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Preface
Communication skills are widely recognised as being critical for business profession-
als. Our work and lives do not just happen; they happen because of our interactions 
with people. Whether we write, speak or listen, how we do our work is in�uenced as 
much by our communication with others as it is by the work itself.

Some people might assume that communication is easy and that studying the 
concept is a waste of time. After all, if we can read and write, that means we can 
communicate, right? Communication is more than reading and writing. It’s about 
choosing the right message, it’s about presentation and it’s about context.

We are communicating all the time:

If we can communicate well, we can do our jobs better, we can avoid confusion and 
we can resolve con�ict. Good communication skills make us employable, regardless 
of the specialisation we are choosing within the business world.

Learning how to communicate well uses our knowledge of reading and writing, 
and expands on it. We can learn how to recognise the strengths and weaknesses of 
different communication methods. We can learn how to interpret context so that our 
messages are not misunderstood. We can learn techniques of business communication 
so that we can apply these skills in the workplace.

About this textbook
What we as the authors of this textbook have learned from our own experiences 
teaching business communication subjects, and from a survey of other Australian 
academics recently conducted by Cambridge University Press, is that there are many 
common challenges facing business schools today. These include:
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Our aim, therefore, has been to provide teachers and students with a textbook that:

workplace.

In doing so, we have designed this textbook to complement the Australian 
Government’s Employability Skills Framework. When reading through the chapters, 
students are encouraged to think critically about the material they’re reading and 
how it can help prepare them for working life.

This textbook is deliberately designed to help students develop critical thinking 

it teaches how communication works and how to apply communication skills in 
individual circumstances. Every situation is different and every person is different. If 
you can learn how to communicate well, and then apply that skill in the real world, 
you will have developed a level of communication competence that any employer 
would desire.

Good luck and enjoy the journey!
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Chapter 2 Organisations: structure and culture

When the various elements of organisational structure are applied to organisations, how 
organisations choose to achieve organisational goals can be predicted. Communication 
strategies and methods will vary depending on the organisation.

Organisational culture is also affected by organisational structure 
and design, and can in�uence employee behaviour. It is the personality 
of the organisation, affecting everything from communication preferences 
to employee motivation. Culture is a dif�cult concept to recognise in an 
organisation because it manifests in many different ways. It is something 
that is shared, adheres to patterns and helps us interpret and respond to 
the world around us. Challenges with communication strategies can be 
predicted and addressed by interpreting organisational culture.

CASE STUDY: TWO DIFFERENT 
ORGANISATIONAL STRUCTURES
Queensland Police Service

Formal organisational structure with strong culture

The Queensland Police Service is a large, formal organisation. The role of the Queensland 
Police Service is to provide law enforcement to the state of Queensland. The organisation 
also provides assistance to the community in times of emergency. There are approximately 
11000 police of�cers and 4000 staff members employed by the organisation. The organisation 
is highly complex and includes many different departments. It operates on an annual budget of 
almost $2 billion, funded by the Queensland Government (Queensland Police Service, 2012a).

Australian City Farms Community Gardens Network

Informal organisational structure

The Australian City Farms Community Gardens Network is a non-profit organisation that acts 
as a coordinator for community gardens throughout Australia. The organisation’s goal is to 
link people interested in community gardens and to provide advice for the establishment of 
community gardens. The organisation is staffed by volunteers and operates without a budget. 
There are no of�ce bearers and the organisation has no �nancial membership.

But what is a ‘formal’ organisational structure, and how does it differ from an ‘informal’ one? 
We will look more closely at these two quite different organisations throughout the chapter as 
we explore various organisational structures and cultures.

De�nition of an organisation
An organisation is a group of people operating as a unit to achieve a com-
mon goal. Organisations usually �t within one of three broad types:

organisation
A group of people 
operating as a 
unit to achieve a 
common goal.

culture
Something that is 
shared, adheres 
to patterns and 
helps us interpret 
and respond to the 
world around us.

