business voices

business voices play a crucial role in shaping the identity and perception of a company. They
encompass the tone, style, and overall communication strategy that a business employs in its
interactions with customers, stakeholders, and the broader community. Understanding and
optimizing business voices are essential for effective branding, customer engagement, and building
trust. This article will delve into the different aspects of business voices, including their significance,
the various types, how to develop a consistent voice, and the impact they have on customer
relationships. By exploring these topics, businesses can harness the power of their voices to foster
stronger connections and enhance their market presence.
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Understanding Business Voices

Business voices refer to the unique ways in which a company communicates with its audience. This
includes verbal and written communication, as well as the company’s overall branding and
marketing strategies. A business voice encapsulates the personality of the brand and influences how
customers perceive it. It can express various attributes, such as professionalism, friendliness,
authority, or creativity, which are essential for resonating with target audiences.

At its core, the business voice should align with the company’s values and mission. It is not merely
about the words chosen but also about the emotions and messages conveyed through tone, style, and
context. A well-defined business voice helps in creating a cohesive brand experience across various
platforms, from social media to customer service interactions.

The Importance of Business Voices

The importance of business voices cannot be overstated. They serve as a bridge between the
company and its audience, facilitating engagement and fostering loyalty. Here are several key
reasons why a strong business voice is vital:

e Brand Identity: A distinctive voice helps in establishing a strong brand identity that can be
recognized and remembered by consumers.



e Customer Trust: Consistency in communication builds trust with customers, as they know
what to expect from the brand.

¢ Emotional Connection: A relatable and authentic voice can create emotional connections
with audiences, enhancing customer loyalty.

e Effective Communication: A clear and consistent voice helps convey messages more
effectively, reducing misunderstandings and enhancing customer satisfaction.

e Competitive Advantage: A unique business voice can differentiate a company from its
competitors, making it stand out in a crowded marketplace.

Types of Business Voices

Business voices can be categorized into various types based on the brand’s target audience,
industry, and communication goals. Understanding these types is crucial for crafting messages that
resonate effectively. The main types of business voices include:

1. Professional Voice

This type of voice is characterized by formality and precision. It is commonly used in industries such
as finance, law, and healthcare, where authoritative communication is essential. A professional voice
conveys expertise and reliability.

2. Friendly Voice

A friendly voice is warm, approachable, and conversational. Brands in industries like retail and
hospitality often adopt this voice to create a welcoming atmosphere. This voice helps in building
rapport with customers.

3. Creative Voice

Creative voices are imaginative and innovative, often used by companies in the arts, entertainment,
and tech sectors. This voice encourages exploration and expresses uniqueness, appealing to
audiences looking for originality.

4. Inspirational Voice

This voice motivates and uplifts, often used by brands that aim to inspire positive change or personal
growth. Non-profit organizations and wellness brands frequently adopt this tone to connect with
their audiences on a deeper level.

5. Informative Voice

Informative voices focus on delivering clear and concise information. They are often used in
educational content, technical writing, and customer support, ensuring that audiences receive the
necessary details without confusion.



Developing a Consistent Business Voice

Consistency is key when developing a business voice. A coherent voice across all channels reinforces
brand identity and builds customer expectations. Here are steps to create a consistent business
voice:

¢ Define Your Brand Personality: Identify the core values, traits, and tone that reflect your
brand’s identity.

e Create a Style Guide: Develop a style guide that outlines language preferences, tone, and
communication protocols to ensure all team members are aligned.

e Train Your Team: Provide training for employees on how to communicate in line with the
established business voice, ensuring everyone represents the brand consistently.

e Monitor Communication: Regularly review customer interactions and marketing materials
to ensure adherence to the business voice.

¢ Solicit Feedback: Gather feedback from customers and employees to assess whether the
business voice resonates effectively and make adjustments as necessary.

The Impact of Business Voices on Customer
Relationships

The impact of business voices on customer relationships is profound. A well-crafted voice can
enhance customer engagement, leading to stronger relationships. Here’s how:

A relatable business voice can foster trust and loyalty among customers. When customers feel
understood and valued, they are more likely to remain loyal to the brand. Moreover, an effective
business voice can encourage open communication, allowing customers to express their needs and
concerns freely.

Additionally, the right business voice can enhance customer experiences. For instance, a friendly
and supportive voice in customer service can make interactions more pleasant and satisfying, while
an informative voice can empower customers to make informed decisions.

