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The purposes of this study were to determine the

importance business places on effective communication and to see if
there is a need for communication courses at the graduate level. The
personnel officers of 250 large organizaticns were surveyed
concerning their attitudes about the need fo such courses. It was
found that communication skills wore rated of extreme importance by
executives of large organizations, some believing it to be the single
most important function of management personnel. (RB)
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The authore undertook a survey of the attitudes of personnel officers of 250
large organizations conceming the need for communication courses at the
graduate level. The surcey found that communication skills were rated of
extreme importance by executices of large organizations, some belicving it to be
the single most important function of management personnel,

COMMUNICATION: A View from the Inside of Business

JAMES A. BELOHLOV, PAUL O. POPP,
and MICHAEL S. PORTE
University of Cincinnati

"(GOOD COMMUNICATION 11As BEEN a defect among man and woman
since the beginning of time and little seems to be accomplished. . .
Why?" This comment from one respondent to our survey illustrates
the fact that we must continually emphasize the need for effective
coramunication at all levels of our daily lives. This need also extends
bevond our private life into our major industrial and governmental
organizations. In these vast systems, weaknesses in the complex inter-
dependent communication processes are quickly recognized. To re-
duee the negative cffect of such weaknesses, the organization can
(1) initiate training programs in communication skills for its per-
sonnel, and (2) require that new personnel have specified minimum
~communication skills upon entering the system. In response to the
second option, many colleges and universities have attempted to in-
corporate the study of communication proccsses into their functional
disciplines. This survey has provided contemporary business organi-
zations the opportunity to express their views as to the value and
need for communication courses established at the graduate level,

MeTHOD

The population surveyed was comprised of the largest organiza-
tions within the private sector of the United States cconomy. The
sample seleeted was drawn from the May 1972 issue of Fortune
magazine and included:

100 largest industrial (based on reported sules)

25 largest commercial banks (based on sules and profits)

25 largest retailing firms (based on assets)

25 largest transportation firus (bused on operating revenue)

25 largest life insurance firms (based on reported asscts)

25 largest diversified financial firms (based on assets)

25 largest public utilities (bused on assets)
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The personnel officers of the sample of 250 organizations were
mailed an introductory cover letter, a sixteen item qu('stibnnuirc and
a postage pre-paid return mail envelope. Although names, titles and
other identification of the firm responding was requested, anonym-
ity was guaranteed if so desired. Of the 250 organizations contacted,
84 (33.7%) returned uscable questionnaires. The responses to the
questionnaire items were then interpreted using descriptive statistics
and one-way frequency distributions. (See N. H. Nie, D. H. Bent
and C. H. Hull, Statistical Package for the Social Sciences, New York,
McGraw-Hill, 1970.)

QUESTIONNAIRE FORMAT
As noted carlier, the questionnaire design consisted of sixteen
questions. The first fifteen were divided into four categories and are
identificd as follows:
Group I:  Importance of communication skills

Group II:  The value of proficiency in various communication

skills

Group II1: Communications as related to success within the or-
ganization, and

Group IV: The importance of communication skills in the re-
cruiting and sclection of new employecs

In addition, the responses to question 16, “If you could ask a
question of a business communication professor, what would it be?”
were analyzed and placed into four general question areas.

Resurrs
Croup I:  Questionnaire items 1 through 3 provide input to deter-
mine the relative value of general business communica-
tion skills developed at the graduate level to the organi-
zation,

Item 1: Do you think a business communication course should
be a requirement in a graduate program?
Yes go.5% (n=706)
No 843% (n= 8§)
“Ttem 2: Do you think a business communication course provides
. practical skills that can be used in your company?
Yes ¢g6.4% (n=81)
No 36% (n= 3)
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Item 3:

Group II:

Item 4t

Item s

Item 6

Do vcu think it would he useful for an executive to take
a gra luate course in communication?

Yes  g2.9% (n=78)

No  7.4% (n= 6)

Questimnaire items 4 through 6 provide input to deter-
mine tae organization’s perception of the value assigned
to vanious skill elements within the comununication proc-
ess. For the purpose of brevity, these skills were limited
to: (1 oral, (2) written, and (3) non-verbal, Each of
the ¢ elements is considered to be enhanced or refined
at the gre-tuate level in business communications,

What skills Jo you expeet in an individual taking a grad-
uate course in business communication?

Oral (speaking, discussion) 2% (n=77) said yes

Written (reports, letters) 88% (n=74) said yes

Non-verbal (listening) 88% (n=74) said yes
What skills do you think an exccutive should have in
communications that yvou have found do not generally
come from a course in business communication?

Oral 36% (n=g0) found this element lacking

Written 19% (n=16) found this element lacking

Non-verbal 60% (n=s0) found this element lacking
If you were designing a course in business communica-
tions indicate the percent of time you would devote to
cach area,

Oral 36% of the time to this arca on the avg,

Written  34% of the time to this arca on the avg

Non-verbal 27% of the time to this area on the avg,

*(Note: For the Oral and Written the time estimates ranged from o

to 70% with the mode at 40% for cach. In the Non-verbal the
range was from o to go% with the mode at 20%.)

