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The purposes of this study were to examine the oral 

communication skills considered important to specific com-

panies, identify the objectives emphasized in the business 

and professional communication courses in Texas colleges 

and universities, ascertain how much course time is spent 

in various areas, and determine the communication needs of 

business and industry and the degree to which the communi-

cation departments of Texas colleges and universities are 

meeting those needs. 

The subjects were eighty personnel directors of Dallas 

area businesses and eighty speech communication chairmen 

in Texas colleges and universities. Each individual com-

pleted a questionnaire developed by incorporating ideas and 

areas of concern from previous research. A panel of three 

experts established criteria for the questions included in 

the questionnaires. 



The data were treated in several ways; the frequencies 

and percentages were reported, and the Chi-Square Test of 

Goodness of Fit was applied. 

The findings revealed similarities in the responses of 

universities and businesses concerning the importance of 

communication skills and the amount of class time spent in 

these areas. There were significant differences in the 

areas of listening, public speaking, supporting materials, 

and time management. 

The results of this research must be understood in 

terms of the particular population under study and the 

location of that population. The sample of both groups was 

based in Texas, and, therefore, implications involve that 

part of the United States. 

The following recommendations were made: 

1. Conduct further explorations of these study in-

volving samples from other areas of the United States. 

2. Continue the basic nature of the business communi-

cation course. 

3. Alter the course content to better fit any business 

needs which are not presently incorporated in the course. 

4. Develop a business communication course if one 

is not currently offered in the communication department. 
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CHAPTER I 

INTRODUCTION 

Colleges and universities are challenged to develop 

programs designed to prepare their graduates with skills 

needed in today's changing society. Justifications of de-

partmental programs are concerns of administrators of col-

leges and universities with declining enrollments. A com-

pany survey revealed that communication and human relations 

are the most valued skills in business and industry (10, 

p. 88); therefore, the faculty of a communication depart-

ment should take into account these factors when preparing 

course content. The planning of course objectives by 

teachers and the goals to be pursued by the students may 

also be prime considerations. Moreover the preparation of 

graduates for future employment suggests that it is the 

responsibility of a university to include integration of 

theory with practical application in its curricular offerings 

A review of university and college catalogs has re-

vealed that students majoring in business or engineering are 

usually required to take a business communication course, 

or encouraged to take a business and professional com-

munication course as an elective. It has become increas-

ingly apparent that communication skills are valuable 



assets in an industrialized democracy. The student who is 

just embarking on a career, or who is concerned with improv-

ing his or her competence to attain a higher position within 

the company, may soon discover that he or she is involved in 

human relations and realize the need for greater communica-

tion skills. Raymond Peters has stated: 

The subject of communication is of vital in-
terest not only to those especially devoted to em-
ployee relations, and to leaders in the industrial 
field, but also to men in widely divergent walks of 
life. Historians, psychologists, clergymen, teachers, 
politicians, anthropologists, and physicists, as well 
as industrialists, personnel administrators and sales-
men, have made substantial contributions to our under-
standing of the nature of the importance of communica-
tion in their particular fields (6, p. 269). 

Regardless of their major in college, students are 

becoming more aware of the importance of communication. 

In his book Productive Speaking for Business and the Pro-

fessions , James Holm emphasizes the increasing need for 

better communication and explains that this society re-

quires knowledge, specialization, and the ability to adapt 

to the rapid growth of industries (8, p, 6). Knowledge, 

in this context, involves keeping abreast of the latest 

innovations in a person's field. Specialization restricts 

people to certain tasks or areas, and the ability to com-

municate can bridge the gap between these areas. The growth 

of an industry can lead to expansion; and, in order for that 

expansion to continue, management should keep the lines of 

communication open and flowing from each area. It is as 



difficult to imagine an organization without communication 

as it is to imagine communication without organization. 

Chester Barnard recognizes this fact in his text The 

Functions of the Executive: " . . . in an . . . organiza-

tion, communication would occupy a central place, because 

the structure, extensiveness, and scope of organization 

are almost entirely determined by communication tech-

niques" (1, p. 9). 

Statement of the Problem 

This investigation was concerned with identifying 

and determining the oral communication needs of business 

and industry and the extent to which oral business communi-

cation courses taught in Texas colleges and universities 

are meeting those needs. 

Purposes of the Study 

The purposes of this study were to 

1. Identify the oral communication skills considered 

important to specific companies; 

2. Determine the extent to which communication 

skills are important in hiring new employees; 

3. Determine the company policy concerning training 

programs with regard to 

a. Oral presentations, 

b. Leadership techniques, 



c. Interpersonal communication, 

d. Interviewing and listening techniques; 

4. Identify the objectives emphasized in the business 

and professional courses in Texas colleges and universi-

ties ; 

5. Determine how much course time is spent with 

regard to 

a. Oral presentations, 

b. Leadership and group discussion, 

c. Interpersonal communication, 

d. Interviewing and listening; 

6. Determine the communication needs of business 

and the degree to which the communication departments of 

Texas colleges and universities are concerned with these 

needs. 

Research Questions 

In order to fulfill the purposes of this study, an-

snwers to the following questions were sought. 

1. How important are oral communication skills, ac-

cording to the personnel directors of 80 Texas businesses 

from the Forbes 500 list? 

2. To what degree do communication skills of pros-

pective employees affect hiring decisions? 



3. What areas of communication should be included 

in a business and professional oral communication course 

based on the needs of business and industry? 

4. What communication skills are considered important 

by the businesses in the Forbes 500 list? 

5. What are the basic approaches used by Texas col-

leges and universities in their business communication 

courses? 

6. How much business communication class time is 

spent in specific areas of communication? 

7. How many guest speakers from business are invited 

to the business communication class? 

8. What specific communication skills are emphasized 

in the business communication class? 

Background and Significance 

The case for the need for additional information in 

the area of business and and professional communication, 

and in particular from the area of speech communication, 

can be supported from several sources. In 1968, Kathryn 

Clark investigated tasks involving oral skills. From the 

results of this study, she determined how business com-

munication could contribute to the development of this 

competency. Significant conclusions indicated that the 

ability to communicate was a major consideration in execu-

tive selection and advancement and that business graduates 
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typically lack sufficient preparation to meet employer ex-

pectations of oral competency (3). 

Another study conducted in 1975 by Blanchard LeNoir 

determined that more colleges offered and required business 

communication courses in 1974 than in 1960 and anticipated 

offering more courses in the future; also, business managers 

had higher value ratings for business communication courses 

than did academic administrators (9). 

The research has indicated a need to determine what role 

a communication department will play in preparing graduates 

for a career in business. The previous studies have been 

conducted from a business department's viewpoint. This 

study, however, investigated the current communication needs 

of selected businesses and what communication departments 

are offering to meet those needs. The information received 

will enable communication departments to determine what 

relevant material should be included in their curriculum. A 

study presented at the Speech Communication Association con-

vention in 1975 proposed a degree plan for students inter-

ested in pursuing a career in business. Robert Goyer and 

William Eadie pointed out that career education is now 

being emphasized, and this enabled students to obtain man-

agement positions with a background in organizational com-

munication (7). Stewart Tubbs of the General Motors 

Institute agrees with this assessment and suggests that 

communication departments should adapt to the needs of 



society and provide the necessary skills for positions in 

business (11). The relevancy of the curriculum of com-

munication departments should enhance the employment 

opportunities of students, and businesses should perceive 

these departments as sources of qualified job applicants. 

Currently, at the national level the Speech Communi-

cation Association presented a program at the 1979 conven-

tion which included an assessment of trends and markets for 

the communication graduate. The program demonstrated that 

the national organization is concerned with the market-

ability of communication skills with the continued interest 

in such informational programs. 

