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AHOTAIIA
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JOCIIJIKEHHSI € OIlIHKAa €()EeKTUBHOCTI KOMYHIKAIIMHUX TMPAKTHK MIANPUEMCTBA,
BU3HAYEHHS! OCHOBHUX MPOOJIEM Ta po3p00Ka peKOMEHIAIIHN 71 iX BIOCKOHAJIEHHS.
VY po6oTi pO3TIIIHYTO TEOPETUYHI 3acau ePEeKTUBHOT KOMYHIKaIlil, TpOaHaIi30BaHO
ICHYIOYl KOMYHIKaIlliHI TpOIlleCM Ha MIiANPUEMCTBI, BHU3HA4Y€HO Oap’epu Ta
3aMpoNOHOBAHO 3aXOIW JUIsl iX yCyHEHHs. [IpakTudHi pe3ynbTaTtd JOCIiIKEHHS
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QUALIFYING PAPER
on the topic:

“Formation of Effective Communications in Enterprise Management (Based on
the Materials of Jiangsu Huiman Investment Group Co., Ltd., China)
Student of the 2" year, group 5am, specialty 073 “Management”, specialization
“Management of FEA”

The qualification work is devoted to analyzing the communication
processes in the management of Jiangsu Huiman Investment Group Co., Ltd. The
purpose of the study is to evaluate the effectiveness of the company’s
communication practices, identify key challenges, and develop recommendations for

improvement. The paper examines the theoretical foundations of effective

communication, analyzes existing communication processes within the company,
identifies barriers, and proposes measures to address them. The practical results of
the research can be applied to improve management processes both at Jiangsu

Huiman Investment Group Co., Ltd. and in other organizations.
Key words: effective communication, enterprise management,
organizational communication, communication barriers, Jiangsu Huiman

Investment Group Co., Ltd.

SUMMARY



TO THE QUALIFYING PAPER

“Formation of Effective Communications in Enterprise Management (Based
on the Materials of Jiangsu Huiman Investment Group Co., Ltd., China)
Qualifying paper: - 57p., lllustrations - 4, Tables - 14, references — 30

Purpose of the paper is to analyze the communication processes within
Jiangsu Huiman Investment Group Co., Ltd., evaluate their effectiveness in
supporting enterprise management, and propose strategies for the formation and
enhancement of effective communication practices to improve organizational
performance and decision-making.

Object of the research is the communication processes within the
management system of Jiangsu Huiman Investment Group Co., Ltd.

Subject of the research is the principles, methods, and tools used to establish
effective communication in enterprise management, focusing on their role in
facilitating collaboration, decision-making, and the achievement of organizational
goals at Jiangsu Huiman Investment Group Co., Ltd.

The research methods for this work are the study, analysis, mathematical
calculation and prognosis method of data compilation, comparison and summary.

The practical significance of this work lies in the ability to plan the

Implementation of new strategies, tools and methods in the company, followed by

the evaluation of success and viability indicators, as well as the development of the
skills of networking and market analysis.

The information foundation of the study is the data provided by Jiangsu Huiman
Investment Group Co., Ltd., statistical data, official documentation, the theoretical
base on the issues of foreign economic activity, scientific articles and publications,

etc.
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INTRODUCTION

Effective communication lies at the heart of successful enterprise management. In an era
marked by rapid technological advancements and increasing complexity in business
operations, organizations must prioritize the development of
robustcommunication frameworks to maintain efficiency, foster collaboration, and
achieve strategic goals. For companies like Jiangsu Huiman Investment Group Co., Ltd.,
which operates in the competitive and dynamic investment sector, effective
communication is critical for ensuring seamless coordination across departments and

enhancing decision- making processes.

The concept of communication in management extends beyond the mere exchange of
information. It encompasses the ability to convey ideas, build relationships, and establish
mutual understanding among stakeholders. Effective communication enables
organizations to align their internal and external activities, address challenges
proactively, and adapt to market changes with agility. However, achieving this level of
communication efficiency is often hindered by barriers such as cultural differences,
technological gaps, and organizational silos, which can undermine performance and

productivity.

This research focuses on the formation of effective communications in enterprise
management, with a specific emphasis on Jiangsu Huiman Investment Group Co., Ltd.
The study aims to analyze the company’s current communication practices, identify key
challenges, and propose recommendations to enhance communication effectiveness. By
exploring both theoretical and practical aspects of communication, the research seeks to

bridge the gap between conceptual frameworks and real-world applications.

The significance of this study lies in its potential to contribute to the improvement of
communication practices not only within Jiangsu Huiman but also in other organizations
facing similar challenges. By leveraging best practices and innovative strategies, the

research aspires to offer actionable insights that can enhance organizational efficiency



and resilience.

The subsequent chapters will delve into the theoretical underpinnings of effective

communication, provide an in-depth analysis of Jiangsu Huiman’s communication

processes, and offer practical recommendations for fostering a culture of clear,

transparent, and effective communication within the company.



