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The past decade and a half has been witness to the significant growth of
Business Communication as an academic discipline. From being offered as a
‘non-subject formality’ wherein the least attention and resources were spared
for the subject, the domain has today become an independent academic
discipline. This primarily has happened due to two significant reasons. First,
the interface between the industry and academics is growing fast and has
begun to involve institutions other than IITs, IIMs and many such premier
centres of higher education. This is gradually breaking the insularity that was
traditionally isolating academics from real life. In addition, open forum
statements like that of the former NASSCOM president stating that majority
of the graduates from Indian universities are unemployable as they lack the
basic life and soft skills added further fillip to the growing perception that
academics has to grow beyond the mere textbooks even for the best. Second,
new disciplines which are exciting the younger generation are by and large
professional courses that require not only first-grade academic acumen but
also a capacity to adapt to situations and connect to different people under
vast and varying conditions. This naturally entails much more than a rudi-
mentary and a cursory exposure to communication as a noncredit subject.
Such programmes expect that, students will hone their skills to communicate
by understanding what communication is as well as develop an insight for
the challenges posed by and to it. In the process, it is assumed that we would
see the emergence of a new, highly empowered, motivated, sensitive and a
discerning group of professionals who would have an uncanny knack to
anticipate challenges and be prepared with preemptive measures. Such core
group workers are generally called the ‘communicators’.

A simultaneous progress can also be easily noticed wherein professions
and governance are progressively getting more and more interconnected with
the common people. Both policies and products now have a distinct popular
orientation where relating to common habits, perception, behaviour has
become very crucial and where it is also becoming a necessity to take such
policies and products to the individuals who are mostly commoners. Such
tendencies are best supported by a well planned, strategised, managed
and used communication models and paradigms. Here, the intricacies of
what, how, why, where and when(s) of communication has not only to be



Business Communication

Publisher : PHI Learning ISBN : 9788120348189 Author : Suparna Dutta

Type the URL : http://www.kopykitab.com/product/6766

 Get this eBook

25%
OFF

http://www.kopykitab.com/index.php?route=product/product&product_id=6766