This concern was also shared by business, as illustrated 

by the definition of an executive's task. The main task of 

the executive, as defined by Chester Barnard, is communica-

tion. This has been demonstrated by an executive officer 

of an airline company who communicates with approximately 

50,000 employees and calls the program "visual management" 

(6, p. 269). Using this technique of holding meetings, 

engaging in informal chats, or exchanging greetings have 

improved the employees' attitudes and morale because they 

are better informed and the lines of communication are 

always open. 

Respondents to a questionnaire in 1960 indicated 

that of the top six courses most frequently used, four 



were communication related (10, p. 88), If employees con-

sider communication as an integral part of their job, as 

well as a tool for advancement, they will seek to improve 

their skills in that area. Brenner and Sigbank state very 

clearly the concern business places on communication: 

Corporate communications—both internal and 
external--probably receive more attention in com-
panies than almost any other single topic or activity. 
Managers frequently discuss it, attend seminars de-
voted to it, and encounter several articles on the 
topic each month in their reading material. Com-
munication is a popular topic because its problems 
are so common. Certainly almost every manager can 
provide a half dozen illustrations of communication 
difficulties which he has encountered within his own 
organization (2, p. 69). 

In summary, the need for this study was focused in 

two areas: (1) the data would provide speech faculty with 

beneficial information which could be used to evaluate 

their business and professional communication courses, and 

(2) the data would provide insights into the present oral 

communication needs of the business community. This was 

not only a significant contribution to the literature of 

speech communication, but also may provide a justification 

for a speech program. 

Definition of Terms 

For the purposes of this study, the following defini-

tions were formulated. 

1. Communication needs applies to oral communication 

skills which are valued by employers. 



2. Business and industry includes businesses listed in 

the Forbes 500 list in the Dallas area. 

3. Colleges and universities are the terms used for 

any accredited two- or four-year educational institutions 

located in Texas. 

Procedures for Collecting Data 

Methods of securing data for this study involved ob-

taining responses from the personnel directors of Texas com-

panies selected from the Forbes 500 list of business (5) 

and members of the communication department faculty of Texas 

colleges and universities. The colleges and universities 

contacted were selected from The College Blue Book (4). A 

table of random numbers was used to select the Texas companies 

and colleges. 

A questionnaire, with a cover letter, was sent to the 

personnel directors of eighty companies. (See Appendix A 

and B). To determine the curriculum of business and pro-

fessional communication courses, eighty faculty members 

from different Texas colleges and universities were sent 

a questionnaire with a cover letter. (See Appendix C and D). 

Validity for both questionnaires was established by 

a panel of three experts from the areas of communication 

and research/system analysis. Each of the panel members 

was requested to examine the questionnaires and respond 
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to the validity of each item. A simple majority was 

necessary to retain a particular item. Changes were in-

corporated based on the panel's suggestions before the 

questionnaires were distributed to the subjects of the 

s tudy. 

Organization of the Study 

This study contains five chapters, an appendix, and 

a selected bibliography. 

The introductory chapter includes a statement of 

the problem, the purposes of the study, research ques-

tions, background and significance, definition of terms, 

procedures for collecting data, and organization of the 

s tudy. 

Chapter II contains a perspective of the litera-

ture relative to the communication needs of business and 

industry, and the concern within speech departments 

relative to these needs. 

Chapter III describes the methods and procedures 

used to select the subjects, the development of the 

questionnaires, and the procedures for the collection 

and treatment of the data. 

Chapter IV presents an analysis of demographic data, 

and presents a comparison of the communication needs of 

business and industry and the current business speech 

curriculum. 
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Chapter V contains the summary, findings, conclu-

sions, implications, and recommendations for curriculum 

changes in the current business speech courses. 
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CHAPTER II 

REVIEW OF THE RELATED LITERATURE 

The major purpose of this study was to determine 

the oral communication needs of business and industry 

and to determine the extent to which oral business 

communication courses taught in Texas colleges and uni-

versities are meeting those needs. Several research 

studies have been conducted by different colleges and 

universities and by certain professional organizations. 

However, some of the studies have been directed to 

business departments instead of to communication depart-

ments. Some organizations, such as the American Business 

Communication Association, have investigated the com-

munication needs of business and industry and have reported 

findings which were helpful to communication departments. 

The review of the literature will include these findings, 

as well as other studies concerning the oral communication 

needs of business. 

In 1947, a survey of information relevant to train-

ing in public speaking in business was conducted. Super-

visors in business ranked public speaking second as an 

14 
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area of training which they thought would improve their 

changes for success in their company (6, p. 55). Wedding, 

in 1950, found 36 to 85 large companies using public speak-

ing for public relations and added, "Some firms have 

regular speakers' clinics by which they attempt to improve 

the general quality of public speaking for their organiza-

tions" (16, p. 14). 

Additional surveys conducted in the 1950s include 

Zelko1s report of 83 of 206 organizations which had 

public speaking training in progress or had recently 

completed such a program. In this nationwide survey of 

major industries and government agencies, the results 

tended to show a need for training in effective speaking; 

but a growing, and even larger, need for training in 

conference leadership and participation and in human 

relations and interpersonal communication was emphasized. 

This survey reflected industry's concern for improving 

informal communication practices within the organization 

while continuing to be concerned about company representa-

tives who make public speeches (17, pp. 55-62). The 

literature, in addition to these multi-company surveys, 

provides references to specific companies with speech 

training programs such as Westinghouse Electric (15, pp. 

44-47), General Motors, General Electric, and Esso 

Standard Oil (18, pp. 106-116). Another example of 
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references to public speaking training is this statement 

by a Swift and Company executive: "The fact that we have 

had public speaking courses as a part of our evening class 

program for the past twenty-five years is an indication of 

the value we place upon speech training . . . our plan is 

to continue to offer public speaking courses to our 

employees" (12, p. 12). 

In 1954, Mason Hicks distributed a questionnaire 

designed to discover the extent to which speech training 

was presently used in the in-service sales, management, 

and production training programs of one hundred corpora-

tions in the United States. The data included recommen-

dations to recent college graduates regarding their 

training, such as 

1. Human relationships or "getting along with 
people." 

2. Oral communication. 

3. Oral and written communication (7, p. 166). 

Bennett included the results of a California survey 

which had a 60 per cent return on questionnaires sent 

to 58 corporations. Top executives (in most cases a 

vice-president) replied that effective business communi-

cation skills had played a part in their advancement to 

a top position in the company. Of those responding, 

69 per cent said they had taken a course in business 
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communication either in college or since college. Course 

content was as follows: 43 per cent had studied report 

writing; 40 per cent, oral communications; 34 per cent, 

communication theory; 23 per cent, letter writing; 17 

per cent, memorandum writing; and 11 per cent, grammatical 

usage. Oral communication skills seemed slightly more 

important than written skills, with 94 per cent stating 

that they used oral communication skills extensively in 

their present position. A majority of the respondents 

believed that a formal course in business communication 

was needed for adequate preparation for management posi-

tions. One person interviewed said, "We think that it 

is highly desirable that a course in business communica-

tions be in all business curricula. One of the greatest 

weaknesses we see in the college graduates that come to 

us is the limitation in their ability to communicate 

both orally and in writing" (1, p. 9). 

In addition to these surveys, Knapp conducted a 

study which sought information concerning public speaking 

training programs in large corporations. Areas investi-

gated were the length of the course, which was usually 

two hours a week for ten weeks; course materials, in-

cluding written materials other than textbooks for the 
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majority of the companies; and the course content, which 

seemed to be speaker oriented with the main emphasis on 

delivery (10). 