CHAPTER 1. Theoretical Foundations of Effective Communications in

Enterprise Management

9.1. The Role of Communication in Enterprise Management
Communication is one of the most basic functions of management, the manager
can make a good decision, think out well conceived plans, establish a sound
organization structure, and even be well linked by his associates. Communication
Is essential for achieving managerial and organizational effectiveness. Good
communication helps employees become more involved in their work and helps
them develop a better understanding of their jobs. Clear, precise and timely
communication of information also prevents the occurrence of organizational
problems. Without communication, employees will not be aware of what their
coworkers are doing, will not have any idea about what their goals are, and will not
be able to assess their performance. Managers will not be able to give instructions
to their subordinates and management will not receive the information it requires
to develop plans and take decisions, hence communication acts as nervous system
for any organization. The world communication has been derived from the Latin
word “communis”, which means common. Communication, therefore, refers to the
sharing of ideas, facts, opinions, information and understanding. It is the transfer or
transmission of some information and understanding from one person to another.
Although the word “communication” is used often, there is no consensus amongst
communication experts regarding its definition. In general, it is defined as the
process by which information is exchanged between individuals. The process uses
written messages, spoken words and gestures. Communication can be defined as
process of transmitting information, thoughts, opinions, messages, facts, ideas or
emotions and understanding from one person, place or things to another person,
place or thing. Organizational Behaviour seeks to examine the impact of
communication on the behaviour of employees within organizations. Agricultural
communication is defined as a planned transfer of farm technologies from the

research system to the farmers’ system through extension system and media with a



view to make desirable changes in respect of higher productivity, profitability and

prosperity and also get feedback from the clients.
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The importance of communication in any managerial process can hardly be
overemphasized. If an organization is to operate as an integrated unit, it is necessary
that the top management should keep the lower level supervisors and employees
well-informed of its ultimate objectives and what it wants each person to accomplish
towards their realization. By freely sharing information, the management takes
employees into its confidence, prepares them for changes, avoids misunderstanding,
and removes it if at all it develops, and makes them more knowledgeable about the
problems and policies of the enterprise.

Functions of communication

a. The information function serves to provide knowledge to the individuals need for
guidance in their actions. It also fulfills worker’s desires for awareness of things that
affect them.

b. The command and instructive functions serve to make the employee aware of his
obligations to the formal organization and to provide him with additional guidance
on how to perform his duties adequately.



c. The influence and persuasion function (also known as motivational function)
encourages the appropriate individual to perform or to exhibit a certain behaviour.
Messages communicated are used to convince individuals that their actions can be
personally or organizationally beneficial.

d. The integrative function refers to the fact that the communication of messages /
ideas, if properly handled, should help to relate the activities of the workers to their
efforts complement rather than detract from each other. Work efforts are unified
rather than fragmented as a result of properly integrative communication. Employees
can perform well and be involved in their work only when they understand their job
duties and responsibilities. Unless the organization’s key goals, values and strategies

are communicated to employees, they will not work in that direction.

Fig.2. The Communication Process Transmission
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The two-way communication process involves the transmission of a message from
a sender to a receiver and back. Communication may take place through speech,
hand signals, or other form. All communication involves eight steps, regardless of
the form used.

1. Developing an idea: The sender should perceive that he has some important
message to be conveyed to the receiver. The sender should have a clear idea about
what he wants to communicate to the receiver.

2. Encoding the message: The sender codifies the message. He selects appropriate
word, charts, or symbols in this step, to convey his idea as clearly as possible. He
also decides on the medium of transmission so that the words and symbols

constituting the message can be arranged in a suitable manner.



3. Transmitting the message: This step involves the transmission of the message
using an appropriate medium of communication such as memo, phone call or
personal interaction. While transmitting the message, the sender tries to ensure that
the timing of the message is right. The sender also takes care that the transmission
of the message doesn’t encounter any barriers or interference, which may impede
the flow of communication. Ensuring that the communication channel is free from
barriers or interference increases the chances of the message reaching the target
audience and holding its attention.

4. Reception of the message: In this step, the receiver, the person for whom the
message was intended, receives the message. If the message was communicated
orally, the receiver has to be a good listener to avoid loss of information during
transmission of the message.

5. Decoding the message: The message is decoded and understood by the receiver.
The receiver has to understand the message exactly as intended by the sender. The
communicator of a message can make the receiver listen to him, but understanding
has to be achieved by the receiver alone. This aspect of understanding is referred to
as “getting through” to a person.

6. Acceptance or rejection of the message: The receiver is free to accept or reject the
decoded message. The receiver can not only choose whether to accept a message, he
can also choose whether to accept the message in toto or in part. The acceptance
decision of the receiver is influenced by factors such as his perception regarding the
accuracy of the message, the authority of the sender, and the implications of
accepting the information.

7. Using the information: This step involves the use of the information by the
receiver. The receiver may use the information, discard it, or store it for future.

8. Giving feedback: Feedback occurs when the receiver sends back some response
to the sender or acknowledges receipt of the message. The communication loop is
complete only after feedback has been provided. Feedback is essential for finding
out whether the message has been properly received, decoded, accepted and used by

the receiver.



The two-way communication process can be compared to the back-and-forth pattern
of play of tennis or badminton. The players adjust their shots depending on the
response of the opponent. Similarly, as communication progresses, the sender
adjusts his message according to the previous response of the receiver. Two-way
communication leads to the accurate transmission of information and improves the

quality of decisions and actions dependent on that information.