Best Practices for Crafting Effective Business Voices

To craft effective business voices, companies should adhere to several best practices:

¢ Know Your Audience: Understand the demographics, preferences, and expectations of your
target audience to tailor your voice accordingly.

e Be Authentic: Authenticity resonates with consumers. Ensure that your business voice
reflects the genuine values and principles of your brand.



¢ Adapt to Context: While consistency is important, be flexible and adaptable to different
contexts and platforms. Adjust your tone as necessary while maintaining core elements of your
voice.

¢ Continuously Evolve: As your business grows and market dynamics change, be willing to
evolve your voice to stay relevant and resonate with your audience effectively.

e Measure Impact: Use metrics and feedback to evaluate how well your business voice is
connecting with your audience and make necessary adjustments.

In summary, business voices encompass the essence of how a company communicates and interacts
with its audience. By understanding the types of business voices, developing a consistent approach,
and implementing best practices, organizations can significantly enhance their branding, customer
relationships, and overall market presence.

QQ: What are business voices?

A: Business voices refer to the unique methods and styles of communication that a company uses to
convey its brand identity and connect with its audience. This includes tone, language, and overall
messaging strategy.

Q: Why is a consistent business voice important?

A: A consistent business voice helps build trust with customers, fosters brand recognition, and
creates cohesive customer experiences across various platforms. It sets clear expectations for how a
brand communicates.

Q: How can a business develop its voice?

A: A business can develop its voice by defining its brand personality, creating a style guide, training
employees, and continuously monitoring and adjusting its communication based on feedback.

Q: What types of business voices exist?

A: There are several types of business voices, including professional, friendly, creative, inspirational,
and informative. Each type serves different purposes and resonates differently with audiences.

Q: How do business voices impact customer relationships?

A: Business voices impact customer relationships by fostering trust, enhancing engagement, and
improving overall customer experiences. A relatable voice can lead to stronger connections and
loyalty.



Q: What are best practices for crafting a business voice?

A: Best practices include knowing your audience, being authentic, adapting to context, continuously
evolving, and measuring the impact of your voice on customer interactions.

Q: Can a business voice change over time?

A: Yes, a business voice can and should evolve over time to reflect changes in market conditions,
customer preferences, and the overall direction of the company while maintaining core values.

Q: How does a business voice influence branding?

A: A business voice is a critical component of branding as it helps convey the brand's personality and
values, making it more relatable and recognizable to the target audience.

Q: What role does feedback play in business voices?

A: Feedback is essential for assessing the effectiveness of a business voice. It helps identify areas for
improvement and ensures that the voice resonates well with the audience.

Business Voices

Find other PDF articles:

https://explore.gcts.edu/anatomy-suggest-010/files?dataid=7ZK1.35-5887 &title=vasectomy-anatomy.p
df

business voices: Regenerative Business Voices Mark G. Edwards, Anton Lindberg, Melker
Larsson, Jonathan Angel, 2024-04-24 This is a book about the future of sustainability. Regenerative
Business Voices: Values-based Entrepreneurship for Sustainable Enterprises tells the stories of four
regenerative organizations and the people who have founded them and guided them towards
sustaining futures. Regenerative sustainability recognizes the urgency of transforming organizations
to reverse the unsustainable pathways we are currently on. Regenerative businesses do not simply
do less harm, or produce zero emissions, or optimize the efficient use of natural resources; they also
restore and enhance well-being in social and ecological systems. The stories presented here are
analyzed using the business ethics approach called Giving Voice to Values (GVV). Through the
application of GVV principles, we uncover the processes involved in how regenerative businesses
develop and function, and gain insights into how business leaders voice their deep convictions,
overcome silencing rationalizations, normalize their execution of personal choice, discover deep
purpose in their work, and draw on their personal histories to create new ways of doing business.
We present and analyze these cases to understand how and why expressing values can be so crucial
in developing sustainable businesses, and to provide practical examples of how individuals can
generate enthusiasm, counter objections, gain allies, and prepare for and practice conversations that
help them move forward. The book offers managers and sustainability consultants a new way of
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understanding some of the central dynamics involved in business ethics and organizational change
for sustainability. It will be immensely valuable to educators, business students, and practitioners
interested in sustainability, environmental business ethics, and corporate social responsibility topics.