Twenty-five faculty members of the School of Business 

Advisory Council for Eastern Illinois University and 

twelve members from business and government met in 1973 for 

the purpose of discussing the importance of communication 

skills. Martha I. Drew reported that they identified and 

ranked their communication priorities as follows: 

1. Particular consideration needs to be given to 

human relations, especially in the areas of 

positive attitudes—attitudes that promote 

sincerity in attempts to perceive, communicate 

with, and understand others; 

2. More background is needed in semantics, com-

munications (oral and written), and psychology 

to help achieve better human relations; 

3. Written communication emphasis should continue 

to be stressed (8, p. 5). 

Zaugg conducted a survey of thirty-four businessmen 

employed in the personnel departments of Toledo area firms; 

the following are some of his findings concerning oral 

communication skills. 
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1. Ninety-one per cent stated that students should 

be able to perform well in conferences with 

people inside the company. 

2. Eighty-eight per cent indicated that students 

should learn to participate in group activities 

(such as committee work) within the company. 

3. Eighty-five per cent said that students should 

be able to make oral reports within the company. 

4. Fifty-nine per cent indicated that students 

should learn to perform well in conferences 

with people outside the company. 

5. Thirty-eight per cent said that students should 

be taught to speak before outside groups. 

Additional findings from the Toledo businessmen were that 

(1) the majority said they judged an applicant's ability 

to communicate before hiring, and (2) nearly all considered 

communication ability to be a very important factor for 

promotion (8, p. 6). 

In reviewing the research, business and industry placed 

a great emphasis on oral communication skills. Fifty-one 

presidents of the largest corporations in the United States 

have expressed their belief that there is a definite 

relationship between communication and employee producti-

vity (11, pp. 17-20). A group of two thousand executives 

pointed out that the ability to communicate is the most 



20 

significant factor in influencing promotions (2, pp. 184-

196) . 

In a study of 3,620 top and middle managers, the 

top managers reported that courses needed were those 

in communication techniques, financial management, and 

fundamentals of supervision. The middle managers indi-

cated the need to know how to work with individuals and 

to keep themselves current through discussion. On the 

basis of these finding, recommendations were made that 

universities offer courses in human relations, communica-

tions, and management development (5). 

The American Business Communication Association 

reported in 1976 on a follow-up survey concerning the 

basic business communication courses which strengthened 

their research about content and classroom procedures. 

They expressed opinions that the proportion of time spent 

in public speaking, interpersonal or small-group communi-

cation, interviewing, listening, and psychology of communi-

cation should be significantly increased. In classroom 

procedures, they indicated that the proportion of time 

spent in lectures should be reduced and recommended that 

time devoted to small-group discussions and student 

presentations should be significantly increased (13, pp. 

1-10). 

Taylor and Buchanan conducted a study in 1973 which 

involved 183 businesses and governmental agencies in 
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the Southeast. After dividing the respondents into "tech-

nical skills"-oriented and "non-technical" service com-

panies, the respondents were asked to rank in order of 

importance the criteria for hiring a person for a super-

visory position. The criteria included ability to get 

along with others, technical skills, college degree, 

leadership training including communication skills and 

public relations, and previous work experience. The 

authors suggested a major concern for educators in speech 

communication was the importance assigned to (1) the 

ability to get along with others and (2) leadership 

training. Significantly, over half of the non-technical 

companies stressed the need to get along with others, 

and almost as many stressed leadership ability. Of 

the technically-oriented companies, only 32 per cent 

ranked the ability to get along with others as high in 

priority, and only 22 per cent considered leadership 

ability a prime requisite for employment (14, pp. 285-

291) . 

An Ohio University study revealed inconsistencies 

between employees1 communication skills effectiveness 

and employers' expectations. Huegli and Tschirgi mailed 

questionnaires to 101 recent business engineering 

graduates requesting data about their job duties, com-

munication skills required, and their estimated proficiency 
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with such skills. Communication skills most frequently-

used were conferences with supervisor, listening to sug-

gestions, written reports, and selling ideas to others. 

The graduates suggested some changes in communication 

courses to better prepare them for an entry-level job; 

these suggestions included more practice in oral re-

porting, letter writing, and application of communication 

theory. Telephone interviews with thirty-five supervisors 

of these entry-level job employees revealed a discrepancy 

between employees' perceptions of their communication 

skills effectiveness and their supervisors' perceptions 

of those skills. Almost all of the supervisors inter-

viewed responded that those employees were deficient in 

communication skills application. This information con-

trasted with the graduates' perception of their skills. 

There may be a tendency in general for entry-level job 

employees to over-evaluate their communication skills ef-

fectiveness. The authors suggested that these data might 

assist teachers in preparing students psychologically for 

the business world and improve their changes of fulfilling 

employers' requirements and expectations (9, pp. 24-29). 

A similar study conducted at the Uniteersity of 

Nebraska, Lincoln, revealed that recent graduates ranked 

the following communication skills as important to job 

success: (1) listening, (2) persuading, (3) advising, 
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(4) instructing, (5) small group problem-solving, and 

(6) information exchange. DiSalvo, Larsen, and Seiler 

concluded that the skills most frequently used by both 

financial and personnel employees were listening, ad-

vising, and routine information exchange. One paradox 

which emerged from the data centered around public speaking, 

The graduates consistently ranked public speaking as the 

skill most infrequently used, but it was the skill most 

frequently mentioned when the graduates considered which 

skill was helpful in their careers. The authors concluded 

that although the respondents did not use public speaking 

as frequently as the other skills, they wished they had 

received instruction in it in college (3, pp. 270-275). 

Relative to the courses offered in communication 

departments, Zelko and Knapp conducted a survey in 1964 

to determine the areas covered and the percentage of 

time spent on each area. Their findings revealed that 

the most time was spent in these areas: (1) making 

speeches, (2) conference leadership, (3) interpersonal 

communication, (4) sales presentations, (5) interviewing, 

(6) listening, (7) place of communication in organiza-

tions, and (8) report writing (19, pp. 235-241). 

In 1973, Downs and Larimer mailed questionnaires 

to 174 departments of communication to determine the 
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current status of organizational courses. Subject areas 

most frequently taught in an undergraduate course in-

cluded organizational theory; upward, downward, and hori-

zontal communication; decision-making; small group com-

munication; leadership; interviewing; and motivation. 

Methods of teaching the course included discussion, re-

search in organizations, lecture, case analysis, small 

task groups, and guest speakers from business (4, pp. 

325-329). 

In summary, there seemed to be a change from public 

speaking to discussion and interpersonal communication, 

yet it was apparent that employers and employees valued 

the experience gained from a public speaking course. The 

research concerning course content was helpful in develop-

ing the present questionnaire and specified areas which 

should be included. The literature identified communica-

tion skills considered important by the business community 

and in this study, these skills were compared to the amount 

of class time spent in the business and professional 

communication course in Texas colleges and universities. 

The literature identified communication as an important 

part of every job and this area was included in the present 

questionnaire regarding the hiring of an employee. The 

review of the literature revealed similar studies conducted 

through the business departments, whereas this study in-

volved the communication departments. 
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CHAPTER III 

METHODS AND PROCEDURES 

The subjects were grouped in two categories. The 

first of these included eighty companies randomly 

selected from the Forbes 500 list (4) to receive ques-

tionnaires . The companies were involved in a variety 

of services, products, sales, or other considerations 

and were concentrated in the Dallas area. The second 

category of subjects included the communication depart-

ments of eighty Texas colleges and universities randomly 

selected from The College Blue Book (2). These colleges 

included two-year colleges, and four-year public and 

private universities. 