9.2. Types and Forms of Communication in Organizations and

Barriers to Effective Communication

Organizational Communication can be broadly classified into formal and informal
communication. Formal communications are those that are official, that are a part of
the recognized communication system which is involved in the operation of the
organization. These communications may be oral or written. A formal
communication can be from a superior to a subordinate, from a subordinate to a
superior, intraadministrative, or external. Formal communications take place
externally to the organization i.e. with outside groups, such as suppliers, clients,
unions, government agencies and community groups. Formal communications may
be mandatory, indicative or explanatory. Mandatory communication implies an
order or command to be followed and goes by various euphemistic names such as
Instructions, briefing, etc., this kind of communication is mostly vertical and usually
one way from top to downward. The indicative or explanatory communication may
exist between any level and may be vertical as well as horizontal. Informal
communications grow out of the social interactions among people who work
together. These are not bound by any chart on the wall but are bound by conventions,
customs and culture. Such communication provides useful information for events to
come, in the form of grapevine.

Organizational Communication can also be classified as

1. Downward Communication

2. Upward Communication

3. Lateral Communication



4. Interactive Communication

1. Downward Communication

Downward communication is one of the important processes of organizational
communication. It establishes linkages between people by facilitating flow of
information between them. Downward communication has five purposes:

1. To give instruction to employees regarding their jobs and specific tasks.

2. To provide information about organizational procedures and practices to new
employees.

3. To explain the rationale of a job to a new employee

4. To provide subordinates feedback about their job performance

5. To give information required by different teams and departments for the
achievement of goals.

In the past, organizations gave attention only to the first two purposes; modern
organizations emphasize all five. If the communication process fails to achieve these
purposes, employees will not receive all the information they require about their jobs
and will not be aware about the importance of their work. They may consider their
job to be of little significance in the organization and may not show interest in them.
They may carry out their tasks only because they have been asked to do so by their
boss. This kind of attitude on the part of employees will have a negative impact on
organizational performance. It will promote an authoritative atmosphere, which will
adversely affect the upward and horizontal flow of information. It is, therefore,
Important to communicate to all employees how their jobs will contribute to the
achievement of organizational goals and how their poor/excellent performance will
affect other jobs in the organization. Thus, the objective of downward
communication should be to help employees understand their jobs better and align
their goals with organizational goals.

Downward communication depends on different types of print and oral media to
disseminate information. Handbooks, manuals, magazines, newspapers, bulletin
boards, notices, posters, reports and memos are different kinds of written media used

by organizations. Direct orders or instructions from top executives, speeches,



meetings, public address systems, telephones, closed-circuit television are examples
of oral media used for downward communication.

2. Upward Communication

The upward communication process is non-directive in nature, unlike the downward
process, which is directive. Effective upward communication is possible only when
organizations empower their employees and allow them to participate freely in
decision-making. The techniques described below are used to promote upward
communication in organizations:

1. The grievance redressal procedure:

Enables employees to appeal to management and seek redressal of their grievances.
2. Open-door policy:

Allows employees to approach managers at any time and discuss their problems with
them.

3. Counseling, attitude questionnaires and exit interviews:

The Personnel Department can conduct nondirective counseling programs to help
employees deal with their work-related problems as well as work and family
conflicts. Attitude questionnaires may be administered periodically to find out
employees’ attitudes towards the workplace and the workload. Exit interviews may
be held for the employees quitting the organization to find out their reasons for
leaving and their suggestions for improving the workplace.

4. Participative techniques:

upward communication can be achieved through formal participation programs like
union-management committees, suggestion boxes, junior boards and quality circles
or through informal involvement of employees. Research has shown that employees
who participate in these programs are more satisfied with their job, show greater
commitment toward the job, and perform better than non- participating employees.

5. The ombudsperson:



A position created to receive and respond to inquiries, complaints, requests for
policy clarification, or allegations of injustice by employees. Through an
ombudsperson, employees can have their problems resolved quickly without going
through lengthy channels. This position had initially been created in Scandinavia as
an outlet for people who felt that they had been treated unfairly by the government
bureaucracy.

3. Lateral Communication

Lateral communication involves communication across chains of command. It
facilitates coordination among departments. It probably takes place because people
prefer the informality of lateral communication to the formal downward and upward
communication. Those actively involved in lateral communication are called
“boundary spanners.” Since “boundary spanning,” allows for accumulation of vast
amounts of information, such persons wield tremendous power and enjoy greater
status by filtering and communicating with others.

4. Interactive Communication

Interactive communication is beneficial when communication is necessary between
peers involved in tasks that require coordinated effort. However, if they are not
involved in tasks that require coordinated effort, interactive communication would
result in reduced productivity. Interactive communication among peers may also
affect vertical communication in a negative way. Employees at each level may
communicate freely among themselves but fail to communicate upward and
downward.

