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Inventory -

Inventory refers to all the items, goods and materials held by a business for selling in the market
to earn a profit.

In a business, inventory is not only the final product manufactured and ready to sell, but also the
raw materials used in production and the semi-finished goods in the warehouse or Stores.

Example: For a Phulkari manufacturer/artisan, inventory will not only include Finished Dupatta
which is ready to sell but also the raw material of Dupattas i.e Fabric, threads, needle, sequence
etc.

SHZ l_f!Eﬁ (Inventory)
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Inventory Management

Inventory management refers to the process of ordering, storing, using, and selling a company's
inventory. This includes the management of raw materials, components, and finished products,
as well as warehousing and processing of such items.

Inventory Management
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Inventory Control

the process of ensuring that appropriate amounts of stock are maintained by a business, so as to
be able to meet customer demand without delay while keeping the costs associated with
holding stock to a minimum.

Inventory control objectives
Ensure stock availability,
Prevent wastage,

Maximize profitability,

Save storage space



¢ Influence - for example, negotiating with a shopkeeper to reduce the price.
e Express feelings — for example, to say or show that you are excited about your success or
about a given task.

Communication Skill
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Types of Communication
Verbal Communication and Non-CommunicationVerbal communication:

Verbal communication is the sharing of information using words. It is what most people use as a
method of communication. Verbal communication is important because if you do not use the
right words, you will cause confusion and you will not be able to communicate what you want.
Type of Verbal Communication:
Oral or Spoken Communication: Communication which involves talking.
1. Face-to-face conversation: When you can see the listener. For example, group
discussion, talking to family members at home, public speeches, etc.
2. Talking on a phone: This is for personal and official communication. Phone
conversations should begin with a greeting (Hello), talking and listening to each other.
The conversation can end with a ‘Thank you’ and ‘Bye’.
3. Classroom teaching, business meeting and public speeches are other examples of oral
communication, where one person talks to many others at once.

Written Communication: Communication which involves written or typed words.
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Communication Skills
Definition of Communication:

Communication is defined as the process of understanding and sharing meaning
Communication is fundamental to the existence and survival of humans as well as to an
organization. Itis a process of creating and sharing ideas, information, views, facts, feelings from
one place, person or group to another.
As you can see, communication is a two-way exchange of information, i.e., giving and receiving.
Speaking and writing to someone are examples of giving information. Reading and listening to
someone are examples of receiving information.
Communication skills are needed to

¢ Inform - for example, communicating the time of a meeting.



1. Writing on paper: letters, notes, etc.

SMS (Short Message Service): These can be sent through a phone to a person or a group.

3. Using email to share news, thoughts, documents and files (including photos, videos,
music, etc.). e-mail can be used to send messages to a person or to a group.

4. Printed books and newspapers

Lol

Advantages of Verbal Communication
e Itiseasy and quick.
¢ You cansay what you want and get a quick response.
e ltisan easier form of communication when you have to exchange ideas.

Disadvantages of Verbal Communication
¢ Since verbal communication depends on words, sometimes the meanings become
confusing and difficult to understand if the right words are not used.

Verbal (9751) Communication
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Non-verbal communication

Non-verbal communication is the message we send to others without using any words. We send
signals and messages to others through expressions, gestures and body postures.These non-
vocal cues can provide insights, supplementary information, and significance in addition to
spoken communication.

Non-Verbal Communication: Exchanging Information without Words
1. Hand movements (gestures) and body language
» Raising a hand to greet
« Pointing your finger in anger
2. Expressions
» Smiling to show happiness
* Making a sad face when you are upset

Non-verbal communication makes our message stronger.
¢ Using the right gestures and postures helps us to be professional at work.
e Using the right gestures while speaking makes our message more effective.
¢ Knowing non-verbal communication helps us understand our audience’s reaction and
adjust our behavior or communication accordingly.



¢ Ifverbal messages are blocked by noise or distance, etc., we can use hand movements to
exchange our message. Placing a finger on the lips to indicate need for silence and
nodding the head up and saying ‘yes’.
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Non-Verbal Communication

» Facial expressions

Gestures
Movements
Eye contact

Nodding the head

Physical appearance %

Process of Communication

Communications is a continuous process that mainly involves three elements viz. sender,
message, and receiver. The elements involved in the communication process are explained
below in detail:

1.Sender

The sender or the communicator generates the message and conveys it to the receiver. He is the
source and the one who starts the communication



2. Message

It is the idea, information, view, fact, feeling, etc. that is generated by the sender and is then
intended to be communicated further.

3. Encoding

The message generated by the sender is encoded symbolically such as in the form of words,
pictures, gestures, etc. before it is being conveyed.

4. Media

It is the manner in which the encoded message is transmitted. The message may be transmitted
orally or in writing. The medium of communication includes telephone, internet, post, fax, e-
mail, etc. The choice of medium is decided by the sender.

5. Decoding

It is the process of converting the symbols encoded by the sender. After decoding the message is
received by the receiver.

6. Receiver

He is the person who is last in the chain and for whom the message was sent by the sender.
Once the receiver receives the message and understands it in proper perspective and acts
according to the message, only then the purpose of communication is successful.

7. Feedback

Once the receiver confirms to the sender that he has received the message and understood it,
the process of communication is complete.

8. Noise

It refers to any obstruction that is caused by the sender, message or receiver during the process
of communication. For example, bad telephone connection, faulty encoding, faulty decoding,
inattentive receiver, poor understanding of messages due to prejudice or inappropriate
gestures, etc.

Communication plays a very important role in the management of any organization.
Communication is important to express oneself. It also satisfies one's needs.Itis important to be
friendly with others. Good communication builds strong friendships. It will give confidence. In
this way, communication skills enhance the ability to understand and share the feelings of each
other. Itis important for making friendly relationships.

Process of Communication
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“SOCIAL MEDIA IS
CHANGING THE WORLD,
AND WE'RE ALL HERE
WITNESSING IT.”

9- Mehar Baba Charitable Trust

Mata Harnam Kaur Community Development Centre,
.’T.‘hf.*.*‘.'.-‘..“.‘ﬁ." Bassi Pathana, Fatehgarh Sahib, Punjab, India

T: +91 1763 251000
E: mbct2005@yahoo.com
http://www.mbtrust.org
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