business voices: Local Business Voice Robert J. Bennett, 2011-10-27 Local Business Voice
provides the first scholarly and systematic history of the Chambers of Commerce from early
historical origins in the eighteenth century up to the present date. Based on new archival
information, it provides exhaustive coverage of all UK and Irish chambers, as well as detailed
examination of early Chambers in the U.S., including New York, Charleston, and Boston, and early
Chambers in Quebec and Jamaica. The book traces the importance of early tax protests and anger as
motivating forces through interrelation with the American Revolution. It traces the emergence of
service bundles, such commercial arbitration, coffee and reading rooms, and information and
consultancy services as critical to the Chambers' unique market position. Some of the services had a
unique status as trust goods, exploiting the chambers' USP as high status mutual non-profit
organisations. It demonstrates the challenges for the Chambers as independent voluntary bodies in
increasing partnerships with governments and competition with rival institutions, and also gives
critical overview of key lobbies, such as over the Jay Treaty, tax expansion, the Corn Laws, tariff
reform and free trade, municipal socialism, and modern regulatory burdens. There is also extensive
analysis of chamber membership and motivation, tracking changes in structure by firm size, sector
and corporate and management structures. The growth of small firm membership, and the value of
business networks and (in the early chambers) religious adherence, are shown as key mediums for
recruitment, and maintaining commitment. A definitive account of all local chambers including data
appendices and detailed assessment of their significance, the book will be an enduring resource and
foundation for research into the Chambers of Commerce's origins, historical development, and
modern position.

business voices: Voices Juan Fernando Botero-Garcia, Kathryn Vincent, 2011-07-12 Voices:
Postgraduate Perspectives on Inter-disciplinarity was created out of a compilation of papers
presented at the University of Aberdeen’s annual College of arts and Social Sciences Postgraduate
Conference, more widely known as Moving Forward. This conference reached its sixth year in 2009.
Both the conference and proposed collection incorporate the colleges of Divinity, History and
Philosophy; Education; Language and Literature; Law; Social Sciences; Music and Business. Moving
Forward is an annual event, sponsored by the College of Arts and Social Sciences, University of
Aberdeen, and the Roberts Fund. Given the variety of papers received for, and the number of
disciplines involved in this project, it was deemed that a theme of “voice” would be particularly
appropriate. This theme attempts to incorporate the interdisciplinary approach taken both within the
selection of papers, and within the papers themselves. Voice is approached in a variety of manners,
not only referring to the sound produced from the human vocal cords, or the literary tool of an
author, but also through the works of a musical artist, or by using unique research methods to
understand the perspectives of those lacking a public voice. This work seeks to demonstrate an
entire range of what voices may do, and how they are experienced.

business voices: Exports and Small Businesses United States. Congress. House. Committee on
Small Business. Subcommittee on Special Small Business Problems, 1980

business voices: Biodiversity and Ecosystem Insecurity Ahmed Djoghlaf, Felix Dodds,
2017-09-25 Biodiversity and Ecosystem Insecurity provides an authoritative and comprehensive
assessment of the threats presented to human security and well-being by the loss of ecosystems and
biodiversity recently confirmed as one of the critical 'planetary boundaries' that has already been
exceeded. Contributors examine the current trends and state of biodiversity globally, the drivers of
biodiversity loss including climate change and economic and population pressures, and the
mechanisms and policies needed for conserving and restoring biodiversity in the future. Strong
emphasis is placed throughout on the fundamental importance of placing a realistic economic value
on nature and the services that ecosystems provide if we are to manage our natural resources
successfully; and also on the crucial role of international institutions and government policies




achieving this goal. As the recent high-profile meeting of the Convention on Biological Diversity in
Nagoya, Japan, underlined, the scale and pace of the destruction of natural habitats and species
imperil us all. This volume is an invaluable resource for conservationists, students and those in the
private and public sectors concerned to redress the damage being done to the natural world.

business voices: Interest Group Politics Allan ]J. Cigler, Burdett A. Loomis, Anthony ]J.
Nownes, 2015-04-15 With its broad spectrum of scholarship on interest groups past and present,
Interest Group Politics brings together noted political scientists to provide comprehensive coverage
and cutting-edge research on the role and impact of interest groups in U.S. politics, all geared to an
undergraduate audience. In the wake of the Citizens United decision and the growth of lobbying into
a multi-billion dollar industry, this trusted classic provides students with a guide to the influence and
reach of interest groups. The Ninth Edition offers 15 new contributions on a variety of topics
including organized labor, the LGBT movement, religious lobbying, the Tea Party, the tobacco
industry, the role of “dark money” in campaign funding, the profession of lobbying, and advocacy
and inequality. Each chapter is written by an expert in the field and carefully edited for clarity and
cohesion by the editors Allan J Cigler, Burdett A. Loomis, and Anthony J. Nownes.