Development of the Questionnaires 

One questionnaire (Appendix A) consisted of two 

questions designed to gather demographic data from 

business relative to the following subjects: 

1. Major product, 

2. Major concern of company. 
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The second questionnaire (Appendix C) consisted of 

four questions designed to gather demographic data from 

Texas colleges and universities, including 

1. Name of college, 

2. Name of department, 

3. Number of students, 

4. Number of faculty members in department. 

Both questionnaires included questions regarding the 

importance of communication skills in the following areas: 

1. Oral presentations, 

2. Group discussion, 

3. Interpersonal communication, 

4. Interviewing, 

5. Listening, 

6. Leadership. 

Another question concerning the specific skills con-

sidered important in a communication class included 

1. Organization of ideas, 

2. Supporting materials, 

3. Good vocal quality, 

4. Dynamic delivery, 

5. Effective notes, 

6. Pronunciation, 

7. Public speaking, 

8. Effective visual aids, 
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9. Cooperative attitudes, 

10. Motivation techniques, 

11. Time management, 

12. Coping with defensiveness, 

13. Interviewing, 

14. Recognizing communication barriers, 

15. Effective gestures, 

16. Self-confidence, 

17. Listening. 

A panel of three experts in the area of communication 

and system analysis was consulted concerning the skills 

incorporated in both of the questionnaires. Additional 

help came from a questionnaire developed by Dr. James W. 

Gibson, in which the Speech Communication Association 

sought the answers to fifty-four questions concerning 

the basic course taught in speech departments (5). A 

questionnaire developed by Taylor and Buchanan investi-

gating the communication skills business values (7) was 

also helpful in developing this questionnaire. 

Both questionnaires were designed to have each sub-

ject choose which communication skills he or she con-

sidered important and to rate the skills on a three-point 

scale of importance. A major use of rating scales is 

to determine what changes, if any, occur in the scores 
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of ratings given by respondents between two surveys (1), 

and this was a consideration for comparing the results 

of the two surveys which were mailed to businesses and 

to colleges. Eigleberner states the chief advantages 

of the questionnaire to be range and economy (3). The 

questionnaire is easy to administer since it can be sent 

by mail and is an economical way of reaching many sub-

jects in a short period of time. 

Procedures for the Collection of Data 

From a population of five hundred companies, eighty 

companies in the Dallas area were randomly selected from 

the Forbes 500 list (4) to receive a questionnaire packet. 

Eighty Texas institutions of higher learning were randomly 

selected from The College Blue Book (2) to receive a 

questionnaire packet. A table of random numbers was used 

to select the companies and colleges. 

The packet, containing a cover letter (Appendices 

B and D) explaining the purposes of the study, a stamped 

return envelope, and a one-page questionnaire (Appendices 

A and C), was mailed to each subject in the same. Analysis 

of the data was based on a 10 per cent mini-mum return 

of the population, as recommended by Roscoe (6). The return 

response, excluding those questionnaires that were returned 

incomplete, was 79 questionnaires. This represented a 

49 per cent return. 
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Treatment of Data 

The questionnaires, when returned, were checked for 

completeness. The questionnaires that were returned 

incomplete or after April 18 were discarded. The data 

were sent to the computer facilities at The University 

of Texas at Arlington for statistical treatment. 

The demographic items (major concerns of the com-

pany, major products, student enrollment, and faculty 

members) were grouped into percentages. 

The SAS, version 79.2B, was employed by the computer 

facilities. Descriptive statistics and percentages were 

supplied by process UNIVARIATE. 

The contingency tables and the supporting statistical 

analysis were provided by process FREQUENCY. 

The report of the Chi-Square Goodness of Fit test 

for contingency table analysis was included (p-value). 

The level of significance was at .05 and .10. 
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CHAPTER IV 

ANALYSIS OF THE DATA 

Introduction 

The purpose of this chapter is to analyze the data 

that were secured to answer the following questions. 

1. How important are oral communication skills, ac-

cording to the personnel directors of eighty businesses 

and industries from the Forbes 500 list (3)? 

2. To what degree does communication skills of 

prospective employees affect hiring decisions? 

3. What areas of communication should be included 

in a business and professional communication course based 

on the needs of business and industry? 

4. What communications skills are considered im-

portant by the business and industries in the Forbes 500 

list? 

5. What are the basic approaches used by Texas col-

leges and universities in their business communication 

courses? 

6. How much business communication class time is 

spent in specific areas of communication? 

7. How many guest speakers from business and indus-

try are invited to the business communication class? 
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8. What specific communication skills are emphasized 

in the business communication class? 

The data were collected through the use of two ques-

tionnaires approved by a panel of three experts from the 

areas of communication and system analysis. The subjects 

were eighty personnel directors from Dallas area businesses 

and industries, and eighty faculty members of Texas col-

leges and universities. 

The analysis of the data is organized into three 

subdivisions: 

1. Demographic results gathered from the question-

naires is presented in Table I through IX.; 

2. A combined report of the level of importance of 

communication skills for universities and businesses is 

presented in Table X through XIV; 

3. The significant relationships between universi-

ties' and business' opinions concerning the importance of 

communication skills is presented in Table XV through 

XX. 

Demographic Results 

A demographic profile of the subjects is presented 

in this section. Table I gives a breakdown of the number 

of students enrolled in the colleges and universities sur-

veyed and illustrates the size of the institutions 

responding to the questionnaire. 



TABLE I 

NUMBER OF STUDENTS ENROLLED 
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Students Frequency Per Cent 

No answer 1 2.564 

Under 1,000 3 7.629 

1,000-5,000 19 48.718 

5,000-10,000 8 20.513 

Over 10,000 8 20.513 

TOTAL 39 100.000 

Table I indicates that the largest number of schools 

responding had enrollments of 1,000 to 5,000 students. 

The random sampling from The College Blue Book (2) included 

small private institutions and community colleges as well 

as large public universities. This indicates that the 

subjects were representative of the sizes of schools found 

in Texas. 

Table II indicates the number of full-time faculty 

members in the speech department of each responding school. 

Seven respondents did not answer the question or had no 

full-time faculty members in their speech departments. 



TABLE II 

FULL-TIME FACULTY MEMBERS IN SPEECH 
DEPARTMENTS 
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Full-Time Faculty Frequency Per Cent 

No answer 7 17.949 

1 8 20.513 

2 6 15.385 

3 5 12.821 

4 2 5.128 

6 1 2.564 

8 3 7.692 

9 2 5.128 

10 or more 5 12.821 

Table III indicates the number of part-time faculty 

members in the speech department of each responding 

school. Since sixteen respondents gave no answer, the 

data implied that there were no part-time faculty members 

in the speech departments of these schools. 



TABLE III 

PART-TIME FACULTY MEMBERS IN SPEECH 
DEPARTMENTS 
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Part-Time Faculty Frequency Per Cent 

No answer 16 41.026 

1 9 23.077 

2 8 20.513 

3 2 5.128 

4 1 2.564 

6 1 2.564 

16 1 2.564 

18 1 2.564 

Table IV indicates the number of communication depart-

ments in Texas colleges and universities offering a course 

in business and professional communication. The titles of 

the course included Business Speech, Oral Communication, 

and Business and Professional Communication. 

Those schools not offering a course returned the 

questionnaire without completing the remaining questions. 

Table VIII indicates over 90 per cent of the business 

and industry respondents considered communication 

skills very important, and yet one-third of the 
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schools responding did not offer a business communication 

course. 

TABLE IV 

NUMBER OF SCHOOLS OFFERING A BUSINESS 
COMMUNICATION COURSE 

Schools Frequency Per Cent 

Offer a course 

Not offer a course 

26 

13 

66.667 

33.333 

For those respondents offering a course in business 

communication, a question concerning the basic approach 

used in the course was included in the questionnaire. 

Table V presents the basic categories emphasized in the 

course currently offered in their departments. 

In the "Other" category, a combination course was 

most frequently mentioned, in spite of the request to 

indicate which of the given approaches most approximately 

described the course in question. Respondents noted that 

several of the categories were employed in the class during 

a semester and, therefore, a combination of these categories 

would best describe their course. 