2

Chapter 1

Introduction
Learning to communicate is an important professional and life skill. Organisations 
today are looking for people with the communication skills to be able to contrib-
ute productively within the workplace and maintain effective relationships with 
stakeholders. This chapter provides an overview of Communication Skills for 
Business Professionals, including the bene�ts of good communications skills and 
employer expectations of new business graduates.

During the course of your studies, you will no doubt come across theories.
Theories are not dirty words or something to be feared. They are not, despite 
popular thinking, hypotheses or unrelated to the ‘real world’. In fact, a theory 
derives from a body of knowledge discovered through research and experience. 
Theories help explain phenomena within our world. They allow us to learn from 
the collective knowledge of others.

In his book Public Relations: Theories, Practices, Critiques (2012), Professor 
Jim Macnamara states that practitioners will regularly encounter situations 

Learning objectives
After working through this chapter, as a business 

professional you will be able to:

1. understand the importance of communication skills 

for business professionals

2. appreciate the role of theory in helping to understand 

the world around us

3. gain the power to in�uence others in business

4. understand employer expectations of new business 

graduates

5. engage in critical thinking

6. embark on a journey of continuous professional 

development.

Introduction: 
communication 
in organisations

Each chapter opens with a 
list of learning objectives
to guide students’ focus.

A case study appears after 
every chapter introduction 
to help students place the 
information in a real-world 
setting as they learn.

Full-colour �gures,
illustrations and tables
illustrate important concepts 
to aid information retention.
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Part 1 Understanding communication

programming’ of people (Hofstede, 2001). By this, Hofstede means that culture is made 
up of particular values, beliefs, customs, attitudes, rules and tastes that are re�ected 
in the institutions, frameworks, symbolisms and behaviours of the group or society. 
For instance, if we use Australia as an example there is a fundamental commitment 
to the values of free expression, egalitarianism and leisure as a reward for hard work 
(which somewhat stem from Australia’s speci�c history as a colony). These values are 
re�ected by an open press, the freedom for individuals to express their views without 
reprimand, love of the beach by many Australians, and time spent with friends. Thus, 
these underlying values give rise to a visible culture that can be observed.

Many customs, beliefs, values and so forth are taken for granted within a culture 
because these are embedded systems into which we are born and practise throughout 

our lives. This process of learning the norms, beliefs and processes of cul-
ture is referred to as socialisation (Billingham in Stretch & Whitehouse, 
2007). This process of socialisation can also occur in the business context 
where, as many studies have shown, workplace or organisational cultures 
are driven by the same values, beliefs and attitudes that manifest similar 
rituals, symbolisms and behaviours as culture at large (Schein, 2010). 
The iceberg analogy developed by Edward T. Hall in 1976 (whose work 
we discuss later) shows how many of our visible cultural patterns are 
underpinned by much deeper assumptions, beliefs and ingrained values 

that we don’t see or acknowledge until they are challenged by engagement with other 
cultures (Hall, 1976). The iceberg reveals only a small, visible part of culture such as 
foods, dress, religion and so on but its true complexity and in�uence lies under the 
surface (Figure 8.1).

Figure 8.1 The iceberg reveals only a small, visible part of culture.

socialisation
The process 

of learning the 
norms, beliefs and 

processes of a 
culture, or cultures.
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positive responses to requests: reciprocation, consistency, social validation, liking, 

Reciprocation. Most societies subscribe to a norm that obligates individuals to 

Consistency.

Social validation. One fundamental way that we decide what to do in a situation is to 

Liking.
speakers and their audience, physical attractiveness and compliments can stimu-

Authority. People listen to those with experience, expertise, credentials or in posi-

Scarcity. Things become more desirable and valuable to people as they become 

Table 14.2 Characteristics of ‘sticky ideas’ in oral presentations

CHARACTERISTIC EXPLANATION

SIMPLICITY Become a master of exclusion. Strip ideas done to their core. During Governor 
Clinton’s run for the White House, campaign manager James Carville honed 
the campaign’s message to one central theme – ‘It’s the economy, stupid!’ – 
believing that ‘if you say three things, you say nothing’.

