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ALLAMA IQBAL OPEN UNIVERSITY, ISLAMABAD 

(Department of Computer Science) 

Course: Professional Communication (3578)  •  Level: Postgraduate 

Semester: Autumn 2026 

Assignment No. 2 

Total Marks: 100  •  Pass Marks: 50 

SOLVED ASSIGNMENT GUIDE — For Study & Reference 

Note: This guide is prepared for study and reference purposes only. Students are advised to read the 

relevant units of the course book, understand the concepts, examples and arguments given here, and 

then write the assignment in their own words. Copying this guide word for word is not allowed and will 

not develop the professional communication skills this course is designed to build. 

Question 1: Planning, Structure and Design in Business Writing (20 

Marks) 

Question as printed: a) What is the importance of planning in writing effective business 

messages? b) How do structure and design improve the clarity and impact of written 

communication? (20) 

Introduction 

Business writing is writing with a job to do: to obtain an order, secure approval, collect a 

payment, answer a complaint or persuade a committee. Unlike casual writing, it is judged not 

by its length or elegance but by whether the reader understands it quickly and does what the 
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writer needs. That result is rarely achieved by writing whatever comes to mind in the order it 

comes. Effective business messages are planned before they are written and structured and 

designed so that the reader's eye and mind are guided to the point. Part (a) explains the 

importance of planning in writing effective business messages, and part (b) shows how 

structure and design improve the clarity and impact of written communication. 

Part (a): The Importance of Planning Business Messages 

Planning is the stage in which the writer decides, before drafting a single sentence, what the 

message must achieve, who will read it, what those readers need to know, and in what order 

and tone the information should reach them. Writers commonly analyse three things: the 

purpose of the message, the profile of the audience, and the main idea with its supporting 

points. This analysis matters because most writing failures are planning failures. An unplanned 

letter rambles because the writer is discovering the argument while writing; it omits the 

delivery date, the price or the action required because those needs were never listed; and it 

uses the wrong tone because the reader's position and feelings were never considered. 

Planning prevents all three defects at almost no cost. 

Planning also saves time and money on both sides. A writer who lists the points, gathers the 

facts and figures first, and decides the structure in advance drafts faster, revises less, and 

produces a shorter final message, because irrelevant material is excluded at the outline stage 

instead of after pages have been written. For the reader, a planned message respects the 

scarcest resource in business, attention: executives who receive dozens of documents daily give 

a clearly purposeful message a fair reading and set a confused one aside. Planning is equally 
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important for sensitive messages. A complaint reply, a refusal or a warning written without 

planning easily sounds defensive or rude; planned in advance, the same message can be firm, 

complete and courteous at once. 

A practical planning routine has five steps. First, define the purpose in one sentence, for 

example, 'to persuade the manager to approve two additional staff for the admissions peak.' 

Second, profile the audience: their knowledge, interest, likely objections and preferred level of 

detail. Third, collect and verify all facts, figures and documents the message will rely on, 

because a persuasive structure cannot rescue wrong data. Fourth, select the main idea and 

arrange supporting points in a logical order, deciding what must come first for this particular 

reader. Fifth, choose the channel and format, email, letter, memo or report, and the 

appropriate tone. Only then should drafting begin. Experienced writers consistently report that 

time spent on these five steps is repaid several times over in drafting and revision. 

Table 1: Planning versus writing without a plan 

Aspect Planned message Unplanned message 

Purpose Single clear aim stated before 

drafting 

Aim emerges, or never 

emerges, while writing 

Content All needed facts gathered; 

nothing essential missing 

Key dates, figures or actions 

omitted 

Order Points sequenced for this reader Points in the order the writer 

thought of them 

Tone Chosen deliberately for the 

relationship 

Accidental; often too blunt or 

too vague 
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Result Quick reading, correct action Queries, delay, second and third 

messages 

  

Part (b): How Structure and Design Improve Clarity and Impact  

If planning decides what the message will say, structure decides how its parts are arranged, and 

design decides how it looks on the page or screen. Structure improves clarity first by giving the 

reader a map. A well-structured business message states its main point early, groups related 

ideas under clear headings, develops one idea per paragraph, and ends with a definite 

conclusion or requested action. Readers can then follow the argument without effort, return to 

any part of it, and explain it accurately to someone else. Standard structures exist for standard 

situations, the direct approach, main point first, for routine and positive messages, and the 

indirect approach, reasons and context first, for bad news and persuasion of a resistant 

audience, and using them saves the reader the work of guessing where the message is going. 