The main aims of interactive communication are:

1. Task coordination

2. Problem solving

3. Information sharing, and

4. Conflict resolution

There are two main types of interactive communication:

1. Networks: A network is a group of people who develop and maintain contact

with each other to exchange information of common interest in an informal



manner. A person who is actively involved in information exchange is said to be
networking. Networks can be both internal and external to an organization. Internal
networks consist of employees from different departments and business units.
Networks that extend beyond the company to business partners, customers and
sometimes even competitors are external networks. External networks are formed
when employees attend social clubs, professional groups and other similar
associations. Networks enable employees to widen their interests and get
information relating to recent developments in their field. A good networker can get
access to powerful and influential people if they have certain interests in common.
Effective networks can help develop productive working relationships that may
result in enhanced job performance.

2. Grapevine communication: It supplements the formal channels of
communication and provides information, which is not communicated through the
latter. It provides information on the unwritten rules of the organization and
important management decisions (well before they are implemented). Managers
generally do not use the grapevine as a source of information. However, they try to
keep track of the information passing through the grapevine through their loyal
subordinates. This helps managers identify the issues that cause anxiety to
employees. They can send a message that alleviates their fears and reduces their
anxiety. Managers thus use the grapevine as a filter and feedback mechanism to
eliminate rumours and prevent their negative impact on organizational performance.
The important characteristics of a grapevine are:

a. It is beyond the control of the management.

b. It is considered more reliable by the employees than the formal communication

channels, and c. Employees mostly use it to serve their personal and social interests.

9.3. Best Practices and Strategies for Effective Communication

Verbal communication takes place directly between the superiors and juniors in

organizations and between farmers and extension functionaries in the field and is



often known as face to face communication. It takes the form of talks, a public
address, verbal discussions, telephonic talks, telecommunications and other artificial
media, such as audio-visual aids speeches and orders, holdings of meetings and
conferences, lectures, social get-togethers, training sessions, public address systems,
museums, exhibitions, counseling etc.

Verbal communication enjoys certain merits

I. It is the least time consuming, is more direct, simple and the least expensive.

ii. It is more communicative and effective and aids in avoiding delays, red-tape and
formalities. iii. It generates a friendly and co-operative spirit.

Iv. It provides an immediate feedback, as questions can be put and answers
obtained about the information transmitted

v. Since every information cannot be put into writing, most of it is conveyed by
means of oral instructions, mutual discussions and telephonic conversations.
However, verbal communication has certain demerits. These are:

-Lengthy, distant and important information cannot be effectively conveyed
verbally

-Verbal talks may often be distorted if there is some cause of indifference between
the receiver and the sender.

-1t is inadequate where permanency and uniformity of form are required.

-Due to various communication gaps, as a result of status and other physical or
personal barriers communication is incomplete.

-Spontaneous responses may not be carefully thought.

-The spoken words can be more easily misunderstood than the written words.

-1t presupposes expertise in the art of effective speaking.

A written communication is always put into writing and generally used when the
audience is at a distance or when a permanency or record is required or where its
preservation is essential in case it is needed as a evidence in cases of dispute. It is
generally in the form of instruction, orders, rules and regulations, policies,
procedures, posters, memos, reports information bulletins.

The merits of written communication are;



-1t serves as evidence of what has occurred or what was stated

-1t provides a permanent record for future use

-1t reduces the chances for misinterpretation and distortion of information

-1t is reliable when transmitting lengthy information on financial, production or
other important data.

-1t provides an opportunity to the subordinates to put up their grievances in writing
and get them supported by facts.

However, a written communication also suffers from certain disadvantages:

-1t is generally an expensive and a time-consuming process.

-Even though such communication has been transmitted, it is not certain whether
the receiver has understood it.

-Written materials not only get out of date but may also be leaked out before time.
-1t sometimes leads to excessive formality and rigidity in personal relations.

A message can be sometimes expressed without the help of words. Nonverbal
communication is the process of communicating without the use of words. It is
defined as non-word human responses like facial expressions and gestures and the
perceived characteristics of the environment through which the human verbal and
nonverbal messages are transmitted. Nonverbal communication is also known as
“silent language.” It involves the use of cues, gestures, vocal characteristics, facial
expressions, and spatial relationship between the sender and the receiver to convey
a message. For example, a smile, glance, stare or a frown convey different meanings.
The components of Non Verbal Communication are:

1. Kinesics is the interpretation of body language such as facial expressions and
gestures — or, more formally, non-verbal behavior related to movement, either of
any part of the body or the body as a whole. Body Language is technically known as
kinesics Body language is the unconscious and conscious transmission and
interpretation of feelings, attitudes, and moods, through:

* body posture, movement, physical state, position and relationship to other bodies,
objects and surroundings[2],

» facial expression and eye movement,



« and this transmission and interpretation can be quite different to the spoken words.
Body movements include gestures, facial expressions and other physical
movements. Every body movement conveys a certain meaning. For example, raising
an eyebrow conveys disbelief, rubbing the nose indicates puzzlement and shrugging
shoulders shows indifference. When a person is eager to hear something, he sits with
his feet under the chair, toes pressed to the ground, and leans forward on the desk.
When a person is listening carefully, he maintains eye contact and frequently nods
his head.

Body language coupled with verbal communication gives more meaning to a
message.

2. Proxemics is the technical term for the personal space aspect of body language.

Proxemics is the study of measurable distance between people as they interact.

