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[bookmark: _Toc78113958]Introduction
The use of different types of communication methods is quite noticeable in local and global companies across the world. The term “Communication” is developing a relationship with others in both formal and informal ways (Miller, 2005). Here, it is known that communication is developed based on the relationship of the individual with other people (Minai, 2017). In this report, a discussion about different types of communication models and skills of communication has been illustrated. This report has been prepared based on my personal work experience working in Langland Advertising. Langland Advertising is a small-medium type of organisation that provides advertising services to some of the local businesses in Windsor, UK. Almost 66 employees are working within Langland Advertising and managing them has become very challenging for the leaders and the management as they require good communication skills and the application of better communication models. In this particular report, several types of communication models that are used within Langland Advertising have been discussed. Also, different types of skills that are required by the executive of Langland Advertising to communicate with each other have been illustrated with appropriate examples.
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In a small-medium company like Langland Advertising, there are generally three different types of models are used for communication (Varner, 2017). Those three models of communication are the linear communication model, interactive communication model, and the transactional model of communication. From the perspective of Langland Advertising, those communication models have been illustrated below in short.
[bookmark: _Toc78113960]The linear model of communication
The linear model of communication is known as one of the most common models of communication which is a one-way interaction process (Minai, 2017). In the operations department of Langland Advertising, this particular model is used in which the receiver is not able to provide any type of feedback to the sender. 
[image: ]
Figure: linear model of communication
Source: (Cobley and Schulz, 2013)
Because of using a linear model of communication, the management of Langland Advertising cannot identify the feedback about the feeling and the requirements of the employees in the operations department which decreases their operational efficiency (Kaul, 2009). The linear model of communication also does not provide the actual way of improving the activities of any organisation as it does not have any feedback-providing option. So, in the business sector, it is very difficult to use a linear model of communication and it is not suitable for any type of business company (Cobley and Schulz, 2013). Also, small companies like Langland Advertising initially uses the linear communication model for reducing the complexity of the communication system. But whenever medium and small companies like Langland Advertising want to expand their business, they highly focus on other models in which the feedback is gathered and evaluated for further operational development. 
[image: ]The interactive model of communication is known as the two-way method of communication that also considered the feedback of the receivers for improvements (McQuail and Windahl, 2015). Here, the sender sends any type of message to the receivers and also collects feedback from the receivers through this particular method. 
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Figure: Interactive Model of Communication
Source: (Black, 2019)
In Langland Advertising, the marketing and financial department uses an interactive model of communication (Kaul, 2009). By using this model in the marketing department, the employees can provide their feedback about the strategies and tactics taken by the company (Black, 2019). The feedback and the response from the consumers related to different marketing activities of Langland Advertising are analyzed by the top management by using an interactive model of communication (Cobley and Schulz, 2013). Also, in the financial department of Langland Advertising, the use of an interactive model of communication helps to develop an appropriate financial plan based on the data regarding the feedback of the stakeholders. Here, the interactive model of communication uses slow and indirect feedback which ultimately does not increases the efficiency as the expected performance of the company. Because of the slow nature of the feedback, the interactive model of communication is sometimes avoided by some of the large manufacturing and multinational companies.
[bookmark: _Toc78113962]Transactional Model of Communication
The transactional model of communication is the most advanced type of communication model in which a two-way interaction process is used with an immediate feedback option (Black, 2019). Here, the main lead the digital system and technology is used in the model of communication to receive the feedback immediately (Varner, 2017). Also, the feedback is very fast according to the expectation and the sender can immediately take action regarding the feedback of the receiver. 
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Figure: Transactional Model of Communication
Source: (Cobley and Schulz, 2013)
In Langland Advertising, the supply chain department uses the transaction model of communication in which immediate feedback is gathered from the suppliers of different raw materials and products. For example, different types of promotional offers are developed and sent to the potential customers and the immediate response is received through using the distribution network of Langland Advertising. Thus, the company identifies the external needs of different products and services which helps to increase the efficiency of the supply chain department of Langland Advertising.
[image: ]In the business sector, there are some practical portfolios of communication methods and systems that are used (Onyinyechukwu, et al. 2018). That practical portfolio of communication includes email, business letter case study analysis, etc. That practical portfolio has been illustrated from the perspective of Langland Advertising with appropriate examples.
[bookmark: _Toc78113964]Email
Email has been one of the most effective tools of communication and it is highly practiced in the business sector (Minai, 2017). The email media has the maximum response rate from any other communication method that is directly used for communicating with the customers for any business. Also, small-medium companies like Langland Advertising uses email for interacting with the suppliers and other media more effectively by using email media (McQuail and Windahl, 2015). In Langland Advertising, email is used for developing formal communication with the suppliers and the customers regarding different types of promotion of the business. For example, if Langland Advertising is offering a 30% discount on their services due to Christmas or Easter Sunday then they will share this news through uses email to their customers and other stakeholders. Also, Langland Advertising can get feedback from the customers and other stakeholders using email media which is another positive factor of using email. For example, due to this panic covid-19 situation, Langland Advertising has used email media for collecting feedback regarding the online survey and research about the desired services expected by the customers from marketing agencies (Kaul, 2009). The overall market survey has been conducted in email media. Email also the Alps small-medium companies like Langland Advertising to engage in any formal relationship with large companies to become suppliers of different services. Thus, companies like Langland Advertising focuses on business expansion in long run. Langland Advertising also uses an email communication system for developing good public relations with the local and global customers of their company. For example, Langland Advertising provides email that includes greeting for Eid and Christmas for Muslim and Christian people which increases the brand image of the company and develops a good relationship with the customers.