Design, the visual presentation of the document, works on the reader before a single sentence 

is read. Generous margins and white space make a document look approachable instead of 

forbidding. Headings in a consistent style, short paragraphs, numbered or bulleted lists for 

parallel points, and tables for figures all break information into units the eye can absorb. 

Emphasis, used sparingly through bold headings, a clear subject line and a visible action line at 

the end, tells a busy reader what matters most. Readable type size, consistent formatting and 

careful proofreading complete the effect: a document that looks careless is assumed to contain 

careless thinking, while a document that looks professional earns the reader's confidence in its 

contents. 

USMAN NOTES  |  AIOU Code 3578 Solved Assignment 2 (Autumn 2026) Official Portal: www.usmannotes.com

Page 5 of 25 - USMAN NOTES (100% Quality Academic Reference) WhatsApp Orders: +92 324 5836626

USM
AN N

OTES

www.u
sm

an
no

te
s.c

om



Solved Assignment Guide — AIOU Professional Communication (3578) — Page 6 

Together, structure and design multiply the impact of the message. Clarity rises because the 

reader never has to re-read to find the point; speed rises because headings and lists allow 

scanning; persuasion rises because an orderly argument feels more credible than a disorderly 

one; and action rises because the final step, what the reader must do, by when, and how, 

stands out instead of hiding in a middle paragraph. In an age when most business reading is 

done on screens, under time pressure, often on a phone, these advantages are decisive. Two 

messages with identical facts will not receive identical responses: the structured, well-designed 

one will be read, understood and acted upon, and the other, in many offices, will simply wait. 

Conclusion 

To conclude, planning is important because it fixes the purpose, audience, facts, order and tone 

of a business message before writing begins, preventing omission, rambling and discourtesy 

while saving time for writer and reader alike. Structure and design then convert that plan into a 

document that can be scanned, followed and trusted, with its main point early, its parts clearly 

grouped, its key actions visible and its appearance worthy of its contents. Professional writers 

are not simply people with better English; they are people who plan more carefully and present 

more thoughtfully. Students should adopt the same discipline in every assignment, application 

and workplace document: plan first, structure clearly, design for the reader, and only then 

judge the result by whether it achieves the action it was written to obtain. 
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Question 2: Bad News Messages and Persuasive Messages (20 Marks) 

Question as printed: a) How should organizations handle bad news messages to maintain 

relationships? b) What techniques make persuasive messages effective in business 

communication? (20) 

Introduction 

Two of the most demanding tasks in business communication are delivering news the reader 

does not want, a refusal, a rejection, a price increase, a discontinued product, and persuading a 

reader who is free to say no, to buy, to apply, to invest or to change a practice. Both tasks fail 

when handled clumsily: bad news delivered bluntly destroys goodwill that took years to build, 

and persuasion attempted clumsily sounds like pressure and produces resistance. Both succeed 

when the writer respects the reader's feelings and intelligence while remaining honest about 

the facts. Part (a) explains how organisations should handle bad news messages to maintain 

relationships, and part (b) describes the techniques that make persuasive messages effective.  