UNEXPECTEDNESS Violate people’s expectations. Generate interest and curiosity by opening gaps 
in people’s knowledge and then �lling those gaps. In 2008, Apple launched 
its Sydney store. Prior to the opening, it covered the storefront in large black 
fabric creating suspense and speculation about the unveiling. Wrote one 
commentator, ‘The tight, black fabric covering the site suggests a store at 
least three storeys tall. That’s a massive space for a company whose catalogue 
features only four major product lines’ (Hanlon, 2008).

CONCRETENESS Relate your ideas to real-world things. Create mental pictures in the minds of 
your audience. Take people to a place, show them an object, a smell, a taste – 
our brains are wired to remember concrete data.

CREDIBILITY Cite expert testimony, show �gures and statistics and, best of all, demonstrate 
it – let people ‘try before they buy’ and test ideas for themselves.

EMOTIONS If you can make people feel and care about it, they’ll get it. Many �tness and 
personal development coaches use emotion to inspire change in their clients. 
They’ll ask their clients to think about all the pain they’ll continue to experience 
if they don’t change, and all the positive feelings (self-esteem, pride) that they’ll 
get if they do change their behaviour. People are also wired to feel things for 
other people (not for abstractions).

STORIES Since the beginning of human history, stories have been our most powerful 
vessels for knowledge. By sharing stories we multiply experience.

Communication in practice boxes 
link the theory to the chapter’s 
case study throughout each 
chapter, while Pause and re�ect
boxes offer students interesting 
further information or questions 
to consider.
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may be in�uenced by external factors (e.g. home life, family illness and personal 
issues) and their in�uences may be less rational. In professional communication, 
we need to be able to recognise different contexts and background in�uences on the 
current environment, and make choices about persuasive text in line with the intrap-
ersonal in�uences of the person (or people) with whom we are interacting.

Most persuasive interactions include a balance between logical argument and 
emotion in�uences. Too much logic can disengage a receiver or audience, while too 
much emotion can cheapen the factual and rational content. Many theorists (such as 
Dwyer, 2013; Zaremba, 2009; and Eunson, 2008) suggest that this balance is con-
stantly in a dynamic state and equilibrium is rarely shared between people, issues 
and periods of time. This means the communicator needs to assess the situation, 
environment and personal positions of the receiver(s) as no two communication cir-
cumstances are identical.

COMMUNICATION IN PRACTICE 5.3 

You are still working for the bank, which is trying to implement an enterprise bargaining 
agreement (EBA) for employment conditions. The EBA is being managed by your indus-
try’s union and negotiated with your employer, the bank. The bank asks you to inform 
all staff that if they vote ‘yes’ to the current draft of the EBA, the bank will reward staff 
with an extra two paid holidays over the Christmas break, as the bank wants to speed 
up �nalising the agreement.

1. What do you see as the balance between logical and emotional persuasion with 
this offer by the bank?

2. Draft an email (less than 100 words) that you would send to all staff to explain 
the bank’s offer to all employees – remember that you are doing this on behalf 
of the bank.

3. List the emotive words you would include in this email, and explain why you 
chose them.

Persuasion versus coercion
There is a distinction between persuading and coercing people to adopt an opinion 
or behaviour. Coercion is limiting the options for people to make an informed deci-
sion by using punitive threats. For example, speeding �nes are a form of coercion for 
staying within the speed limits – if you speed you will get �ned! Generally, coercion is 

using the strategy of providing an alternative that overwhelmingly limits 
the will of that person (or people) not to comply. Coercion is often associ-
ated with threatening and violent alternatives. Many autocratic govern-
ments use violent coercion as a powerful in�uence to maintain control 
over the people. A sad example of this is the use of threats of violence 
against children (particularly young boys) in some unstable countries in 

coercion
The use of threats 

and fraud to impose 
your will upon 

somebody else.
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relatively new technology. Indeed, it’s easy to forget just how recently many of the 
internet powerhouses we know today were launched.