business voices: BrandED Eric Sheninger, Trish Rubin, 2017-03-27 Praise for BrandED A
great resource for educators who want to strengthen their connections with students, teachers,
parents, and the wider community. These two innovative leaders don't just capture how to tell the
story of a school—they show how to create it. —Adam Grant, New York Times bestselling author of
Originals and Give and Take Every day in every one of your schools, great things happen. How does
your community know? Schools that are Future Ready boldly engage their community to build
relationships and empower both students and families. Powerful yet practical, BrandED is the
perfect resource to help your school share its story with the world. —Thomas C. Murray, Director of
Innovation, Future Ready Schools Eric and Trish demystify what it means to brand one's school by
providing eight compelling conversations that not only lead to a deeper understanding of branding,
but provide relevant ways for school leaders to frame their work... . In the vast sea of information in
which we currently reside, using the BrandED Leadership methods described in this book will help
school leaders reach their audiences in ways that create trusting relationships and loyalty. —Dwight
Carter, Principal, New Albany High School Disruption is the new normal. And the great disruptors of
our time are shaping the culture itself in innovative ways. Eric and Trish's book BrandED sends a
very compelling message to school leaders that developing and executing a smart, innovative brand
strategy can disrupt the best practices' conventions of the existing school system. Like great
disruptive brands from Apple to Uber, educators now have the ability to get the community engaged
and immersed in the school's brand equity—and BrandED provides the roadmap for getting there.
—Scott Kerr, Executive Director of Strategy and Insights, Time Inc. A brand is built around three key
elements: image, promise, and result. The power of a brand to communicate all three elements is
undeniable, and in today's digitally connected, social society, schools and school districts have a lot
to gain by developing and promoting their own brand identities. BrandED is the groundbreaking
guidebook for educators who want to enhance communication with students, parents, and
stakeholders to create a transparent record of value. You know great achievements happen at your
school. Unfortunately, many of those stories stop at the school doors. This hands-on guide from two
rising stars in the education field, Eric Sheninger and Trish Rubin, empowers educators at all levels
to take control of how the mission, values, and vision of their schools is communicated. An engaging
collection of transformative conversations lead you to discover the opportunities and benefits of
designing a brand for your school and sustaining a BrandED community to evangelize it. Even if you
have no marketing experience, the easy-to-use framework takes you step by step through the
nuances of spreading good news about your school and building relationships around those actions.
Timesaving, practical advice prepares you to begin innovating at your school right away, and
convenient tips and reflections at the end of each chapter make it easy to integrate the BrandED
mindset and practices into your everyday routine. Become a driving force behind your school getting
the recognition it deserves by: Branding yourself as your school's storyteller-in-chief and amplifier



through a variety of traditional and digital tools and platforms Improving relationships with key
stakeholders, developing strategic partnerships, and attracting more resources and opportunities
Fostering a positive culture extending and influencing beyond the school grounds BrandED is your
one-stop resource for designing and sustaining your individual brand as a leader and the brand of
your school or district. Join the conversation on Twitter using #brandEDU.

business voices: Policy Analysis in Spain Laura Chaqués-Bonafont, Jacint Jordana,
2022-04-29 This book is the first systematic study of policy analysis activities in Spain. It provides a
comprehensive overview of how policy actors, including politicians, think tanks, researchers,
interest groups and experts, generate information for the policy-making process. The book explores
how executive and legislative actors participate in the production of policy analysis and how all
actors elaborate and disseminate information on policy analysis. Contributors consider the ways
different policy actors are involved in the production of data and information about policy problems,
the resources used to produce policy analysis and the type of analysis produced over time in
different policy areas.

business voices: Business-Government Relations in Prewar Japan Peter von Staden,
2007-08-07 For the business and government relationship in Japan, the pre-war period was an era of
considerable change. Framed by Japan’s nation-building efforts, the relationship adapted and
evolved with the often fluid economic and political circumstances. As both business and government
had vested interests in the direction and success of Japan’s industrialization process, on one level
they became partners. At the same time, though, they were both stakeholders in the fiercely
competitive iron and steel industry. This book explores how that partner-competitor relationship
worked during the amalgamation of this strategic industry from 1916 to 1934, demonstrating how
both parties engaged in meaningful negotiation through the open forum of the Shingikai - or
Councils of Deliberation - throughout the pre-war period. Drawing upon the original minutes of the
debates, it shows the ways in which the participants defended their vested interests and sought to
forge agreement, taking the forum seriously as a means of influencing outcomes, and not simply as a
mere exercise of artifice deployed to shroud the real locus of decision-making. Business-Government
Relations in Prewar Japan is an important contribution to the literature on the relationship between
government and business in pre-war Japan.