Part (a): Handling Bad News While Maintaining Relationships 

The governing principle of bad news communication is that the reader must never be in doubt 

about the decision, but must also never be in doubt about the organisation's respect and 

honesty. Research and long business practice favour the indirect approach for most serious bad 

news. The message opens with a neutral, relevant buffer, a statement the reader can agree 

with that introduces the subject without yet revealing the decision. It then gives the reasons 

before the decision itself, because a reader who understands why a refusal was necessary is far 

more likely to accept it: the budget is exhausted, the position requires a qualification the 
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applicant does not yet hold, the order cannot be met because the material is genuinely 

unavailable. Only after the reasons does the message state the bad news, clearly but briefly, in 

positive and impersonal language, avoiding blame and unnecessary repetition of the painful 

point. 

After the decision, good bad-news messages immediately offer whatever help, alternative or 

compensation honestly exists: another date, a different product, a future opportunity, a 

contact who can assist, or practical advice on succeeding next time. The message then closes 

with genuine goodwill, an expression of appreciation for the reader's interest and a wish for 

future association, without contradicting the decision just given, since a closing that hints the 

decision might change only creates false hope. Organisations should also attend to the human 

details around the message: bad news should be delivered through a suitably personal channel, 

privately where dignity is at stake, promptly rather than after rumours have spread, and by a 

writer authorised to explain it. Where law or safety is involved, for example a product recall, 

directness and speed override the indirect pattern: the reader's protection comes first, and the 

message must state the danger and the required action immediately and unmistakably. 

Table 2: The indirect pattern for a bad news message 

Section Purpose Example of the move (refusing 

a refund) 

Buffer Open neutrally and relevantly Thank the customer and show 

the purchase was checked 

Reasons Explain the facts behind the 

decision 

The item was used and cannot 

be resold; policy explained 
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Decision State the news clearly, briefly, 

positively 

A refund is not possible in this 

case 

Alternative Offer real help that does exist Free repair under warranty is 

offered instead 

Goodwill close End with appreciation, looking 

forward 

Thank the customer and invite 

future business 

  

Handled in this way, bad news often preserves and occasionally even strengthens a 

relationship, because the reader experiences the organisation as fair, explanatory and 

respectful even in refusal. Handled badly, by delay, silence, blunt announcement without 

reasons, or blame placed on the reader, the same decision produces complaints, public 

criticism and lost customers. Organisations should therefore train staff, prepare templates for 

recurring refusals, and review sensitive messages before they are sent, treating every bad-news 

message as a test of the organisation's character rather than a routine chore. 

Part (b): Techniques That Make Persuasive Messages Effective  

Persuasion in business, selling a product, proposing an idea, requesting a favour or motivating a 

change, works by giving the reader reasons, framed from the reader's point of view, to choose 

the action the writer wants. The best-known framework is AIDA: capture Attention, build 

Interest, create Desire, and call for Action. A persuasive message opens with a benefit or 

problem the reader already cares about, develops interest with facts and examples, turns 

interest into desire by showing concretely how the reader's life, cost, safety, status or 
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convenience will improve, and ends by making the next step specific and easy, a form to return, 

a number to call, a deadline that is real rather than artificial. 

Beneath this framework, several techniques decide whether persuasion succeeds. The first is 

reader-benefit framing: features are translated into benefits, so the writer does not say a 

machine is automatic but that it saves the reader two hours a day. The second is evidence: test 

results, figures, comparisons, guarantees and the testimony of satisfied users give the reader 

grounds for belief that adjectives cannot supply. The third is credibility: honest claims, 

acknowledged limitations and a professional tone persuade in the long run, while exaggeration, 

once detected, destroys the message and the sender together. The fourth is emotional appeal 

used responsibly, appealing to security, pride, belonging or concern for others, always in 

support of a genuinely suitable proposal, never as manipulation. The fifth is anticipating and 

answering objections within the message itself, so that the reader's doubts about price, quality 

or risk are met fairly instead of being left to grow in silence. 

Finally, persuasive messages respect the reader's freedom. They invite rather than threaten, 

make refusal possible without embarrassment, and avoid false urgency and invented scarcity. 