August 2004).

when they also started sharing photos on Flickr.

former United States Secretary of Defense Donald Rumsfeld: ‘we know, there are 
known knowns; there are things we know we know. We also know there are known 

pp. xiii–xvi).

PAUSE AND REFLECT 13.1 

How has the web changed the way organisations communicate?

1. Choose an ASX50 company and list how that organisation would have communi-
cated with its stakeholders before the internet became available to the masses.

2. Compare your list with how that organisation communicates today. What are 
some of the key differences? Advantages? Disadvantages?

that technology determines the way we communicate – technological determinism
(the theory that science and technology are the main forces for social change) – rather 
than society as the force for technological change. Indeed, one could argue 
that technology (including the web) has evolved to meet the needs of soci-
ety. Perhaps it’s a little of both? In any case, when examining the way 
we communicate online, it’s important to understand the implications of 
controlled versus uncontrolled media and media convergence.

Controlled versus uncontrolled media
When an organisation uses controlled media it decides what, when, 
where, how and, typically, to whom something is published. Examples of 

controlled media
When an 
organisation 
decides what, 
when, where, how 
and, typically, to 
whom something 
is published.
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Chapter 6 Negotiation and con�ict managementPart 1 Understanding communication

Chapter summary

Key terms
con�ict 128
con�ict management 135
con�ict style 135
destructive con�ict 129
game theory 141
intergroup con�ict 131
interpersonal con�ict 130
intragroup con�ict 131
intrapersonal con�ict 130
negotiation 137
positional bargaining (or distributive negotiation) 137
principled (or integrative) negotiation 139
productive (or constructive) con�ict 130

Review questions
1. How can you use the principled negotiation approach to ask for a raise at work?
2. Can the Thomas–Kilmann Con�ict Styles be used as negotiation strategies? 

Why or why not? Justify your answer through an example that uses one of the 
styles as a strategy.

3. Discuss the relevance of cultural and gender differences to both con�ict and 
negotiation. What are the implications for international organisations?

4. What are the differences between positional and principled negotiations? 
When might each be useful?

5. How could you employ a collaborative style to negotiate for a raise at work?
6. Discuss the statement ‘One cannot, not communicate’. How can becoming 

 self-aware aid you when negotiating?
7. Women and men handle con�icts and negotiations differently. What is the 

 primary difference?
8. How can reviewing objective criteria during negotiation strengthen the �nal 

agreement?
9. Explain the difference between BATNA and WATNA.

Tutorial guide
Activity 1

Activity 2

Activity 3

Further reading
Doherty, N. & Guyler, M. (2008). The Essential Guide to Workplace Mediation and Con�ict 

Resolution: Rebuilding Working Relationships. London, UK: Kogan Page.

Fisher, R. & Ury, W. (2011). Getting to Yes: Negotiating Agreement Without Giving In (3rd 
ed.). New York, NY: Penguin Books.

Each chapter concludes with a 
chapter summary, key terms,
review questions, a tutorial guide
and a list of further reading to 
help reinforce learning.
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Glossary
acculturation The process by which members of one culture come to adopt and practise 

the behaviours, customs and beliefs of another culture.

action list A summary of the decisions made at a meeting, identifying actions to be 

taken together with the person(s) responsible for each action and the date the action is 

to be completed.

agenda From the Latin for ‘things to be done’; the list of items of business for a meeting, 

and the order in which they are to be dealt with.

amendment A change to the wording of a motion. One directly opposed to the original 

motion (e.g. changing ‘will’ to ‘will not’) is not permissible. If the mover and seconder of 

the original motion accept the amendment, the motion is immediately changed; other-

wise, the amendment must be put to a vote.