Group III:

Questionnaire items 7 through g and 14 and 13 provide
input to determine the relative contribution of commu-
nication skills to the organization’s employce retention
and promotion system. Of particular interest was the
impact of the lack of such skills in minority and foreign-
born employees, Because direct questioning of respond-
ents in this sensitive area is difficult, we use items 8 and
g to indicate organization concern in this area,

6
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In assessing a woman or man’s chance of success in your
company, how important do you think communication
skills are, relative to other kinds of abilities?
* Very Important 85.7¢ (n=72) responded
affirmatively
Somewhat Important 14.3% (n=12)
No Importance None responded here
Do minority or foreign employces lack certain skills you
require as measuring up to your typical job description
standards?
Yes 64.3% (n=54)
No 35-7% (n=30)
Do your om'ploy(-vs attend training projects that im-
prove communication skills?
Twice a year: 24% (n= 2)
Once a vear:  8.3% (n 3 7)
On occasion:  79.8% (n=67)
Never: 8.49% (n= 7)
Do communication skills count for anything when you
hire employces?
Yes gs5.2% (n=80)
No 48% (n= 4)
Can you determine the value weight assigned to such
a variable?
Yes 26.2% (n=22)
No 73.8% (n=6s)

7 Average 8.3%  (range o to 75%
Questionnaire item numbers 10 through 13 provided in-
put to determine the relative value of communication
skills in the recruitment process of the organization.
Do you think that business communication courses
should teach students to write an application letter and
resumeé?

Yos 70.2% (n=59)

No 298% (n=z25)
Do you think that business communication courses
should teach students to write an unsolicited letter fol-
lowing his interview?

Yes 57.1% (n=48)

No 42.4% (n=14)
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Item 12: Does your firm actively recrait professional employees
from college campuses?
Yes 83.3% (n=70)
No 16.7% (n=14)
Item 13:  If yes, approximate number each year,

1-10 4057 (n=34)
11 - 25: 17.9% (n=15)
26 - 50: 143% (n=12)
50 or more: 16.7% (n=14)

QUESTION 16
Thirty-eight of the firms surveved responded to question 16. Be-
cause space limitation prohibits a census of these comments, we arbi-
trarily placed some of them into the four general categories as food
for thought.

(A) Questions about the quality and frequency of university
faculty/organization interface,
"Why don't you spend more time in industry in order to beccme
better acquainted with the problem?”
“How well do you know. ..
a) what is communicated in industry?
b) the ‘chain of communication’ in industry?”

“How often do you get out into the Business World and ask how
vou might better meet the needs of Industry through the class-
room?”
“Why don’t you give your students a little more realistic view of
business communications and what it involves?”
“How do you know what you teach is of value to the student
and his carcer?”

(B) Questions regarding the design of a Business Communication

Course,

“What would your objective be in specific terms?”
“How do you evaluate a communication course?”
“What's your objective with this program in terms of terminal
behavior?”
“Why aren't students required to make more oral presentations?”
“How do you measure student learning on oral and non-verbal
communications?”
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(C) Questions regarding th communication skills of minority and
forcign-born employees.

“Is any special emphasis being made to improve communication
skills for minoritices®”
“How can a business communication course be developed to in-
clude an understanding of the different minority ‘languages’ and
colloquialisms that cause wisunderstandings®”

(D) Questions regarding non-verbal skill development.
“What techniques can be used to emphasize the importance of
listening on the part of the first line supervisor?”
“How can listening be a ‘non-verbal® skill in the contest of Busi-
ness Communications? Why was reading left out?”
“What are the best ways to insure listening skills are developed
to some degree of efficiency as are oral and written communica-
tion skills?”
“How much value do you place on non-verbal business communi-
cations?”
“What is the most effective way to teach and have accepted the
need for supervisors and professional employees to listen?”

Susiastary Axp CoNcLUsIONS

“Of all the principles of supervisory management, communici-
tions is the most important and should be featured at all levels. In
today’s business world there is really no valid excuse for lack of
communications or poor communications, but there are such things
as the facts of life and we know that the need is most apparent.”
Although this statement from one of the respondents is “one man's
opinion,” we feel this study indicates he is representative.of the cur-
rent concern for communication effectiveness in organizations today.
One simple indicator to support this contention is the relatively large
number of respondents to our survey. Another is that respondents
nearly unanimously agree that communications courses can provide
skills that will have utility to the individual and to the organization
he represents. Further, over g2% of those responding felt that it would
be beneficial for an executive to take a communications course at
the graduate level,

We can also conclude that industry in general expects proficiency
in all aspects of communication (oral, written and non-verbal) from
the individual that has taken graduate-level communications courses.
However, sixty pereent of those surveyed believe that communica-
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tions courses as presently designed do not provide the student with
cnough improvement in the non-verbal skill area relative to the im-
provements recognized in the oral and written communication skills,

With over cighty percent of the firms recruiting 1 to 10 individuals
from college campuses cach year, the need to identify the relative
value of communications skills in the recruitment and selection
process is apparent. Furthermore, the study indicates that these skills
are critically important to later success within the organization. But,
as before, although the need is recognized, little is done by the firm
in the formal sense to provide continuing training for employces
after selection. .

Finaliv, while companics think that business communication
courses should teach letter end resumé writing, a large nercentage
feel that the writing of unsolicited follow-up letters by the job can-
didate is not essential.

RECOMMENDATIONS

The need to augment and improve communication systems is a
problem of major significance being encountered in contemporary
business organizations. Educators must place a high priority on mak-
ing availuble to business the largely untapped resources available in
the colleges and universities. Converseiy,.the organizations must take
the steps necessary to uncover and identify areas in which they pos-
sess limited capability for improvement. Once this has been done,
pro-active measures can be developed on a mutually beneficial basis.
In order to facilitate this synthesis of need and resource we recom-
mend the following:

1. Actively identify and define current communication. related

problem arcas in organizations.

2. Mobilize university resources to provide. problem-solving ori-
ented communication programs and seminars at all management
levels in Business Organizations,

3. Initiate courses at the graduate level that (1) actively seck solu-
tions to the identified conmunication problems, and (2) provide
the students with workable knowledge of the communication
process.
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