This restraint is not weakness; readers who feel respected examine the proposal fairly, while 

readers who feel trapped resist even a good offer. Organisations that persuade ethically also 

protect themselves legally and reputationally, since advertising and consumer-protection law in 

most countries, including Pakistan, penalises deceptive claims. The effective persuasive 

message therefore combines a proven structure, reader-centred benefits, solid evidence, 

honest emotion and an easy, specific call to action, and it accepts a courteous 'no' as the price 

of keeping the relationship for the next proposal. 
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Conclusion 

To conclude, organisations maintain relationships through bad news by being prompt, private, 

explanatory and respectful: a neutral opening, honest reasons, a clear but kindly stated 

decision, a real alternative where one exists, and a goodwill close. They persuade effectively by 

the opposite emphasis: opening on the reader's interest, building desire with benefits and 

evidence, answering objections, and closing with a specific, easy action, all without deception 

or pressure. Both skills rest on the same foundation, seeing the message from the reader's side 

of the desk. A writer who consistently asks, 'How will this feel to receive, and what will this 

reader fairly need in order to act?' will deliver bad news without losing friends and make 

proposals that readers are glad to accept. 

Question 3: Reports in Decision-Making; Short Reports and Long 

Formal Reports (20 Marks) 

Question as printed: a) Why are reports important in organizational decision-making? b) How 

do short reports differ from long formal reports in purpose and structure? (20) 

Introduction 

A report is an organised, factual account of an investigation, activity or situation, prepared for a 

specific reader to support a specific decision or record. Organisations commission reports 

because managers cannot personally visit every branch, test every product, interview every 

applicant or study every market, yet must still decide about all of them. The report carries the 

eyes and analysis of the investigator to the desk of the decision-maker. Part (a) explains why 
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reports are important in organisational decision-making, and part (b) compares short reports 

with long formal reports in purpose and structure. 

Part (a): Why Reports Are Important in Decision-Making 

Reports are important, first, because they convert scattered facts into decision-ready 

information. A good report does not merely dump data; it defines the problem, states how 

information was gathered, presents findings in an orderly form, analyses their meaning and, 

where required, recommends action. A manager deciding whether to open a branch, replace 

machinery, change a supplier or discipline a practice therefore receives not raw confusion but 

an argued case, with evidence that can be questioned and checked. Decisions taken on such 

reports are demonstrably better than decisions taken on impression and rumour, because the 

report forces the issue to be examined before it is decided. 

Second, reports create accountability, coordination and memory. A written report records who 

investigated, what was found and what was recommended, so responsibility is clear and later 

reviewers can learn from both successes and failures. Reports coordinate large organisations: 

monthly sales reports, inspection reports, audit reports and progress reports keep head office 

and field units working from the same facts, expose problems while they are still small, and 

allow resources to be directed where the evidence shows they are needed. Reports also 

preserve organisational memory beyond the memory of individuals; when staff transfer or 

retire, the reports remain, and a new manager can reconstruct why a policy was adopted and 

what it achieved. For public and regulated organisations, reports additionally satisfy legal and 

public duties of transparency, to boards, auditors, regulators and, ultimately, citizens. 
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Figure 1: Short and long reports differ greatly in scale and formality, though both serve decisions. Values 

are illustrative. 

Part (b): Short Reports and Long Formal Reports Compared 

Short reports and long formal reports serve the same master, the reader's decision, but at very 

different scales. A short report deals with a routine, limited or urgent matter: a week's 

progress, a single inspection, a minor survey, a trip or a small feasibility question. Its purpose is 

to inform quickly and, often, to recommend a modest action. It is usually written in memo or 

letter form for a known, often internal reader, runs from one to about five pages, uses an 

informal to semi-formal tone, and follows a simple structure: heading information, purpose, 

findings, conclusions and, where asked, recommendations, with little or no preliminary 

apparatus. 