annual general meeting (AGM) Under Australian law, every incorporated body must 

hold an AGM, at which the outgoing directors or committee members present their 

reports and a new board or committee is elected. (Members of the outgoing board or 

committee may, subject to any maximum consecutive term being speci�ed in the rules 

or constitution, offer themselves for re-election.)

annual report A report (or compendium of related reports) to the shareholders of a busi-

ness, describing the company’s performance and prospects. It is legally required of pub-

lic companies but is often also used as a promotional vehicle for the company.

anticipatory socialisation The process through which we develop a set of expectations and 

beliefs about how people communicate in certain formal environments and occupations.

apology A message sent to a meeting by anyone who is expected to attend but cannot. 

Calling for apologies is usually the �rst agenda item immediately after the meeting is 

declared open.

assertiveness Con�dently communicating what we want, like, accept and believe in.

attitude Somebody’s evaluation of an issue or thing.

audience The receiver of communication.

behaviours The actions of adoption or avoidance.

beliefs The perceived truths.
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Index
accountants

skills for, 10
acculturation, 175
acknowledgements, 232–3, 265, 269
action lists, 386, 389–400
actuation, 108
adjourning stage, 166
adjudication, 136
agenda, 380, 385–94
agreements, 139, 140
alliteration, 350
ambiguity, 184
amendments, 403
Amy’s Baking Company, 199–200, 207
analysis, 253
anaphora, 350
announcements, 292
annual general meeting (AGM), 376, 389
annual reports, 273–4, 375
anticipatory socialisation, 206–7
antithesis, 350
apologies, 386
appearance, 331–6
appendixes, 266, 271
appraisals, 317
appropriateness, 190
arbitration, 136
Aristotle, 53, 99, 114
artifactics, 355
assertiveness, 117, 212–15
attention lines, 297
attitudes, 65, 120
attitudinal questions, 235
attribution, 205–6
audience commitment, 121
audience knowledge, 99–101
audience motivation, 98–9
audiences, 85 

and annual reports, 273 
and authors, 262–3, 267, 271–2 
and emails, 280 
and messages, 86–8, 91–3 
new, 185–6 

primary, 88–9 
responses, 86 
secondary, 89–91
See also role performance

audio books, 359
audiovisual aids, 356–8
audits, 250
 See also communication audits
AusBank, 106, 110
Australia Post, 246
Australian City Farms Community 

Gardens Network, 25, 26, 35, 41
Australian Drug Foundation, 246
Australian Securities and Investments 

Commission (ASIC), 273
Australian Stock Exchange (ASX), 273
authority, 116, 138
authors

and audiences, 262–3, 267, 271–2  

baby boomers, 12 
bargaining, 139 
Barnlund, Dean, 70 
behavioural questions, 235 
behaviours, 120 
beliefs, 40, 120 
belonging, 111 
Berlo, David, 68–9 
bias, 238 
blocking, 117 
blogging, 327 

See also social media
blogging styles, 328–9 
body language, 143–4, 238, 353–6 
boundary spanning, 71 
boundaryless organisations, 36, 39 
brainstorming, 141 
browsing, 318 
budgets, 360 
bureaucracy, 30–2, 39 
Bush, George W., 61, 364–7 
business, 6 
business communications, 85 

A glossary of important 
terms and an index can be 
found at the back of the 
book for further reference.

Margin boxes provide 
de�nitions of important terms 
where they are mentioned in 
the text.
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One visible way in which difference is de�ned is through the use of stereotypes 
(McGarty, Yzerbyt & Spears, 2002). The term stereotype refers to gen-
eralised assumptions or attitudes held about a certain group of people. 
These assumptions then get imposed onto individuals (Judd & Park, 
1993). Stereotypes typically re�ect very little truth about a group or a 
person and speak more about the biases, fears or prejudices held by 
others. Stereotypes evolve over time, drawing on assumptions, observa-
tions and social attitudes.