[bookmark: _Toc78113965]Business letters
Business letters are a very common and formal way of maintaining communication in the business sector. In the B2B sector, the use of business letters is quite high a noticeable as well (Cobley and Schulz, 2013). Langland Advertising uses business letters for analyzing the business growth option and using later for exchanging information among different external companies. For audit purposes, Langland Advertising needs to provide data to the local authority about the transaction and other quality measurement issues. All those factors need to be developed in a form of a business letter which helps the authority to identify the current situation of the business at a glance (Black, 2019). Also, for Business expansion for a purse, Langland Advertising uses business later to provide proposals to different large or small companies. By providing offers and proposals to different companies Langland Advertising gauges business communication by using business letters. For example, Langland Advertising receives a business letter from their clients regarding the requirements of the clients and also sends the business letter to notify the client about whether the company has accepted the proposal of the client or not (Onyinyechukwu, et al. 2018). Thus, a business letter is used within Langland Advertising for Business expansion and other communication, especially in the external sector. Also, Langland Advertising uses business letters in their internal operations for developing the annual report and annual financial statement. Those annual financial reports and statements are used by the top management of Langland Advertising to attract the stakeholders towards the business for business expansion and value creation process.
[bookmark: _Toc78113966]Case study analysis
In modern-day business case study analysis has become one of the most advanced ways of communication both internally and externally (Black, 2019). Here, the company developed any case regarding any business operation or any type of incident in the company. By developing the case Langland Advertising generally finds out a different solution for internal or external operations. Also, in different local universities in Windsor, Langland Advertising arranges different case study competitions in which the case is given regarding the problems of Langland Advertising (Cobley and Schulz, 2013). Thus, the problem is identified and solved by the scale which is used for the basic way of solving the problem in the organisational context. Thus, by using case study analysis the communication is developed with the company and the potential clients. Also, the case study analysis model is used for communication in internal activities within Langland Advertising (Minai, 2017). Here, the marketing department of Langland Advertising develops a case and share the case to other departments to find out appropriate solution and alternatives. The case mainly is developed based on any real-life problem that the marketing department is currently facing internally. Thus, Case study analysis is used for both internal and external communication within Langland Advertising.
[bookmark: _Toc78113967]Video conferencing
The method of video conferencing is also one of the most advanced types of communication systems that are used in most companies (Kaul, 2009). Here, in Langland Advertising generally, a video conferencing session is arranged once a week which ultimately exchanges information and develops communication among all departments. Also, by using video conferencing Langland Advertising develops communication with other clients and business partners which increases their business efficiency (Cobley and Schulz, 2013). The video conferencing communication system is highly used in this pandemic covid-19 situation for developing internal communication among the company because Langland Advertising is currently operating their business in the form of work from home. So, a video conferencing strategy use daily for maintaining regular communication with every individual in the workplace to get efficiency in the business.
[bookmark: _Toc78113968]Social networking sites
Social networking sites are also being used in modern-day business for communication purposes (Black, 2019). Different social networking platform like Facebook, Instagram and WhatsApp is used for interacting with the clients. Langland Advertising uses Facebook and Twitter media for sharing different types of works of their company for example the video developed for the client (Onyinyechukwu, et al. 2018). Also, by using social networking sites Langland Advertising creates a business expansion option which also helps the company to earn more revenue and grow bigger (McQuail and Windahl, 2015). In this way, Langland Advertising generally uses social networking sites for communication purposes to increase the option for communicating with the clients and regularly get feedback about their brand from local and global perspectives. Besides, social networking site also helps to identify the current condition of the competitors of Langland Advertising which helps them to increase their capability and strategic advantage over the rivals.
[image: ]Some examples of a poor communication system used within Langland Advertising has been given below in short:
· The use of a linear model of communication in the operations department does not allow the operation executive to provide feedback about different operational activities. To improve it, Langland Advertising can develop a transactional model of communication in the operations department just like the supply chain department of the company.
· The lack of use of advanced media and servers decreases the efficiency of every department to check out the data of other departments. To improve it, Langland Advertising needs to develop their internal server for exchanging information and providing access to every department to check out the data of each department.
· The complex grievance method is used within Langland Advertising regarding any complaint about the operational activities within Langland Advertising. To improve it, the top management of Langland Advertising needs to set grievance boxes that reduce the complexities of the grievance process.
· The leaders within Langland Advertising are not friendly with the executives which decrease the informal communication system. To improve it, the leaders need to be given expatriate training for becoming more friendly with the employees to identify their needs and demands in the workplace.
[bookmark: _Toc78113970]Conclusion
At last, the report can be summed up by saying that, the business operation in modern days highly requires different tools and skills of communication. Here, the organisation Langland Advertising has been selected which is a small-medium type of company in Windsor. The communication models that are used within Langland Advertising have been discussed and also the tools that are used by Langland Advertising have been illustrated with appropriate examples. For developing the literature part of this report arrange of secondary information has been gathered and illustrated. Also, this report has identified some of the poor communication systems that are practiced within Langland Advertising and the improvement areas have also been discussed in short words.
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