A long formal report, by contrast, presents a major investigation: a full market study, an annual 

performance review, a technical feasibility or a committee's findings on a complex problem. Its 

purpose is to provide a complete, authoritative and permanent record on which significant 

money, policy or reputation will be committed, and it may be read by senior executives, outside 
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experts and future readers who were not present at the work. It therefore follows a full formal 

structure, often called the front matter, body and back matter pattern: title page, letter of 

transmittal, table of contents, list of illustrations, executive summary, introduction with terms 

of reference and method, detailed findings, conclusions, recommendations, and appendices 

carrying supporting data, questionnaires and documents too bulky for the main text. Its tone is 

formal and impersonal, its evidence extensive, and its preparation measured in weeks rather 

than hours. 

Table 3: Short reports and long formal reports 

Feature Short report Long formal report 

Typical purpose Routine information, small 

decision, progress update 

Major investigation, policy or 

investment decision 

Length About 1–5 pages Often 15 pages to several 

hundred 

Reader Known, usually internal Senior / external / future 

readers 

Form Memo or letter form Bound volume or formal 

document 

Structure Purpose, findings, conclusions, 

recommendations 

Front matter, summary, body 

chapters, appendices 

Tone Semi-formal, direct Formal, impersonal, fully 

documented 

Preparation time Hours to a few days Weeks to months 
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Choosing between the two is itself a communication skill. To bury a small matter in a long 

formal report wastes executive time and delays action; to treat a major investigation in a two-

page memo is to decide a large question on inadequate evidence. The writer should match the 

report to the weight of the decision, the needs of the reader and the permanence required, 

remembering that length is not quality: a short report that answers its question completely is 

an excellent report, and a long report that never reaches a conclusion is a failed one, however 

impressive its binding. 

Whichever form is chosen, the quality of a report depends on the same disciplines. The writer 

must verify every fact and figure, because a single wrong number can destroy confidence in the 

whole document; organise findings so that the reader moves from problem to evidence to 

meaning without confusion; write in clear, precise and impersonal language, avoiding both 

vague generalisation and unnecessary technical display; and place the conclusions and 

recommendations where the busy decision-maker will certainly find them, supported by the 

evidence presented earlier in the report. A report that observes these disciplines becomes a 

dependable instrument of management, while a careless report, however handsomely 

produced, merely transfers confusion from the field to the decision-maker's desk at 

organisational expense. 

Conclusion 

To conclude, reports are important in decision-making because they turn investigation into 

organised evidence, support accountable and coordinated action, and preserve what the 

organisation has learned. Short reports serve routine, limited decisions quickly and simply, in 

USMAN NOTES  |  AIOU Code 3578 Solved Assignment 2 (Autumn 2026) Official Portal: www.usmannotes.com

Page 15 of 25 - USMAN NOTES (100% Quality Academic Reference) WhatsApp Orders: +92 324 5836626

USM
AN N

OTES

www.u
sm

an
no

te
s.c

om



Solved Assignment Guide — AIOU Professional Communication (3578) — Page 16 

memo or letter form, while long formal reports serve major decisions with a complete 

structure, extensive evidence and a permanent record. The professional writer's task is to 

choose and execute the right form for the decision at hand, so that every report, long or short, 

ends with a reader who knows what the facts are, what they mean, and what should be done 

next. 

Question 4: Oral Communication, Presentation Skills and Stage Fright 

(20 Marks) 

Question as printed: a) What strategies can improve oral communication and presentation 

skills? b) How can individuals overcome stage fright and become confident speakers? (20) 

Introduction 

Written communication can be revised in private; oral communication happens live, in front of 

listeners who judge the speaker's clarity, confidence and credibility within the first minute. Yet 

careers repeatedly turn on spoken performance: the presentation that wins funding, the 

briefing that aligns a team, the viva, the training session and the negotiation are all oral events. 

Fortunately, speaking well is a learnable skill rather than a gift given to a fortunate few. Part (a) 

sets out strategies that improve oral communication and presentation skills, and part (b) 

explains how individuals can overcome stage fright and become confident speakers. 