TABLE V 

BASIC APPROACH OF BUSINESS COMMUNICATION 
COURSE 

39 

Categories Frequency Per Cent 

Public speaking 10 38.462 

Group discussion 1 3.846 

Interpersonal 4 15.385 

Communication theory- 0 0.000 

Other (please specify) 11 42.308 

Table VI indicates the number of guest speakers who were 

invited to the business communication course in one semester. 

TABLE VI 

NUMBER OF GUEST SPEAKERS INVITED TO BUSINESS 
COMMUNICATION COURSE 

Number Per Cent 

61.538 None 

34.615 

3.846 3 or 4 
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Respondents stated that the individual instructor 

was responsible for inviting guest speakers from busi-

nesses to participate in a business communication course. 

If businesses place a great emphasis on communication 

skills, which is demonstrated in Table VIII, business 

representatives may be eager to share these concerns with 

colleges. Instructors may want to take advantage of this 

opportunity. There are various companies involved in the 

areas of oil, energy, and airline travel which have 

speakers bureaus and welcome the opportunity to share 

their knowledge with college students. 

Table VII indicates the major considerations of the 

businesses in the Dallas area. These considerations in-

cluded sales, service, products, and any additional areas 

the respondents wished to specify. The choice of "Other 

(please specify)" was included to allow sufficient free-

dom of replies to avoid forcing any respondent to answer 

inaccurately (1). Some companies marked more than one 

category. The consideration most frequently mentioned 

in the "Other" category was "profit." 
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TABLE VII 

MAJOR CONSIDERATIONS OF DALLAS AREA BUSINESSES 
AND INDUSTRIES 

Major Consideration Frequency Per Cent 

Sales 23 57.500 

Service 18 45.000 

Products 15 37.500 

Other 6 15.000 

Table VIII indicates how important the personnel 

directors of the responding companies considered oral 

communications to be for their organization. 

TABLE VIII 

IMPORTANCE OF COMMUNICATION SKILLS 

Category Frequency Per Cent 

Very important 37 92.500 

Of some importance 3 7.500 

TOTAL 40 100.000 

These data clearly demonstrate the value placed on 

communication skills by the responding companies. No com-

pany checked the "Of little importance" category. 
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Table IX indicates how important the responding com-

panies considered communication skills to be when hiring 

new employees. In this table, as in Table VIII, no 

company checked the "Of little or no importance" category 

TABLE IX 

IMPORTANCE OF COMMUNICATION SKILLS WHEN 
HIRING NEW EMPLOYEES 

Category Frequency Per Cent 

Very important 33 82.500 

Of some importance 7 17.500 

TOTAL 40 100.000 

Some respondents noted that the importance of communi-

cation skills depended upon the position being sought by 

the employee in question. 

The bar graph presented in Figure 1 illustrates the 

effect of communication skills on the decision of the per-

sonnel director when hiring a new employee. The graph 

clearly indicates that the decision to hire a new em-

ployee, according to the responding companies, was af-

fected by the communication skills of that individual. 
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Data Regarding Level of Importance of 
Communication Skills for Univer-

sities and Businesses 

The level of importance placed om communication skills 

by businesses is reported in Table X. The table includes 

the responses from both universities and businesses. 

TABLE X 

IMPORTANCE OF COMMUNICATION SKILLS TO THE 
BUSINESS COMMUNITY AND TO TEXAS 

COLLEGES AND UNIVERSITIES 

Communication 
Skills 

Frequency 
and 

Percentage 

Very 
Impor-
tant 

Some 
Impor-
tance 

Not 
Impor-
tant 

1. Oral pre-
sentations : 

Universities f 
% 

29 
76.31 

8 
21.05 

1 
2.63 

Businesses f 
% 

32 
80.00 

7 
17.50 

1 
2.50 

2. Group dis-
cussion : 

Universities f 
% 

26 
68.42 

10 
26.31 

2 
5.26 

Businesses f 
% 

20 
50.00 

17 
42.50 

3 
7.50 



TABLE X--Continued 

45 

Communication 
Skills 

Frequency 
and 

Percentage 

Very 
Impor-
tant 

Some 
Impor-
tance 

Not 
Impor-
tant 

3. Interper-
sonal : 

Universities f 
7o 

31 
81.57 

6 
15.78 

1 
2.63 

Businesses f % 
34 

85.00 
4 

10.00 
2 

5.00 

4. Interview-
ing, lis-
tening : 

Universities f 
% 

28 
73.68 

10 
26.31 

0 
0.00 

Businesses f 
% 

31 
77.50 

8 
20.00 

1 
2.50 

Table X indicates, little difference appears between 

the responses of colleges and universities and those of 

businesses with regard to the importance they placed on 

general communication skills. 

Table XI indicates how much class time was devoted 

to the various types of communication by the responding 

universities and also includes how much time businesses 

would devote to them if they were designing a course for 

business and professional communication. 
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CLASS TIME DEVOTED TO VARIOUS COMMUNICATION 
SKILLS 
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Communication Skills 

Frequency 
and 

Percentage 
50% or 
More 

sox-
sox 

10%-
30% 

Less 
than 
10% None 

1. Public speaking: 

Universities f 
% 

10 
38.46 

7 
26.92 

6 
23.07 

3 
11.53 

0 
0.00 

Businesses f 
% 

3 
7.50 

10 
25.00 

19 
47.50 

7 
17.50 

1 
2.50 

2. Interpersonal: 

Universities f 
% 

2 
7.69 

1 
5 

19.23 
11 

42.30 
6 

23.07 
2 

7.69 

Businesses f 
% 

3 
7.50 

9 
22.50 

21 
52.50 

4 
10.00 

3 
7.50 

3. Group discus-
sion: 

Universities f 
% 

0 
0.00 

2 
7.69 

16 
61.53 

4 
15.38 

4 
15.38 

Businesses f 
% 

1 
2.50 

1 
2.50 

18 
45.00 

15 
37.50 

5 
12.50 

4. Leadership: 

Universities f 
% 

0 
0.00 

2 
7.69 

8 
30.76 

8 
30.76 

8 
30.76 

Businesses f 
% 

2 
5.00 

6 
15.00 

9 
22.50 

14 
35.00 

9 
22.50 
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Communication Skills 

Frequency 
and 

Percentage 
50% or 
More 

30%-
50% 

10%-
30% 

Less 
than 
10% None 

5. Interviewing: 

Universities f 
% 

0 
0.00 

1 
3.84 

11 
42.30 

8 
30.76 

6 
23.07 

Businesses f 
% 

1 
I 2.50 

1 
2.50 

15 
37.50 

17 
42.50 

6 
15.00 

6. Listening: 

Universities f 
% 

0 
0.00 

2 
7.69 

9 
34.61 

10 
25.00 

5 
19.23 

Businesses f 
% 

6 
15.00 

12 
30.00 

15 
37.50 

7 
17.00 

0 
0.00 

7. Communication 
theory: 

Universities f 
% 

1 
3.84 

3 
11.53 

8 
30.76 

10 
38.46 

4 
15.38 

Businesses f 
% 

0 
0.00 

1 
2.50 

6 
15.00 

20 
50.00 

13 
32.50 

Table XI indicates there is a difference in the 

time colleges spend in listening and public speaking and 

the amount of time businesses would spend developing these 

communication skills. 
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When considering the organization of ideas, 89.39 per 

cent of the respondents from universities and businesses 

reported that they considered it to be very important; 

no one considered it not very important. 

Table XII indicates the specific communication skills 

included in a business and professional communication 

course and how important these skills were to universi-

ties and businesses. 

