through social sharing, but to get more shares, you 

have to encourage more shares. Include social share icons at the bottom of each of your 

posts, and make your social media presence known. You can also encourage more shares by 

producing content that elicits strong emotional responses, or by creating content that 

demands shares—such as social media-based contests.  

  

Engagement  

Your blog also needs to be engaging, encouraging readers to comment or otherwise interact 

with your piece. Passive readers tend to get bored with content quickly, while interactive 

readers tend to become more loyal to the brand with which they’re engaged. Make it easy 

to comment on your blog posts, and interact with your readers in discussions.  

   

Promotion and support  

In theory, an expertly written blog post will attract traffic and attention on its own. 

However, this rarely happens in real life. If you want to generate attention and shares for 

your blog, you need to go out of your way to share it with more people. That means 

promoting your content across multiple channels and supporting that content with ongoing 

efforts.  