Part (a): Strategies to Improve Oral Communication and Presentation Skills 

The first strategy is thorough preparation centred on the audience. A speaker should define the 

purpose of the talk in one sentence, analyse who the listeners are and what they already know 
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and need, and then select only the material that serves that purpose for that audience. Content 

should be organised in a clear spoken structure: an opening that states the topic and its 

importance, a small number of main points, usually three to five, developed in logical order 

with examples and evidence, and a closing that summarises the points and states the required 

action. Speakers who try to say everything say nothing memorably; speakers who choose, 

organise and signpost, 'My second point is...', carry the audience with them. 

The second strategy is deliberate practice of delivery. Voice must be audible, varied in pace and 

tone, and free of distracting fillers; sentences should be shorter than in writing, because 

listeners cannot re-read. Eye contact should move around the room, gestures should support 

rather than repeat or contradict the words, and posture should be open and still rather than 

restless. Rehearsal is where these habits are built: practising aloud, timing the talk, recording 

oneself, and presenting to a friend or colleague for honest feedback reveal faults that silent 

reading never shows. Visual aids deserve the same discipline: slides should support the speaker, 

not replace him, with one idea per slide, large readable text, clear charts and no reading of 

paragraphs from the screen. 

The third strategy concerns interaction and language. Skilled speakers use plain, concrete 

language, define unavoidable technical terms, illustrate abstractions with stories and 

comparisons, and check understanding as they go. They invite and handle questions 

respectfully, repeating a question so all can hear it, answering briefly, and admitting honestly 

when a point must be checked later. They also adapt in real time: if faces show confusion, they 

explain again differently; if time is cut, they drop detail but preserve the main points and 

conclusion. Joining every available opportunity to speak, classes, meetings, societies, teaching, 
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is the long-term strategy behind all the others, because fluency is built by repetitions, not by 

reading about fluency. 

Table 4: Presentation problems and the strategy that fixes each 

Common problem Underlying cause Corrective strategy 

Running far over time Too much material; no timed 

rehearsal 

Select fewer points; rehearse 

with a timer 

Audience lost and restless No clear structure or 

signposting 

Opening map, numbered points, 

summaries 

Slides read aloud word by word Slides written as a script One idea per slide; speak from 

notes, not screen 

Mumbling, rushing, fillers Nervousness and no delivery 

practice 

Record practice; slow down; 

pause instead of 'um' 

Questions handled badly Defensiveness; no preparation 

for objections 

Anticipate questions; listen fully 

before answering 

  

Part (b): Overcoming Stage Fright and Becoming a Confident Speaker 

Stage fright, the anxiety felt before and during public speaking, with symptoms such as a racing 

heart, dry mouth, trembling hands, sweating and a mind that suddenly empties, is experienced 

by most speakers, including many experienced ones. It helps to understand that a moderate 

level of arousal is normal and even useful, sharpening attention and energy; the goal is not to 

eliminate nervousness but to control it so that it never controls the performance. The 

foundation of control is preparation. Speakers fear most the disaster of forgetting, being 
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exposed as ignorant, or facing a question they cannot answer, and thorough knowledge of the 

subject, a tested structure and rehearsed opening lines remove most of that objective risk. A 

speaker who has practised the talk several times aloud has already survived it several times. 

Practical techniques manage the body and the moment. Before speaking, regular sleep, light 

food, limited caffeine, deep slow breathing and brief physical movement reduce the physical 

symptoms. Arriving early to test equipment, arrange notes and greet some listeners converts 

strangers into a friendly audience. During the talk, the speaker should begin slowly and 

deliberately, since rushing feeds panic; look at friendly faces rather than searching for critics; 

keep water available; use notes or cue cards without apology; and pause confidently instead of 

filling silence with fillers, because a pause feels far longer to the speaker than to the audience. 

If a mistake occurs, the correct response is simply to continue: audiences forget small errors 

immediately unless the speaker draws attention to them by apologising repeatedly. 

