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Abstract: 

Communication is the process of transformation of information and meaning from 

sender to receiver using end number of oral, written, visuals, behaviour or electronic 

channels. Internal Communication is the exchange of information and ideas within an 

organization. In contrast with this, External Communication carries information into and 

out of the organization. Enterprises constantly exchange messages with their stake 

holders i.e. customers, distributers, suppliers, competitors, investors, journalists and 

other community representatives. We know that, every organization needs an effective 

communication, both in internally and externally in order to share a variety of important 

benefits. The present paper presents the depiction of human values in effective 

business communications and professional ethics. It also comments on the interrelation 

of the same.  
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Paul Gillin, the successful professional, comments in A Marketer’s Guide to New Social 

Media (The New Influencers), “Conversation marketing means, creating a dialogue with 

customers in which useful information is exchanged so that both parties benefit from the 

relationship” (www.paulgillin.com) According to Paul Gillin, achieving success in today‟s 

workplace needs the skill to converse effectively with an extensive range of audiences.  

I 

In ethical context, value denotes the additional but a highly important grade or skill set 

or action, which aims to determine to create good will in the life of human being. It is the 

supplement to promote perfections in the personality. To develop the communication is 

the need of an hour, is nothing but the value addition in the personality positively. 

Therefore, the skill set of an effective communication is actually intermediate both in the 

ethical value and human being. For any communicator, communication will be effective 

only when the intended message will be understood or when it stimulates desired action 

and encourage the audience to think in innovative ways. Effective communication 

incorporates a number of important benefits or human values both for sender and 



 

 

receiver. Fast problem solution, strong decision making, increased productivity, 

development of business relationship, enhancement of professional images and 

stronger brands, improvement in response from colleagues, employees, supervisors, 

investors, customers and other important audiences are some of the major human 

values we may add in our personality with the help of an effective communication.  

Companies that communicate meritoriously, perform financially far better than 

companies that communicate poorly. As, communication is clearly a massive advantage 

in business, everyone expects that professionals in companies communicate well most 

of the time. Unluckily, the reality is far from this ideal. Various surveys explore the 

conclusion that around 29 percent professional has the problem of speaking in public i. 

e. known as „glossophobia‟ which is also famous as „fear of tongue‟. The reason behind 

this may be the over load of office work along with the lack of required skill set or human 

values. With this challenge as an opportunity, various agencies have been trying to 

provide trainings on communication skills or human values and professional ethics to 

make efficient employees, to lead people more effectively as a manager, to develop the 

personality with addition with such kind of value addition. The next part of the present 

paper explores certain patterns of human values in business communication.  

II 

Any value addition in the context of personality development or business 

communication demonstrates people how to create effective messages and helps you 

develop their communication skills through rehearsal in an environment that offers 

candid, authentic and productive criticism. People will determine how to collaborate in 

teams, listen well and participate in productive meetings actively. The ability of 

communicating across cultural boundaries is one of essential human values. There are 

lots of greatest ideas in the world, but they are no good to our business or career if we 

can‟t express them clearly and persuasively. If you have additional values or skills like 

practical, factual, concise, clear and persuasiveness in the language usages, that piece 

of discourse will be typical of effective value addition.  

The understanding of what receiver, employers expects from us is the main concern of 

any conversation and its preparation. No matter how good we are at accounting, 

engineering, law or whatever specialty we pursue, employers expect we to be 

competent at a wide range of conversational tasks. In fact, employers judge our ability 

to communicate before you even show up for our first interview, the process of 

evaluation never stops. In another words, our ability to communicate will influence our 

success at every stage of our life. As a part of business communication and 

professional ethics, certain themes of human values like commitment to ethical 

communication, adoption of audience-centric approach, improvement of intercultural 

sensitivity, constructive feedback, being sensitive to business etiquette and effective 

use of communication technology are the integral part of professionalism. The next part 

of the present paper discusses these themes of human value.  



 

 

III 

Ethics are the accepted principles of conduct that govern behavior within a society. We 

may say that, ethical principles define the boundary between right and wrong. A. 

Thomas Young, in his book entitled, Ethics in Business: Business of Ethics, Vital 

Speeches, defines ethics as: „Knowing the difference between what you have right to do 

and what is the right thing to do‟. To make the right choices as a business 

communicator, we have a responsibility to think through not only what we say but also 

the consequences of saying it. Sometimes, people in a society don‟t always agree on 

what constitutes ethical behavior. The best example of the same is stealth marketing. 

The emergence of stealth marketing, in which customers don‟t know they are being 

marketed to, has raised new concerns about ethics. A common stealth marketing 

technique is paying or rewarding consumers to promote products to their friends without 

telling them it is a form of advertising. Ethical communication includes all relevant 

information, is true in every sense, and is not deceptive in any way. By contrast, 

unethical communication can include falsehood and misleading information. 