PUBLIC SPACE

SOCIAL SPACE

25 ft
B ) I

Body spacing and posture are unintentional reactions to sensory fluctuations or
shifts, such as subtle changes in the sound and pitch of a person's voice. Social
distance between people is reliably correlated with physical distance, as are intimate
and personal distance, according to the following delineations[16]:

« Intimate distance for embracing, touching or whispering o Close phase — less than
6 inches (15 cm) o Far phase — 6 to 18 inches (15 to 46 cm)

» Personal distance for interactions among good friends or family members o Close
phase — 1.5 to 2.5 feet (46 to 76 cm) o Far phase — 2.5 to 4 feet (76 to 120 cm)



« Social distance for interactions among acquaintances o Close phase — 4 to 7 feet
(1.2to 2.1 m) o Far phase — 7 to 12 feet (2.1 to 3.7 m)

* Public distance used for public speaking o Close phase — 12 to 25 feet (3.7 t0 7.6
m) o Far phase — 25 feet (7.6 m) or more.

3. Oculesics: It is the study of the role of eye contact in non verbal communication.
Our eyes are a very significant aspect of the non-verbal signals we send to others.
Oculesics is one form of nonverbal communication, which is the transmission and
reception of meaning between communicators without the use of words. It can
include the environment around the communicators, the physical attributes or
characteristics of the communicators, and the behavior of the communicators

4. Chronemics is the study of the use of time in nonverbal Communication. The
way we perceive time, structure our time and react to time is a powerful
communication tool, and helps set the stage for the communication process. Across
cultures, time perception plays a large role in the nonverbal communication process.
Time perceptions include punctuality, willingness to wait, and interactions. The use
of time can affect lifestyles, daily agendas, speed of speech, movements and how
long people are willing to listen.

5. Haptics refers to the study of touching. There is six different kinds of touch. These
include: positive, playful, control, ritualistic, task-related and unintentional.
Managers should know the effectiveness of using touch while communicating to
subordinates, but need to be cautious and understand how touch can be
misunderstood. Working with others and using touch to communicate, a manager
needs to be aware of each person’s touch tolerance.

6. Paralinguistics: It is the study of variations in pitch, speed, volume, and pauses
to convey meaning. Interestingly, when the speaker is making a presentation and is
looking for a response, he will pause. However, when no response is desired, he will
talk faster with minimal pause.

7. Paralanguage refers to the non-verbal elements of communication used to
modify meaning and convey emotion. Paralanguage may be expressed consciously

or unconsciously, and it includes the pitch, volume, and, in some cases, intonation



of speech. Sometimes the definition is restricted to vocallyproduced sounds. The

study is known as paralinguistics.

CHAPTER 2. Analysis of Communication Processes at Jiangsu

Huiman Investment Group Co., Ltd.

2.1._Current Communication Practices at Jiangsu Huiman

The importance of feedback cannot be overemphasized and needs no special
elucidation. Feedback is the yardstick which measures the effectiveness of
communication and is used for evaluation review and to amend the message in the
light of response. Efficient workers have reliable feedback and they succeed in their
effective communication. The "Glossary of Training Terms" defines Feedback as:
"The process by which information about the results of an action is communicated

to the source of the action. It is argued for example, that learning



takes place either through the informational characteristic or the knowledge of result,
or through a combination of health™.

Characteristics of feedback

I. Intention: Effective feedback is directed towards improving work performance
and making the worker a more valuable asset. It is not a personal attack. Feedback
Is directed towards aspect of the job.

Il. Specificity: Be specific rather than saying things like “you always” or “you
never”’. Vague criticism causes resentment.

iii. Description: Effective feedback can also be characterized as descriptive rather
than evaluative. It tells the receivers what he or she has done in objective terms,
rather than presenting a value judgment.

Iv. Usefulness: Effective feedback is information that the receiver can use to
improve performance. If it is not something the receiver can correct, it is not worth
mentioning. v. Timeliness: There are considerations in timing feedback properly. As
arule, the more immediate the feedback, the better. This way the receiver has a better
chance of knowing what the sender is talking about and can take corrective action.
vi. Clarity: Effective feedback must be clearly understood by the recipient. A good
way of checking this is to ask the recipient to restate the major points of discussion.
vii. Validity: In order, for feedback, to be effective, it must be reliable and valid.
viii. Readiness: In order, for feedback, to be effective, the receiver must be ready
to receive. When feedback is imposed upon the receiver it is much less effective.
Feedback should be a continuous process as the audience and communicators are
neither always the same persons, nor they are interacting in the same situation. The
extension agent shall take steps to analyze the responses of the audience, which
may be positive, negative or no response. If there has been no response or negative
response to a message, the extension agent shall find out reasons for the same. If it
pertains to research, the problem should be referred as feedback information to

research, to find out solutions for the same.



The Johari Window: A Model for Soliciting and Giving Feedback[12]

The process of giving and receiving feedback is one of the most important concepts
in training. Through the feedback process, we see ourselves as others see us.
Through feedback, other people also learn how we see them. Feedback gives
information to a person or group either by verbal or nonverbal communication. The
information you give tells others how their behavior affects you, how you feel, and
what you perceive (feedback and self-disclosure). Feedback is also a reaction by
others, usually in terms of their feelings and perceptions, telling you how your

behavior affects them (receiving feedback).