business voices: Authoritarian Journalism Ruth Moon, 2023-10-03 Journalists working in
authoritarian countries contend with competing institutional logics. This is particularly the case in
post-conflict countries, where journalistic practice is simultaneously shaped by historical
antagonisms, global development initiatives, and the authoritarian state. While journalism schools
and professional organizations speak a Western logic of objectivity and independence, political
history instills a logic of subordination, and organizational business models instill a logic of
financially motivated censorship. As more countries move away from democratic models, more and
more journalists will face these seemingly irreconcilable pressures.Building on months of
ethnographic work, Ruth Moon looks at journalistic practice in Rwanda, a country where journalism
has developed into a stable field in the two and a half decades since the nation's 1994 genocide. At
the same time, its journalists, facing pressure to please the State, have lost confidence in
themselves, and readers have lost faith in local media. Can the nation's news media reinvigorate
itself, either from within or with assistance from global journalism actors? This book examines
journalism practice in Rwanda to draw conclusions applicable to journalism fields everywhere. Moon
argues that not only is the force of globalization inadequate to shift local practice, but it in fact
serves to reinforce local practices and boundaries.

business voices: F**k Business lain Anderson, 2019-10-08 When a senior Cabinet minister
dismissed corporate fears over a hard Brexit with a curt 'F**k business,' it seemed emblematic of a
growing distance between the country's politicians and its wealth creators. Recounted by the
founder and chairman of the UK's largest independent lobbying business, Iain Anderson - who has
had a ringside seat at the interactions between business and politics since the 2016 referendum -
this is the definitive and shocking story of how and why politics and business have become utterly



disconnected in the last decade; culminating in the rancour, mistrust and confusion of Brexit.
Featuring exclusive and candid interviews with those at the heart of No. 10, the Cabinet and
Parliament, and with the foremost business leaders of this Brexit generation, F**K Business portrays
the exhaustion felt by all major companies over politics. With unparalleled access to the key players,
the book describes how business sought to prepare for Brexit only to be frustrated by the inability of
Parliament to set out a clear pathway ahead. But it also points the way ahead for a new relationship
and a brighter future. This is essential, often shocking, reading for anyone interested in how Brexit
unfolded for Britain's most important economic movers and shakers.

business voices: Hong Kong Under Chinese Rule Warren I. Cohen, Li Zhao, 1997-05-28 A
balanced analysis of a sensitive subject: Hong Kong's future prospects.

business voices: Critical Reflections on Australian Public Policy John Wanna, 2009-05-01 This
collection of " critical reflectionsé on Australian public policy offers a valuable contribution to public
discussion of important political and policy issues facing our nation and society. These essays are
important not only because of the reputation and position of the various contributors, but because
they are incredibly "content riché and brimming with new ideas.

business voices: People and the Competitive Advantage of Place Shari Garmise,
2014-12-18 In the new global economy, where rapid technological change is the norm, the skills of
the workforce are a key to local economic vitality. This practical book shows how cities and regions
can invest in their long-term prosperity by expanding opportunities to ensure that all citizens have
competitive skills, and by aligning workforce development systems to existing and emerging industry
needs. Clearly written, generously illustrated, with an effective blend of theory and practice, People
and the Competitive Advantage of Place documents the challenges and opportunities involved in
workforce development, effective approaches for resolving contemporary problems, what traps to
avoid, and strategies for investing in the workforce of the future. The author integrates ideas and
techniques from the fields of workforce development, economic development, and community
development to present a comprehensive guide to approaching workforce needs from a city or
region-wide perspective. Each chapter presents lessons from relevant research; experiences from
private, public, and community-based approaches; and evaluations of what is working and why.