Confidence over the long term is built by graduated exposure and honest review. The anxious 

speaker should accept small, safe speaking opportunities first, a short contribution in a familiar 

meeting, a two-minute class presentation, and increase the size and difficulty gradually, so that 

each success becomes evidence against the fear. Watching recordings of oneself with a 

constructive eye, collecting specific feedback rather than general reassurance, and studying 

good speakers to borrow techniques all accelerate growth. Cognitive reframing completes the 

work: the audience is not a panel of judges hoping for failure but a group of people who came 

to learn something and are quietly on the speaker's side. Support from classes, mentors or 

speaking clubs can help greatly, and where anxiety is severe enough to obstruct study or work, 

professional counselling is a sensible step, not a weakness. Confidence, in short, is not the 
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absence of fear but the accumulated experience of speaking successfully while nervous, until 

the nervousness itself becomes familiar and small. 

Conclusion 

To conclude, oral communication and presentation skills improve through audience-centred 

preparation, clear spoken structure, disciplined rehearsal of voice, body and visuals, plain 

language and respectful handling of questions. Stage fright yields to the same professionalism: 

deep preparation, physical calming techniques, controlled beginnings, graduated practice and a 

realistic understanding that audiences wish speakers well. No speaker is born finished; every 

confident speaker the student admires was once a nervous beginner who kept accepting the 

next opportunity to speak. The path from fright to confidence is therefore open to every 

postgraduate willing to prepare thoroughly and practise persistently. 

Question 5: Interpersonal Skills, Teamwork and Interview Preparation 

(20 Marks) 

Question as printed: a) How do interpersonal communication skills impact teamwork and 

collaboration? b) What are the key steps involved in preparing for a successful job interview? 

(20) 

Introduction 

Almost no modern job is done alone. Projects are completed by teams whose members must 

share information, divide work, resolve disagreements and support one another under deadline 

pressure, and entry into those teams is itself decided by a communication event, the job 
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interview. Interpersonal communication skills, the abilities used in direct interaction between 

people, therefore stand behind both getting the job and succeeding in it. Part (a) explains how 

interpersonal communication skills impact teamwork and collaboration, and part (b) sets out 

the key steps in preparing for a successful job interview. 

Part (a): Interpersonal Skills, Teamwork and Collaboration 

Interpersonal skills include active listening, clear and respectful speaking, empathy, non-verbal 

awareness, giving and receiving feedback, negotiation and conflict resolution. Their impact on 

teamwork begins with coordination. Teams fail most often not from lack of talent but from 

duplicated work, missed handovers and members working from different understandings of the 

goal. Members who communicate clearly, confirm instructions, report progress honestly and 

raise problems early keep the team's picture of the task shared and current, so effort combines 

instead of colliding. Listening plays an equal part: a team in which members genuinely hear one 

another's information, warnings and ideas makes better decisions than a team of talented 

people each waiting to speak. 

The second impact is on trust and motivation. Collaboration asks people to depend on one 

another, share credit, admit mistakes and accept help, all of which require psychological safety: 

the confidence that speaking up will not be punished or mocked. Respectful tone, appreciation 

expressed openly, feedback given about work rather than about persons, and disagreements 

handled as joint problems rather than contests all build that safety. Empathy is central here; a 

member who understands a colleague's workload, difficulties and viewpoint negotiates 

deadlines and duties fairly instead of demanding blindly. Teams with these qualities show 
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higher commitment, lower conflict, faster learning and better retention, while teams where 

communication is sarcastic, secretive or dominated by one voice waste their members' ability 

and quietly drive the best people away. 

The third impact appears when difficulty arrives, as it always does: a missed deadline, a client 

complaint, a disagreement about method. Teams with strong interpersonal skills surface the 

problem quickly, discuss causes without blame, negotiate a revised plan and confirm who will 

do what; teams without them hide problems, trade accusations and leave the leader to 

discover the failure from outside. In increasingly virtual and culturally diverse teams, where 

members may never share a room, interpersonal skill carries an even heavier load, because 

tone must be managed in text, silence interpreted carefully, and courtesy maintained across 

cultures and time zones. Employers therefore rank communication and teamwork among the 

most wanted qualities in graduates, not as decoration but because output literally depends on 

them. 