For example, the stereotype of Australians is that they are relaxed, and are 
primarily interested in going to the beach. playing sport and having a good time. 
Physically, the stereotype is that of a tanned, blonde Anglo-Saxon capable of deal-
ing with dangerous environments as a result of frequently being exposed to the 
elements. In reality, Australians experience high levels of stress, work hard and, 
in many cases, live in urban environments. Equally, Australia is now a highly 
multicultural society where the stereotypical Australian appearance is not re�ec-
tive of the Australian reality. This example illustrates how small kernels of truth 
(such as a love of the beach or an Anglo-Saxon background) give rise to a series 
of exaggerated or incorrect assumptions that become merged into a stereotype. 
Stereotypes are dangerous because they do not accurately depict people and cul-
tures and often negatively distort our perception of others. In a business context, 
stereotypes potentially create a barrier to effective communication because, in 
using stereotypes, the assumption base upon which we approach individuals is 
often wrong.

Another way in which dealing with difference underpins a barrier to commu-
nication is through the experience of culture shock (Bochner, 1982). 
Culture shock occurs when encountering a new culture where the lack 
of familiarity causes a period of confusion, distress and anxiety. Culture 
shock tends to move through a series of stages before reaching the point 
of accepting the differences of a new culture and learning to work within 
them (Table 8.3).

Culture shock occurs when we move to new cultures and outside our 
comfort zones. This means abandoning friends, family and familiar places 
but also perhaps language, food, rituals customs and so forth. To lose every-
thing familiar at once, only to �nd ourselves in a completely unfamiliar 
situation, is a lot to consider. It is inevitable that the kind of emotional response 
represented by culture shock will happen. While culture shock poses a barrier to 
effective communication as we learn to adapt and overcome anxiety, it is nonetheless 
a temporary barrier that eases with time. Once the stages of adaption and accul-
turation have started and we become more familiar with a new culture, our sense of 
shock eases and we can start to communicate more effectively. Equally, we become 
more con�dent in our setting such that new relationships, social networks and learn-
ing opportunities can be established. This is particularly so in moving to a culture 

stereotype
Generalised 
assumptions or 
attitudes held about 
a certain group of 
people.

culture shock
Occurs when a 
lack of familiarity 
with a new culture 
causes a period of 
confusion, distress 
and anxiety.

362

Part 2 Communicating in organisations

ADVANCED SECTION
Pitching to clients or investors
Many business professionals at some point in their careers will �nd themselves 
involved in a pitch – either representing an organisation or agency delivering a pitch 

What is a pitch?

cash to develop and expand its business, the founders of the company may approach 
a venture capital �rm (such as Sequoia Capital) to pitch for funds in exchange for 

A pitch is the process of persuading somebody to invest in your ideas, goods or 

(an elevator pitch, for example, is an informal, persuasive presentation 

A pitch is much more than a presentation (although presentations 

a client decides to engage outside services (such as strategic, operational 

Pitches can be non-linear and sometimes clients or agencies will take 
-
-

Why do clients ask for a pitch?
There can be several reasons a client will put an account to tender and invite agen-

is due

its current agency

elevator pitch
An informal, 

 persuasive 
presentation

delivered in a 
short time span 

such as during an 
elevator ride.
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Guide to companion website
A Cambridge companion website accompanies this book to help you teach your 

course. Please follow the link on the website or contact your local sales representative 
for login details to gain access to your premium course resources.

Instructors’ Resource Manual
An indispensable teaching resource containing key terms, learning objectives, chap-
ter summaries, and answer guides for review questions and tutorial activities.

PowerPoint® slides
An overview of each chapter with additional teaching notes, ready for you to custom-
ise to suit your course.

Test bank
A suite of short-answer, multiple-choice and true/false questions organised by chap-

be customised to suit your course.
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