business voices: Corporate power and social policy in a global economy Farnsworth,
Kevin, 2004-01-28 Spanning the complete era of the Conservative governments and the first term of
New Labour, this book looks at mechanisms of corporate power and influence; corporate opinion
and influence in a range of social policy areas including: education, training, health and social
security; changing business influence on social policy in recent years in an international context and
business involvement in social policy initiatives and welfare delivery. By exploring business views
and opinions, power, influence and involvement in social provision, this book helps to address
important questions in social policy and, in so doing, goes some way towards closing a gaping hole in
the current literature. The book's breadth and multidisciplinary approach will appeal not only to
students of social policy, but also to students of business, public sector management and politics,
their teachers and policy makers in the field.

business voices: Governance, Globalization and Public Policy Patricia Kennett, 2008
Governance, Globalization and Public Policy is concerned with exploring the nature of the policy
arena in the context of globalization and the reconstitution of the state. The contributors to this book
seek to broaden, extend and integrate theoretical, conceptual and substantive policy debates. The
book begins by exploring the concepts and perspectives associated with globalization and
governance, the relationship between them and the repercussions for public policy and the state. It
also considers developments at the global and regional levels and the implications of the emergence
of new regulatory regimes in the context of liberalization and privatization. The focus then turns to a
broad range of substantive areas of public policy such as human rights, health and health care,
housing markets, poverty, security and counter-terrorism. Together the chapters provide a thorough,
integrated insight into the relationship between global processes, governance and public policy
across a range of policy domains. Providing a comprehensive analysis of patterns and processes of



governance in specific areas of public policy, this book will be of great interest to students
undertaking programmes in social policy, social administration, public policy and political science,
as well as researchers and academics concerned with the policymaking process.

business voices: Australia’s Energy Transition Glen Currie, 2020-08-01 This book studies
Australia, a country characterized by the highest concentration of domestic photovoltaic systems. In
addition, the high level of solar energy that Australia receives makes these systems a significant part
of its energy mix. International electricity system managers take note; your systems are heading this
way. The energy transition is an emerging field, and few texts have been published that can help
energy planners as this book does. The research presented is sociotechnical in nature, and reveals
that the main challenge in the energy transition is its emerging social role. Very few works combine
the social and technical fields of energy. Given its scope, the book will appeal to readers interested
in policy, regulation, and energy systems, including government employees involved in energy
system management all around the world.

business voices: The Making of Global City Regions Klaus Segbers, Simon Raiser, Krister
Volkmann, 2007 Publisher description

business voices: Starving the Beast Monica Prasad, 2018-12-05 Since the Reagan Revolution of
the early 1980s, Republicans have consistently championed tax cuts for individuals and businesses,
regardless of whether the economy is booming or in recession or whether the federal budget is in
surplus or deficit. In Starving the Beast, sociologist Monica Prasad uncovers the origins of the GOP’s
relentless focus on tax cuts and shows how this is a uniquely American phenomenon. Drawing on
never-before seen archival documents, Prasad traces the history of the 1981 tax cut—the famous
“supply side” tax cut, which became the cornerstone for the next several decades of Republican
domestic economic policy. She demonstrates that the main impetus behind this tax cut was not
business group pressure, racial animus, or a belief that tax cuts would pay for themselves. Rather,
the tax cut emerged because in America--unlike in the rest of the advanced industrial
world—progressive policies are not embedded within a larger political economy that is favorable to
business. Since the end of World War II, many European nations have combined strong social
protections with policies to stimulate economic growth such as lower taxes on capital and less
regulation on businesses than in the United State. Meanwhile, the United States emerged from
World War IT with high taxes on capital and some of the strongest regulations on business in the
advanced industrial world. This adversarial political economy could not survive the economic crisis
of the 1970s. Starving the Beast suggests that taking inspiration from the European model of
progressive policies embedded in market-promoting political economy could serve to build an
American economy that works better for all.

business voices: Professional Communication Winnie Cheng, Kenneth C.C. Kong, 2009-04-01
Professional Communication presents ten studies of communication practices in a variety of
professional contexts. By drawing on diverse methodologies from fields such as conversation
analysis, intercultural communication, and organizational studies, the essays here examine how
language is constructed, managed, and consumed in various professional situations, ranging from
academic settings to business negotiations. One important theme of the book is its emphasis on the
collaboration between researchers and professionals. The contributors strongly believe that such
collaborative partnership will provide direct implications for improving workplace communication
and enhance better understanding of the construction of professional identity and organizational
behaviour. This book will appeal to not only scholars and researchers in discourse analysis,
intercultural communication and professional studies, but also practitioners in the related fields and
disciplines.
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