Table 5: Interpersonal skills and their effect inside a team 

Skill Behaviour in the team Effect on collaboration 

Active listening Hears fully, asks, paraphrases 

before responding 

Fewer errors; better joint 

decisions 

Clear speaking / writing States tasks, deadlines and 

needs unambiguously 

Coordinated work; no 

duplicated effort 

Empathy Considers colleagues' load and 

viewpoint 

Fair negotiation; willingness to 

help 

Constructive feedback Criticises the work, suggests Continuous improvement 
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improvement, receives criticism 

calmly 

without resentment 

Conflict resolution Raises issues early, focuses on 

problem not person 

Problems solved before they 

damage the project 

  

Part (b): Key Steps in Preparing for a Successful Job Interview 

An interview is a purposeful conversation in which the employer tests competence, personality 

and fit, and the candidate, in turn, judges the organisation. Success is strongly influenced by 

preparation done days before entering the room. The first step is research: study the 

organisation's work, size, clients, recent news and values from its website and reliable sources, 

and re-read the job advertisement until the required duties, skills and qualifications are fully 

clear. The second step is matching: list the employer's requirements one by one and, beside 

each, note the candidate's own evidence, qualifications, experience, projects and 

achievements, so that every claim made in the interview is supported by a concrete example 

rather than a bare assertion. 
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Figure 2: Preparation steps and their contribution to interview readiness. Values are illustrative. 

The third step is preparing answers to predictable questions. Candidates should be ready to 

introduce themselves concisely, explain why they want this job in this organisation, describe 

strengths with evidence and weaknesses honestly with the corrective action being taken, and 

recount achievements and difficulties using the STAR pattern: Situation, Task, Action, Result. 

Likely technical questions from the syllabus and the job's tools should be revised, and 

thoughtful questions prepared to ask the panel in return, about the team, training, 

responsibilities and next steps, since a candidate who asks nothing appears uninterested. The 

fourth step is rehearsal and logistics: practise answers aloud, ideally in a mock interview with 

honest feedback; decide dress that is clean, formal and appropriate to the organisation a day in 

advance; prepare copies of the CV, certificates and identity documents in a neat folder; plan the 

journey to arrive fifteen to twenty minutes early; and rest properly the night before. 

On the day, preparation converts into conduct: greet the panel respectfully, listen to each 

question completely before answering, answer directly and briefly with examples, maintain 

natural eye contact and composed body language, and be truthful throughout, because an 

invented claim collapses under one follow-up question and ends all trust. Mobile phones must 

be silent, and difficulties such as a question not understood should be handled by politely 

asking for clarification rather than guessing. Finally, follow-up is part of preparation's reward: 

thanking the panel at the end, and where customary sending a brief thank-you message, 

restating interest and one strong matching point. After the interview, the wise candidate notes 

the questions asked and the answers that felt weak, converting even an unsuccessful interview 
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into preparation for the next one. Luck visits interviews, but it visits the prepared far more 

often. 

Conclusion 

To conclude, interpersonal communication skills determine whether a team's combined ability 

becomes combined achievement: listening, clarity, empathy, feedback and conflict resolution 

create the trust and coordination on which collaboration, morale and problem-solving all 

depend. Interview preparation applies the same skills to a single decisive encounter: research 

the organisation, match evidence to requirements, prepare and rehearse structured answers, 

manage dress, documents and timing, conduct oneself with honesty and courtesy, and follow 

up and learn afterwards. For the postgraduate entering professional life, these are not separate 

talents but one discipline, communicating with other people thoughtfully and respectfully, 

practised first to win the job and then, every working day, to deserve it. 
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