TABLE XII 

IMPORTANCE OF COMMUNICATION SKILLS IN A BUSINESS 
AND PROFESSIONAL COMMUNICATION COURSE 

Communication Skills 

Frequency 
and 

Percentage 

Very 
Impor-
tant 

Some 
Impor-
tance 

Not 
Impor-
tant 

1. Organization of 
ideas: 

Univers ities f 
% 

21 
80.76 

5 
19.23 

0 
0.00 

Businesses f % 
38 

95.00 
2 

5.00 
0 

0.00 

2. Supporting ma-
terials : 

Universities f 
7o 

20 
75.92 

5 
19.23 

1 
3.84 

Businesses f 
7o 

18 
45.00 

18 
45.00 

4 
10.00 
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Communication Skills 

Frequency 
and 

Percentage 

Very 
Impor-
tant 

Some 
Impor-
tance 

Not 
Impor-
tant 

3. Good vocal 
quality: 

Universities f % 7 
26.92 

16 
61.53 

3 
11.53 

Businesses f 
% 

14 
35.00 

23 
57.50 

3 
7.50 

4. Dynamic de-
livery : 

Universities f 
% 

9 
34.61 

15 
57.69 

2 
7.69 

Businesses f 
% 

11 
27.50 

22 
55.00 

7 
17.50 

5. Effective 
notes: 

Universities f 
% 

7 
26.92 

16 
61.53 

3 
11.53 

Businesses f 
% 

13 
32.50 

21 
52.50 

6 
15.00 

6. Pronunciation: 

Universities f 
7o 

8 
30.76 

15 
57.69 

3 
11.53 

Businesses f 
7c 

14 
35.00 

23 
57.50 

3 
7.50 
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Communication Skills 

Frequency 
and 

Percentage 

Very 
Impor-
tant 

Some 
Impor-
tance 

Not 
Impor-
tant 

7. Public speaking: 

Universities f 
% 

18 
69.23 

8 
30.76 

0 
0.00 

Businesses f 
% 

15 
37.50 

22 
55.00 

3 
7.50 

8. Effective visual 
aids: 

Universities f 
7o 

8 
30.76 

16 
61.53 

2 
7.69 

Businesses f 
7o 

14 
35.00 

21 
52.50 

5 
12.50 

9. Cooperative at-
titudes : 

Universities f 
% 

12 
46.15 

10 
38.46 

4 
15.38 

Businesses f 
% 

16 
40.00 

16 
40.00 

8 
20.00 

10. Motivation 
techniques: 

Universities f 
% 

10 
38.46 

11 
42.30 

5 
19.23 

Businesses f 
% 

22 
55.00 

14 
35.00 

4 
10.00 
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Communication Skills 

Frequency 
and 

Percentage 

Very 
Impor-
tant 

Some 
Impor-
tance 

Not 
Impor-
tant 

11. Time manage-
ment : 

Universities f 
% 

6 
23.07 

15 
57.69 

5 
19.23 

Businesses f % 20 
50.00 

15 
37.50 

5 
12.50 

12. Coping with 
defensiveness: 

Universities f 
% 

6 
23.07 

16 
61.53 

4 
15.38 

Businesses f 
% 

11 
27.50 

20 
50.00 

9 
22.50 

13. Interviewing: 

Universities f 
% 

9 
34 .61 

14 
53 .84 

3 
11.53 

Businesses f 
7o 

9 
22.50 

22 
55.00 

9 
22.50 

14. Recognizing 
communi cation 
barriers: 

Universities f 
7o 

16 
61.53 

9 
34 .61 

1 
3 .84 

Businesses f 
% 

22 
55.00 

17 
42 .50 

1 
2 .50 
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Communication Skills 

Frequency 
and 

Percentage 

Very 
Impor-
tant 

Some 
Impor-
tance 

Not 
Impor-
tant 

15. Effective ges-
tures : 

Universities f 
% 

2 
7.69 

15 
57.69 

9 
34.61 

Businesses f % 9 
22.50 

20 
50.00 

11 
27.50 

16. Eye contact: 

Universities f 
7o 

20 
76.92 

5 
19.23 

1 
3.84 

Businesses f 
% 

25 
62.50 

13 
32.50 

2 
5.00 

17. Self-confidence: 

Universities f 
% 

21 
80.76 

5 
19.23 

0 
0.00 

Businesses f 
7o 

30 
75.00 

10 
25.00 

0 
0.00 

18. Listening: 

Universities f 
7o 

15 
57.69 

8 
30.76 

3 
11.53 

Businesses f 
7o 

35 
87.50 

5 
12.50 

0 
0.00 
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Table XIII reports the communication skills which were 

considered important by at least 60 per cent of the uni-

versities responding to the questionnaire. 

TABLE XIII 

COMMUNICATION SKILLS CONSIDERED IMPORTANT 
BY UNIVERSITIES 

Communication Skills Percentages 

1. Organization of 

ideas 80.76 

2. Self-confidence 80.76 

3. Eye contact 76.92 

4. Supporting materials 75.92 

5. Public speaking 69.23 
6. Recognizing com-

munication barriers 61.53 

Table XIV reports the communication skills which were 

considered very important by at least 60 per cent of the 

businesses responding to the questionnaire. 
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TABLE XIV 

COMMUNICATION SKILLS CONSIDERED IMPORTANT 
BY BUSINESSES 

Communication Skills Percentages 

1. Organization of 

ideas 95.00 

2. Listening 87.50 

3. Self-confidence 75.00 

4. Eye contact 62.50 

Data Regarding Significant Relationships 

Three groups of questions were presented on both the 

university and business questionnaires. These questions 

were identical and will be used to distinguish differences 

in the opinions of these two groups as to what a business 

communication course should emphasize. 

Two of the survey questions dealt with the importance 

of listening. The first question was stated as follows: 

1. What specific skills do you consider important 

in a communication class? 

Table XV presents the findings of the survey. The 

Chi-Square Test of Goodness of Fit (4) was used to test 

the association between universities and businesses in 

their responses to this question. The null hypothesis 

was that there was no difference in their opinions con-

cering the importance of listening. 
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LISTENING 
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Frequency Very Some Not 
and Impor- Impor- Impor-

Respondents Percentage tant tant tant 

Universities f 15 8 3 
% 22.73 12.12 4.55 

Businesses f 35 5 0 
7» 53.03 7.58 0.00 

The x2 test statistic, x2 = 9.134, is significant at 

p = .0104; therefore, the null hypothesis of no association 

is rejected and the alternative hypothesis that universities 

and businesses differed on the importance in listening is 

retained. According to the findings presented here, busi-

nesses considered listening to be very important and 

universities considered it to be less important. 

The second question concerning listening was stated 

as follows in the university questionnaire: 

1. How much of your course is devoted to each of the 

following types of communication? 

The business questionnaire included the following question: 

2. If you were designing a course in business and 

professional communication, what percentage of 

the class time would you spend on the following 

skills? 
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Table XVI presents the findings of the survey. The 

Chi-Square Test of Goodness of Fit was used to test the 

association between universities and businesses in their 

responses to this question. The null hypothesis was that 

there was no difference in their opinions concerning the 

amount of class time devoted to the skill of listening. 

TABLE XVI 

CLASS TIME SPENT ON LISTENING SKILLS 

Frequency Less 

and 50% or 30%- 10%- than 

Respondents Percentage More 50% 30% 10% None 

Universities f 0 2 9 10 5 

% 0.00 3.03 13.64 15.15 7.58 

Businesses f 6 12 15 7 0 

% 9.09 18.18 22.73 10.61 0.00 

The x 2 test statistic, x 2 " 18.013, is significant at 

p = .0012; therefore, the null hypothesis of no association 

is rejected and the alternative hypothesis that universities 

and businesses differed on the amount of class time which 

should be devoted to the skill in listening is retained. 

According to the findings presented here, businesses thought 

that more time should be devoted to the skill of listening 

than did universities. 
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Two of the survey questions involved public speaking. 

The first question stated: 

1. What specific skills do you consider important in 

a communication class? 

Table XVII presents the findings of the survey. The 

Chi-Square Test of Goodness of Fit was used to test the 

association between universities and businesses in their 

responses to this question. The null hypothesis was that 

there was no difference in their opinions concerning the 

importance of public speaking. 