Unfortunately, unethical communication seems to be on the rise. With reference to such 

consequences, we need additional human values to promote professionalism with 

ethical sense. In other words, ethical practices appear fairly easy to recognize, but 

deciding what is ethical can be a considerable challenge in complex business situation.  

Every company has responsibilities to multiple groups of people inside and outside the 

firm, and those various groups often have computing interests. For instances, 

employees generally want higher wages and more benefits, but investors who have 

risked their money in the company want management to keep costs low so that profits 

are strong enough to drive up the stock price. Both sides have a valid position; neither 

one is „right‟ or „wrong‟. Here, the term, an ethical dilemma should be taken into the 

consideration. An ethical dilemma involves choosing among alternatives that aren‟t 

clear-cut. Perhaps two conflicting alternatives are both ethical and valid, or perhaps the 

alternatives lie somewhere in the gray area between clearly right or clearly wrong. 

Unlike a dilemma, an ethical lapse is a clearly unethical and frequently illegal choice. 

Employers have a responsibility to establish clear guidelines for ethical behavior, 

including business communication. In recent global survey by the International 

Association of Business Communicators, 70 percent of communication professionals 

said their companies clearly define what is considered ethical and unethical behavior 

(www.iabc.com). Richard L. Daft, the famous professional, in the book entitled, 

Management, says that, „ensuring ethical business communications requires three 

elements: ethical individuals, ethical company leadership and the appropriate policies 

and structures to support ethical decision making‟. (155) Many companies establish an 

explicit ethics policy by using a written code of ethics to help employees determine what 

is acceptable. A code is often part of a large programme of employee training and 

communication channel that allows employees to ask questions and report instances of 

questionable ethics. Showing employees that the company is serious about ethical 



 

 

behaviour is also vital. In this regard, Sharon Allen, chairman of the board of the 

financial services firm Deloitte LLP, in the survey; entitled, Work-Life Balance Affects 

Ethics, comments: „Management and leadership have a huge responsibility in setting 

examples for their organizations and living the human values they preach if they want to 

sustain a culture of ethics‟ (www.internalcommshub.com).  

The next value addition is the constructive feedback. We encounter many situations in 

which we are expected to give and receive feedback regarding communication efforts. 

Constructive feedback is also known as constructive criticism, focuses and outcomes of 

communication, not on the people involved. In contrast, destructive feedback delivers 

criticism with no effort to stimulate improvement. Feedback should avoid personal 

attacks and give the person clear guidelines for improvement. When we receive 

constructive feedback, resist the immediate urge to defend your work or deny the 

validity of the feedback. Remaining open to criticism isn‟t easy when we have poured 

our heart and soul into a project, but feedback provides a valuable opportunity to learn 

and improve.  

One of the important elements in human value is etiquette, which one is also the part of 

audience-centered communication. It is the expected norms of behavior in a particular 

situation. In today‟s hectic, competitive world, the notion of etiquette might seem 

outdated and unimportant. However, we the way we conduct ourselves can have a 

profound influence on our company‟s success and our career. When executives hire 

and promote us, they expect our behavior to protect the company‟s reputation. The 

more we understand such expectations, the better chance we have of avoiding career-

damaging mistakes. Long lists of etiquette „rules‟ or „values‟ can be overwhelming, and 

we will never be able to memorize all of them. Fortunately, we can count on three 

principles to get you through just about any situation: respect, courtesy and common 

sense. These values will encourage forgiveness if we do happen to make mistakes. 

Concern and curiosity are values, which will be respected by others. We will gradually 

accumulate considerable knowledge, which will help us feel comfortable and be 

effective in a wide range of business situations.  

IV 

Today‟s business relies heavily on technology to improve the communication process 

and you will be expected to use a variety of these tools on the job. Even as technologies 

continue to advance, anyone who has used a computer knows that the benefits of 

technology are not automatic. To communicate effectively, we need to keep technology 

in perspective, use technological tools productively and disengage from the computer 

frequently to communicate person. While using such tools, be wise and authentic, as 

various misuses have been taken place in the business correspondences. Hence, we 

may say that, „no matter how much technology is involved, communication will always 

be about people connecting with people. In this way, we may conclude that there is 

integration among human values, business communication and professional ethics.  



 

 

In this regard, Human Values and Professional Ethics is a very relevant subject in 

today‟s environment in which stress, conflicts and unethical things have been spread 

rapidly. Not only the formal study of human value but also the informal discussions will 

positively improve an individual‟s ability and judgment. It refines one‟s performance, 

choices and movements in execution the responsibility to the family, business, society 

and humanity.  
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