Fig.4. The Johari Window: A Model for Soliciting and Giving Feedback
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A model known as the Johari Window illustrates the process of giving and receiving
feedback. Psychologists Joseph Luft and Harry Ingham developed the window for
their group process program. Look at the model above as a communication window
through which you give and receive information about yourself and others. Look at

the four panes in terms of columns and rows. The two



columns represent the self; the two rows represent the group. Column one contains
"things that | know about myself;" column two contains "things that | do not know
about myself." The information in these rows and columns moves from one pane to
another as the level of mutual trust and the exchange of feedback varies in the group.
As a consequence of this movement, the size and shape of the panes within the
window will vary. The first pane, the "Arena," contains things that | know about
myself and about which the group knows. Characterized by free and open exchanges
of information between myself and others, this behavior is public and available to
everyone. The Arena increases in size as the level of trust increases between
individuals or between an individual and the group. Individuals share more
information, particularly personally relevant information.

The second pane, the "Blind Spot," contains information that |1 do not know about
myself but of which the group may know. As | begin to participate in the group, |
am not aware of the information | communicate to the group. The people in the group
learn this information from my verbal cues, mannerisms, the way | say things, or the
style in which I relate to others. For instance, | may not know that | always look
away from a person when | talk... or that | always clear my throat just before | say
something. The group learns this from me. Pane three, the "Facade™ or "Hidden
Area," contains information that | know about myself but the group does not know.
| keep these things hidden from them. | may fear that if the group knew my feelings,
perceptions, and opinions about the group or the individuals in the group, they might
reject, attack, or hurt me. As a consequence, | withhold this information. Before
taking the risk of telling the group something, I must know there are supportive
elements in our group. | want group members to judge me positively when | reveal
my feelings, thoughts, and reactions. | must reveal something of myself to find out
how members will react. On the other hand, | may keep certain information to myself
so that | can manipulate or control others. The fourth and last pane, the "Unknown,"
contains things that neither I nor the group knows about me. I may never become
aware of material buried far below the surface in my unconscious area. The group

and | may learn other material, though,



through a feedback exchange among us. This unknown area represents intrapersonal
dynamics, early childhood memories, latent potentialities, and unrecognized
resources. The internal boundaries of this pane change depending on the amount of
feedback sought and received. Knowing all about myself is extremely unlikely, and
the unknown extension in the model represents the part of me that will always remain
unknown (the unconscious in Freudian terms).

The organization should be receptive to their employee’s feedback[12].

Providing feedback therefore needs to be a constructive activity that should be
helping to learn. It should not be destructive and critical. Equally important, the
recipient should not interpret it as destructive and critical. To be effective, feedback
needs to be skillfully given and the receiver must hear, understand, accept and act
upon it. However accurate the feedback, if the individuals rejects it, the result will
be no improvement in performance. Therefore, always consider the human element
during feedback.

H - Hear

U - Understand

M - Motivate

A - Acceptable

N - Negotiate

The giving and receiving of feedback are skills which require very careful handling.
They require courage, tact, honesty, understanding and respect — both for yourself
and for others. Like all other skills, they are developed only through practice. In
providing feedback to others you will need to be sensitive to the feedback you will
receive in response. The giving of feedback cannot be separated from receiving it in
return.

You are giving feedback to someone in his/her performance. Your intention must be
to improve performance through your feedback.

-Focus Feedback on behaviour rather than on personality

-Feedback should focus on observations rather than inferences.

-Concentrate on change rather than make value judgments



-Feedback is most acceptable when it is describing specific rather than general
patterns of behaviour.

-Focus the feedback on the value it may have for the individual

-Focus feedback on the amount of information the individual can use, rather than
the amount you feel capable of giving.

—Feedback is most acceptable when it is describing specific rather than general
patterns of behaviour.

-Feedback should be well-timed

-Positive feedback followed by negative

—Check the accuracy of the feedback

2.2. Challenges in Communication at Jiangsu Huiman

Giving and receiving feedback is a demanding process that requires confidence and
respect between the parties involved. The advice offered is necessarily broad and
will vary between different individuals and activities. We cannot doubt the value of
the feedback in learning. The provision of feedback is especially important for those
process skills that occur during learning activities, particularly involving
interpersonal skills.

Discriminative listening is the most basic type of listening, whereby the difference
between difference sounds is identified. If you cannot hear differences, then you
cannot make sense of the meaning that is expressed by such differences. We learn
to discriminate between sounds within our own language early, and later are unable
to discriminate between the phonemes of other languages. This is one reason why a
person from one country finds it difficult to speak another language perfectly, as
they are unable to distinguish the subtle sounds that are required in that language.

Listening is a visual as well as auditory act, as we communicate much through



body language. We thus also need to be able to discriminate between muscle and
skeletal movements that signify different meanings.

The next step beyond discriminating between different sound and sights is to make
sense of them. To comprehend the meaning requires first having a lexicon of words
at our fingertips and also all rules of grammar and syntax by which we can
understand what others are saying.