TABLE XVII 

PUBLIC SPEAKING 

Frequency Very Some Not 
and Impor- Impor- Impor-

Respondents Percentage tant tance tant 

Universities f 18 8 0 
% 27 .27 12.12 0.00 

Businesses f 15 22 3 
% 22.73 33.33 4.55 

The x2 test statistic, x2 = 7.158, is significant at 

p = .0279; therefore, the null hypothesis of no association 

is rejected and the alternative hypothesis that universities 

and businesses differed on the importance of public speaking 
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is retained. According to the findings presented here, uni-

versities considered public speaking to be more important 

and businesses considered it to be less important. 

The second question concerning public speaking or 

oral presentations was stated as follows in the university 

questionnaire: 

1. How much of your course is devoted to each of the 

following types of communication? 

The business questionnaire included the following question: 

1. if you were designing a course in business and 

professional communication, what percentage of 

class time would you spend on the following 

skills? 

Table XVIII presents the findings of the survey. The 

Chi-Square Test of Goodness of Fit was used to test the 

association between universities and businesses in their 

responses to this question. The null hypothesis was 

that there was no difference in their opinions concerning 

the amount of class time devoted to public speaking. 
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TABLE XVIII 

CLASS TIME SPENT ON PUBLIC SPEAKING SKILLS 

Respondents 

Frequency 
and 

Percentage 
50% or 
More 

30%-
50% 

10%-
30% 

Less 
than 
10% None 

Universities f 10 7 6 3 0 
% 15.15 10.61 9.09 4.55 0.00 

Businesses f 3 10 19 7 1 
% 4.55 15.15 28.79 10.61 1.52 

The x 2 t e s t statistic, x 2 = 11.193, is significant at 

p = .0245; therefore, the null hypothesis of no association 

is rejected and the alternative hypothesis that universities 

and businesses differed on the amount of class time which 

should be devoted to public speaking is retained. Accord-

ing to the findings presented here, universities devoted 

more time to public speaking than businesses would if they 

were designing a course in business communication. 

A survey question involving supporting materials asked, 

"What specific skills do you consider important in a 

communication class?" 

Table XIX presents the findings of the survey. The 

Chi-Square Test of Goodness of Fit was used to test the 

association between universities and businesses in their 
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responses to this question. The null hypothesis was that 

there was no difference in their opinions concerning the 

importance of supporting materials. 

TABLE XIX 

SUPPORTING MATERIALS 

Frequency Very Some Not 
and Impor- Impor- Impor-

Respondents Percentage tant tance tant 

Universities f 20 5 1 
% 30.30 7.58 1.52 

Businesses f 18 18 4 
X 27.27 27.27 6.06 

The x2 t e s t statistic, x2 = 6.579, is significant at 

p = .0373; therefore, the null hypothesis of no association 

is rejected and the alternative hypothesis that universities 

and businesses differed on the importance of supporting 

materials is retained. Acccording to the findings presented 

here, universities considered supporting materials to be 

more important and businesses considered them to be less 

important. 

A survey question involving time management asked, 

"What specific communication skills do you consider im-

portant in a communication class?" 

Table XX presents the findings of the survey. The 

Chi-Square Test of Goodness of Fit was used to test the 
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association between universities and businesses in their 

responses to this question. The null hypothesis was that 

there was no difference in their opinions concerning the 

importance of time management. 

TABLE XX 

TIME MANAGEMENT 

Frequency Very Some Not 
and Impor- Impor- Impor-

Respondents Percentage tant tance tant 

Universities f 6 15 5 
% 9.09 22.73 7.58 

Businesses f 20 15 5 
% 30.30 22.73 7.58 

The x2 test statistic, x2 = 4.784, is significant at 

p = .0914; therefore, the null hypothesis of no association 

is rejected and the alternative hypothesis that universities 

and businesses differed on the importance of time management 

is retained. According to the findings presented here, 

businesses considered time management to be more important 

and universities considered it to be less important. 



CHAPTER BIBLIOGRAPHY 

1. Clover, Vernon T. and Howard L. Balsley, Business 
Research Methods, 2nd edition, Columbus, Ohio, 
Grid Publishing, Inc., 1979. 

2. The College Blue Book: Narrative Descriptions, 16th 
edition, New York, Macmillan Co., 1977. 

3. "The Employee Roster," Forbes, CXXIII (May 14, 1979), 
310-314. 

4. Roscoe, John T., Fundamental Research Statistics for 
the Behavioral Sciences, New York, Holt, RTne-
hart and Winston, 1975. 

62 



CHAPTER V 

SUMMARY, CONCLUSIONS, AND RECOMMENDATIONS 

Summary of the Study 

The primary purposes of this study were to examine 

the oral communication needs of business and industry, 

assess the business communication course taught in 

speech departments of Texas colleges and universities, 

and describe the relationship, if any, between the opin-

ions expressed by the respondents of these two groups 

of subjects concerning the value of communication skills. 

Data for the study were gathered by two question-

naires which were mailed to eighty Dallas area businesses 

and eighty Texas colleges and universities. Seventy-

nine questionnaires were returned, representing a 49 

per cent return rate. The questionnaires were developed 

by incorporating ideas and areas of concern from previous 

research. A panel of three experts established criteria 

for the questions included in the questionnaires. 

The data were treated by reporting the frequencies 

and percentages of the communication skills, and by 

applying the Chi-Square Test of Goodness of Fit to deter-

mine the relationship between the respondents. 
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Findings 

Based on treatment of the data, the following results 

were found. 

1. Of the 39 schools responding, 26 currently 

offereda course in business communication and 13 did not. 

2. The majority of respondents did not invite guest 

speakers from business to visit the business communica-

tion class. 

3. The frequency distribution of major considerations 

of the Dallas area businesses and industries showed 23 

involved in sales, 18 with service, and 15 with products. 

However, some categories were marked more than once. 

4. Ninety-two per cent of the business considered 

communication skills very important, and no company con-

sidered those skills unimportant. 

5. Eighty-two per cent of the companies considered 

communication skills when hiring new employees, and de-

cisions to hire a new employee were affected by the com-

munication skills of that individual. 

The results of the questionnaires revealed the fol-

lowing similarities between the universities and busi-

nesses . 

1. Eighty per cent of the businesses considered 

oral presentations important, and 76 per cent of the 

universities had the same opinion. 
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2. Group discussions were considered important by 

68 per cent of the universities, whereas 50 per cent of 

the businesses considered them to be important. 

3. Interpersonal communication was considered im-

portant by 85 per cent of the businesses and by 81 per 

cent of the universities. 

4. Only a 4 per cent difference was found between 

businesses and universities when considering the impor-

tance of interviewing. 

5. The majority of businesses and universities 

would spend 10 to 30 per cent of class time in group 

discussion. 

6. The majority of respondents said they would de-

vote less than 10 per cent to 30 per cent of class time 

to leadership. 

7. The percentage of class time devoted to inter-

viewing for the majority of both groups ranged from 10 

per cent to 30 per cent. 

8. The majority of businesses and universities in-

dicated that they would spend less than 10 per cent of 

class time concentrating on communication theory. 

The results of the questionnaires revealed the fol-

lowing differences between the universities and businesses, 

1. The responses concerning listening revealed that 

45 per cent of the businesses would spend more than 30 
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per cent of class time on this skill, whereas only 7 per 

cent of universities spent more than 30 per cent of class 

time on listening. 

2. Over 60 per cent of the universities considered 

the following skills very important: organization of 

ideas, self-confidence, eye contact, supporting materials, 

public speaking, and recognizing communication barriers, 

whereas over 60 per cent of the businesses considered 

the following skills very important: organization of 

ideas, listening, self-confidence, and eye contact. 