Critical listening is listening in order to evaluate and judge, forming opinion about
what is being said. Judgment includes assessing strengths and weaknesses,
agreement and approval. This form of listening requires significant real-time
cognitive effort as the listener analyzes what is being said, relating it to existing
knowledge and rules, whilst simultaneously listening to the ongoing words from the
speaker.

Biased listening happens when the person hears only what they want to hear,
typically misinterpreting what the other person says based on the stereotypes and
other biases that they have. Such biased listening is often very evaluative in nature.
In evaluative listening, or critical listening, we make judgments about what the other
person is saying. We seek to assess the truth of what is being said. We also judge
what they say against our values, assessing them as good or bad, worthy or
unworthy. Evaluative listening is particularly pertinent when the other person is
trying to persuade us, perhaps to change our behavior and maybe even to change our
beliefs. Within this, we also discriminate between subtleties of language and
comprehend the inner meaning of what is said. Typically also we weigh up the pros
and cons of an argument, determining whether it makes sense logically as well as
whether it is helpful to us.

In appreciative listening, we seek certain information which will appreciate, for
example that which helps meet our needs and goals. We use appreciative listening
when we are listening to good music, poetry or maybe even the stirring words of a

great leader.



In sympathetic listening, we care about the other person and show this concern in
the way we pay close attention and express our sorrow for their ills and happiness at
their joys.

When we listen empathetically, we go beyond sympathy to seek a truer understand
how others are feeling. This requires excellent discrimination and close attention to
the nuances of emotional signals. When we are being truly empathetic, we actually
feel what they are feeling[26].

In therapeutic listening, the listener has a purpose of not only empathizing with the
speaker but also to use this deep connection in order to help the speaker understand,
change or develop in some way.

The word ‘dialogue’ stems from the Greek words 'dia’, meaning ‘through’ and ‘logos'
meaning ‘words'. Thus dialogic listening mean learning through conversation and an
engaged interchange of ideas and information in which we actively seek to learn
more about the person and how they think.

Sometimes the most important factor in listening is in order to develop or sustain a
relationship. Relationship listening is also important in areas such as negotiation and
sales, where it is helpful if the other person likes you and trusts you.

But being able to listen well when we need and want it to be a prized skill is
important. Each of us have bad habits that can interfere with the quality of our
listening. The following are the various types of bad listening

1. Pseudo-listening: Sometimes we look as though we’re listening, engage in all the
right external behaviour, but allow our minds to travel elsewhere. Students may
perform this type of listening in some of the classes where they are not willing to
listen. When a superior delivers a long and technical speech, subordinates usually
go for it. This type of listening is very common when listeners have to forcibly listen.
2. Selective listening: We allow ourselves listen only to those parts of a message that
are of particular interest or immediate relevance to us. For example, perhaps one
wants someone to listen carefully as he tells about an argument with one’s best

friend. Instead, the other person pays little attention until he mentions that his or



her name was brought up during the argument. 3. Self-centered listening : An
approach was summarized by the humorist Fran Lebowitz as “The opposite of
talking isn’t listening. The opposite of talking is opportunity to speak; we use that
time to rehearse our next response instead of really listening to him or her. We are
so focussed on self that the others don’t have a chance. This is the type of listening,
which a few management students use on case discussions. habits:

Fill-in listening : Selective listening leaves inevitable gaps in our understanding.
Then, when we do not have nay option except to simply fill in the gaps by hearing
what we expect to hear. This is nothing but fill-in listening. This is the type of
listening that we usually go for. The phone conversation hasn’t been of much interest
to a listener on the other end of the line until one hears a matter relating to his interest.
Then, he makes efforts to fill the gaps of the earlier message. This happens when
you listen to others under forced circumstances.

Insulated listening : On the other hand, we actually choose not to listen to messages
that make us uncomfortable. This is the type of listening that occurs when we don’t
hear criticism of an unfinished job or advice about improving poor grades or bad
driving habits. Rather than choosing what parts of a message to focus on, they choose
what parts to miss. This affects listening adversely.

Defensive listening: In this listening, we focus on ideas that aren’t even there,
interpreting comments as persona attacks when they were not intended that way.
This is the type of listening which teenagers may do when they mistake an innocent
parental question for an expression of distrust, and it is the type of listening parents
are doing when they view an innocent question from a child as a sign of disrespect
or disregard.

Reconstruction listening: Sometimes we also use reconstructive listening (also
called assimilation). This habit occurs when we take a new message and reconstruct
it so that it fits with or is just like a prior message. If we are used to hear everyone
talk about a particular class in a highly negative manner, we may hear a new

comment about the class as negative when it wasn’t at all. If we are



used to particular instructions in a classroom, we may hear the old instructions, when

actually new instructions are being spoken.
2.3. Recommendations for Enhancing Communication at Jiangsu
Huiman

We persuade people every day, whether it’s getting our children to follow their time
schedule, asking a colleague to help with a project, or convincing our farmers to
adopt improved production technologies or adopt new marketing strategies.
Persuasion is communication with a purpose - to cause a person or group to adopt as
their own a product, person, idea, entity, or point of view that the person would
otherwise not support. To put it more simply, persuasion is going beyond "please."
To be persuasive, you have to establish a common bond between yourself and the
person you are trying to influence. This bond, often called "common ground," comes
from shared experiences, understandings, cues, and meanings. The language we use
and the way we communicate are central to this bonding process. Words convey
meaning, emotion and feelings. All words are not created equal, however, some
words evoke more emotion in listeners, and as such they are more powerful and
hence persuasive. Persuasion is underneath the umbrella term of Influence. In other
words, persuasion is influence, but it requires communication, whereas influence
doesn't necessarily. Persuasion can attempt to influence the beliefs, attitudes,
intentions, motivations or behaviors. Persuasion is a process aimed at changing a
person's (or a group's) attitude or behavior toward some event, idea, object, or other
person (s), by using written or spoken words to convey information, feelings, or
reasoning, or a combination thereof (Wikipedia). Effective persuasion is a process
which involves negotiating and learning through which a persuader leads colleagues
to a problem’s shared solution. It incorporates discovery, preparation and dialogue.
It is about testing and revising ideas in concert with one’s colleagues’ concerns and

needs.



Process of Persuasion

1. Establish Credibility
Expertise/Knowledge
Strong Relationships

Listening to others

History of good judgment

l

2. Find Common Ground
Clarify the Benefits
Mutually Beneficial Solutions
[lluminate the Advantages
Understand Other Views

i

3. Provide Vivid Evidence
Logic and Facts
Imagery and Metaphors
Stories and Examples
Spreadsheets/Statistics

i

4. Connect Emotionally
Understand the Emotions
Show Empathy
Demonstrate Commitment
Self-Awareness

Fig.5 Persuasion scheme

Presentation is a speech that is usually given in a formal setup - business, technical,
professional or scientific environment. Something set forth to an audience for the
attention of the mind. An effective presentation creates a change in the audience;
they become more informed or gain a better understanding of a particular subject. A
good presentation is a kind of communication between the speaker and the audience.
Presentations are an important way of communicating ideas and information to a
group. Presentation carries the speaker’s personality better and allows immediate
interaction between all participants. In order to communicate with your audience,
you need to consider the following points[29]:

1. Content: It contains information that people need. The presenter should assess

how much information the audience can absorb.



2. Structure: It has a logical beginning, middle and end. It must be sequenced and
paced so that the audience can understand it. The presenter must be careful not to
lose the audience when wandering from the main point of the presentation[30].

Use your hands to emphasize points but don't indulge in too much hand waving.
People can, over a period of time, envelop irritating habits. Ask colleagues
occasionally what they think of your style.

Also, look at the audience as much as possible, but don't fix on one individual - it
can be intimidating. Pitch our presentation towards the back of the audience,
especially in larger rooms. Besides, don't face the display screen behind you and talk
to it. Other annoying habits include: Standing in a position where you obscure the
screen. In fact, positively check for anyone in the audience who may be

disadvantaged and try to accommodate them.



CONCLUSIONS

This research has explored the formation of effective communications in enterprise

management, focusing on the practices of Jiangsu Huiman Investment Group Co.,

Ltd. The findings underscore the critical role of effective communication in ensuring

organizational success and highlight key areas for improvement in the company’s

communication processes.

1. Theoretical Insights:

@)

Communication is a fundamental element of enterprise management,
contributing to decision-making, problem-solving, and strategic
alignment.

Effective communication frameworks rely on clear channels,
transparency, and the integration of advanced technologies to support
information flow.

Barriers such as cultural differences, technological limitations, and

organizational silos often hinder communication effectiveness.

2. Analysis of Jiangsu Huiman Investment Group Co., Ltd.:

@)

The company demonstrates a structured approach to communication,
employing various tools and channels to facilitate information sharing.
However, challenges such as inconsistent information flow, limited
interdepartmental  coordination, and reliance on outdated
communication methods were identified.

External communication with stakeholders and partners shows
potential for greater engagement through enhanced digital platforms

and strategies.

3. Recommendations for Improvement:



o Introducing advanced communication technologies, such as centralized
digital platforms and collaborative tools, to streamline processes and
foster interdepartmental collaboration.

o Conducting regular training programs for employees and managers to
enhance communication skills and cultural awareness.

o [Encouraging leadership to model and promote a culture of open and
transparent communication, aligning it with the company’s strategic
objectives.

o Strengthening feedback mechanisms to ensure that communication
flows effectively in both directions—top-down and bottom-up.

4. Broader Implications:

o The findings are applicable to other enterprises seeking to enhance
communication practices, particularly in industries facing rapid
changes and competitive pressures.

o The integration of communication strategies into enterprise
management frameworks can significantly improve organizational

resilience and adaptability.

In conclusion, Jiangsu Huiman Investment Group Co., Ltd. has the potential to
elevate its management practices through the development of a comprehensive
communication framework. By addressing identified challenges and implementing
the proposed recommendations, the company can enhance its operational efficiency,
strengthen stakeholder relationships, and achieve long-term success. The research
contributes to the broader discourse on effective communication in enterprise

management, offering valuable insights for both academic and practical applications.
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