3. The results indicate a significant difference 

regarding the importance of listening, with 57 per cent 

of universities regarding it as very important compared 

to 87 per cent of businesses which considered it to be 

very important. 

4. Over 69 per cent of the universities considered 

public speaking to be very important, compared to 37 per 

cent of businesses which considered it to be very im-

portant. 

5. The results concerning supporting materials 

revealed that almost 76 per cent of the universities 

considered that area to be very important, compared to 

45 per cent of the businesses which considered support-

ing materials to be very important. 
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6. Over 50 per cent of the businesses considered 

time management to be very important, compared to 23 per 

cent of the universities which considered it very important. 

7. Thirty-eight per cent of the universities spent 

50 per cent or more of class time on public speaking, 

whereas only 7 per cent of the businesses would devote that 

much time to public speaking. 

Conclusions and Implications 

The results of this research must be interpreted in 

terms of the particular sample used in the study. Since 

the subjects of this study were located in Texas, impli-

cations should be restricted to that part of the United 

States. 

Since the majority of the sample expressed a high 

level of importance on communication skills, business 

personnel believe that these skills affect their decision 

in hiring personnel. 

The results of the survey seem to be consistent 

with previous research, with the exception of the sig-

nificant findings involving listening and public speaking. 

The conclusion is evident that this sample was aware 

of the value of communication skills. The 49 per cent 

rate of return would indicate the interest of the univer-

sities and businesses and their concern for their students 

and employees. 
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Recommendations 

The following recommendations are made. 

1. Faculty and administration should be presented 

the findings of this study. 

2. Follow-up of this study involving samples 

from other areas of the United States should be made. 

3. The basic nature of the business communication 

course should be continued. 

4. The course content should be altered to fit 

business needs which are not presently incorporated in 

the course. 

5. If a business communication course is not 

currently offered in the communication department, one 

should be developed. 



APPENDIX A 

QUESTIONNAIRE FOR BUSINESS AND INDUSTRY 

Name of company 

What is your major product? 

What is the major consideration of your company? 
Sales 
Service 
Products 
Other (please specify) 

1. How important do you consider oral communication skills 
for your company? 

Very important 
Of some importance 
Of little importance 

2. Please specify the importance of the following communi-
cation skills. 

Very Some Not 
Important Importance Important 

Oral presentations 
Group discussion 
Interpersonal communication _____ 
Interviewing, listening 
Other (please specify) 

Are oral communication skills an important considera-
tion when hiring new employees? 

Very important 
Of some importance 
Of little importance 
Not important 

During the employment interview, what percentage do com-
munication skills affect your decision when hiring a 
new employee? 

Under 20% 
2 0 - 4 0 7 o 

4 0 - 6 0 % 

Over 607o 
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5. If employees need additional training, what area would 
you recommend? (choose one) 

Oral presentations 
Group discussion and leadership 
Interpersonal communication 
Other (please specify) 

6. If you were designing a course in business and profes-
sional communication, what percentage of the class time 
would you spend on the following skills? 

5 0 % o r 3 0 7 o - 2 0 % - 1 0 % o r N o t 

More 5 0 7 o 3 0 7 o Less Included 

Oral presentations 
Interpersonal communication 
Group discussion 
Leadership 
Interviewing skills 
Listening 
Communication theory 
Other (please specify) 

7. What specific skills do you consider important in a com-
munication class? 

Very Some Not Very 
Important Importance Important 

Organization of ideas 
Supporting materials 
Good vocal quality 
Dynamic delivery 
Effective notes 
Pronunciation 
Public speaking 
Effective visual aids _____ 
Cooperative attitudes 
Motivation techniques 
Time management 
Cope with defensiveness 
Interviewing 
Recognize communication 
barriers 

Effective gestures 
Eye contact 
Self-confidence 
Listening 
Other (please specify) 
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8. Additional comments: 

Name and position of respondent 



APPENDIX B 

COVER LETTER FOR BUSINESS AND INDUSTRY 

Date 

Name 
Street address 
City, State 

Dear 

This letter respectfully requests your assistance in obtain-
ing data for my doctoral dissertation researching the rela-
tionship of the oral communication needs of business and 
industry and the business and professional courses taught in 
the communication departments of Texas institutions of higher 
learning. 

Enclosed is a questionnaire devised to obtain your personal 
opinion concerning the oral communication needs of your com-
pany. These data will be held in strict confidence, and in 
no way will you or your company be identified in the tabulated 
responses or in the resulting dissertation. 

Your help in this endeavor will be greatly appreciated. Could 
you please complete the enclosed questionnaire and return it 
in the enclosed self-addressed stamped envelope by April 18? 

Thank you for your assistance. 

Respectfully, 

Karin McCallum 
Doctoral Candidate 
North Texas State University 
3405 Yellowstone 
Arlington, Texas 76013 
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APPENDIX C 

QUESTIONNAIRE FOR COMMUNICATION DEPARTMENTS OF TEXAS 
COLLEGES AND UNIVERSITIES 

Name of college or university 

Name of department 

Number of students enrolled in college; 
Under 1,000 
1,000 to 5,000 
5,000 to 10,000 
Over 10,000 

Number of faculty members in speech department: 
Full-time 
Part-time 

Which of the following communication skills do you consider 
important to the business community? 

Very Some No 
Important Importance Importance 

Oral presentations 
Group discussion 
Interpersonal communication 
Interviewing, listening 
Other (please specify) 

1. Do you offer a course in business and professional com-
munication? 

Yes; the title of the course is 
• t^ie answer is yes, please 

answer all of the questions and return the question-
naire in the enclosed envelope. 
No. If the answer is no, please return the ques-
tionnaire in the enclosed envelope. 

2. Which of the following best describes the basic approach 
of your course? (choose one) 

Public speaking 
Group discussion and leadership 
Interpersonal communication 
Interviewing and listening 

_____ Communication theory, with little performance 
Other (please specify) 

73 



74 

3. How much of your course is devoted to each of the fol-
lowing types of communication? 

50% or 30%- 20%- 10% or Not 
More 507o 307o More Included 

Public speaking 
Interpersonal communication 
Group discussion 
Leadership 
Interviewing skills 
Listening 
Communication theory 
Other (please specify) 

Do you have guest speakers from business and industry? 
No 
One or two 
Three or four 
More than four 

What specific skills do you consider important in your 
business and urofessional communication course? 

Very Some Not Very 
Important Importance Important 

Organization of ideas 
Supporting materials 
Good vocal quality 
Dynamic delivery 
Effective notes 
Pronunciation 
Public speaking 
Effective visual aids 
Cooperative attitudes 
Motivation techniques 
Time management 
Cope with defensiveness 
Interviewing 
Recognize communication 
barriers 

Effective gestures 
Eye contact 
Self-confidence 
Listening 
Other (please specify) 
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6. Additional comments: 

Name and position of respondent 



APPENDIX D 

COVER LETTER FOR COMMUNICATION DEPARTMENTS OF TEXAS 
COLLEGES AND UNIVERSITIES 

Date 

Name 
School 
Address 
City, State 

Dear 

This letter respectfully requests your assistance in obtain-
ing data for my doctoral dissertation researching the rela-
tionship of the oral communication needs of business and 
industry and the business and professional courses taught 
in the communication departments of Texas institutions of 
higher learning. 

In order to ascertain the current nature of the oral com-
munication courses offered in the communication departments, 
I am enclosing a questionnaire devised to obtain this in-
formation. 

Your help in this endeavor will be greatly appreciated. Could 
you please complete the enclosed questionnaire and return it 
in the enclosed self-addressed stamped envelope by April 18 ? 

Thank you for your assistance. 

Respectfully, 

Karin McCallum 
Doctoral Candidate 
North Texas State University 
3405 Yellowstone 
Arlington, Texas 76013 
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