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ECAMPUSONTARIO

The printed version of this te xtbook, released in May 2018, will have final edits prior to wide r elease

for Fall 2018. If you see any items f or impr ovement, please let us know using the f ollowing Google

Doc: https:/ / goo.gl/SJ bjUY. Revisions ar e tracked in the Version H istor y available at the end of the

Web version of this book.

You can also send questions or inf orma tion about the book to us a t the f ollo wing email addr ess:

open@ecampuson tario.c a

Communication f or Business Professionals Ð Canadian Edition is adapted fr om Business Communica-

tion f or Successwhich w as in turn adapte d in 2013 by Univ ersi ty of Minnesota Libr aries Publishing

thr ough the eLearning Suppor t I ni tia tiv e. The 2018 revision c ontinues to be lic ensed wi th a Cr eativ e

Commons lic ense (CC BY-N C-SA) follo wing the pr ecedent o f a publisher who has r equested tha t

they and the orig inal author not r eceive at tribution.

This 2018 adaptation has signif icantl y reduced the siz e and scope of the orig inal public ation and

added Canadian examples, wher e practic al, to bet ter sui t an On tario c ommuni ty college context. I n

par ticular , the wri ting chapters 6 thr ough 10 have been moved to a separate supplemen tar y

resource Business Communication f or Success Writing W orkbook. This curr ent open te xtbook Com-

munication f or Business Professionals Ð Canadian Edition by eCampusOntario is lic ensed wi th a Cre-

ativ e Commons At tribution-N onCommer cial-Shar eAlike license.

Additional c onten t f or this te xtbook w as added fr om the f ollo wing t wo resources:
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standing M edia and Cultur e: An Intr oduction to M ass Communication by a publisher who has

requested tha t the y and the orig inal author not r eceive at tribution, which w as orig inall y released

and is used under CC BY-N C-SA. This work, unless other wise expr essly stated, is lic ensed under a

Creativ e Commons At tribution-N onCommer cial-Shar eAlike license.
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Introduction Canadian Edition:
Communication for Business Professionals

Communication for Business Professionals: Canadian Edition 2018

On the f irst w eekend in Mar ch 2018, Program Managers fr om eCampusOntario ga ther ed wi th Busi-

ness facult y fr om On tario c olleges to adapt e xisting B usiness resources in openlibr ary.ecampuson-

tario.c a for use in f oundations o f business courses. Two teams worked to upda te and align the

existing open r esources to Ontario c ollege in tr oduc tor y business outc omes and objectiv es. Two

textbooks f or in tr oduc tor y-le vel business te aching and le arning w ere created, Business Fundamen-

tals, and this book, Communication f or Business Professionals.

Business Communication for SuccessAdaptations

A group o f thr ee college educators, see table belo w for members, w orked their w ay thr ough the

orig inal te xtbook o ffering suggestions f or upda tes and hig hlig hted spots wher e inter activi ties w ould

assist compr ehension. The adapta tion te am felt tha t a signif icant r eduction o f conten t to align wi th

Canadian college curriculum and adde d Canadian examples w ere keys for suc cess in the r evision.

The orig inal te xtbook w as reduced fr om 19 chapters do wn to 12. Each educator w orked on f our

chapters r elated to pr esentations and c ommunic ation, elimina ting the wri ting ad vice of the te xt-

book. A separate wri ting ad vice workbook (that has not be en adapted) will be cr eated to supplemen t

the Communication f or Business Professionals textbook.

Two addi tional open te xtbooks w ere used to r emix some o f the c onten t o f the 12 chapters as follo ws:

Communication in the R eal World: An Intr oduction to Communication Studies was created by a pub-

lisher who has r equested tha t the y and the orig inal author not r eceive at tribution. I t w as orig inall y

released and is used under CC BY-N C-SA. The orig inal w ork and this adapta tion unless other wise

expr essly stated, are licensed under a Cr eativ e Commons At tribution-N onCommer cial-Shar eAlike

4.0 Interna tional Lic ense.

Additional c onten t w as added fr om Understanding M edia and Cultur e: An Intr oduction to M ass Com-

munication by a publisher who has r equested tha t the y and the orig inal author not r eceive at tribu-

tion, which w as orig inall y released and is used under CC BY-N C-SA. This work, unless other wise

expr essly stated, is lic ensed under a Cr eativ e Commons At tribution-N onCommer cial-Shar eAlike 4.0

Interna tional Lic ense.
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A graphic designer w as consulte d to cr eate some new gr aphics to help c ommunic ate the k ey learn-

ing poin ts in the adapte d textbook. eCampus Ontario Pr ogram Managers built in ter activi ties using

H5P to pr ovide activ e practic e aligned wi th the le arning outc omes of each chapter . They edited the

figur es, charts, and te xt and ci ted sour ces using APA citation st yle.

Major Enhancements

1. Removal of business wri ting f or c ommunic ation chapters f or a separate w orkbook.

2. Reordering o f chapters to the curr ent 12 chapters.

3. Addition o f a new chapter ( chapter 12), Digital M edia and Communic ations.

4. Canadian language, spelling, and e xamples wher e possible.

5. Developmen t o f consisten t APA style for ci tations, f igur es, tables, and references.

6. Addition o f new gr aphics and ic ons to impr ove curriculum design.

7. Revision and addi tion o f learning outc omes and chapter pr eviews to cr eate a clear learning pa th.

8. Thr eaded real-w or ld examples wi th thr ee business personas, Abe, Dhavit, and N aiomi.

9. Check Your Understanding ac tiv e practic e oppor tuni ties f or each chapter .
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1. Introduction

Communic ation is the pr ocess of understanding

and sharing me aning (Pearson & Nelson, 2000 ).

ItÕs an activi ty, skill, and ar t tha t inc orpor ates

lessons learned across a wide spectrum o f human

knowledge. You communic ate everyday wi thout

thinking about tha t pr ocess: from the c onversa-

tion wi th y our famil y in the morning, r eading a

news article on y our phone, or dering c offee, par-

ticipa ting in class, te xting y our friends Ñ c ommu-

nic ation is a primar y skill y ouÕve been pr actising

since bir th!

Perhaps the most c ommon and time-honour ed form o f communic ation is stor ytelling. H umans have

told e ach other stories f or ages to help mak e sense of their w or ld, anticipa te the futur e, and cer-

tainl y to en ter tain themsel ves. The art o f stor ytelling dr aws on your understanding o f yourself, y our

message, and how you communic ate i t to an a udienc e that is simultane ously communic ating back to

you. Your an ticipa tion, r eaction, and adapta tion to the pr ocess will de termine ho w successfully you

are able to communic ate. L earning to c ommunic ate w ell also r equir es you to r ead and stud y how

others ha ve expr essed themsel ves, then adapt wha t you have learned to y our pr esent task Ñwhether

it is wri ting an email, pr esenting y our qualif ications in a job in ter view, or wri ting a business r epor t.

You were not born kno wing ho w to wri te or e ven how to talk Ñ but in the pr ocess of growing up, y ou

have undoubte dly learned how to tell, and ho w not tell, a stor y out loud and in wri ting. All ef fectiv e

communic ation tak es preparation, pr actic e, and persistenc e.

Ther e are many ways to learn communic ation skills; the school o f experienc e, or Òhard knocks,Ó is

one of them. B ut in the business en vir onmen t, a ÒknockÓ (or lesson le arned) may come at the

expense of your cr edibili ty thr ough an inef fectiv e presentation to a clien t. The classr oom envir on-

ment, wi th inf orma tion and r esources such as a textbook, c an offer you a practic e oppor tuni ty. Dur-

ing pr actic e, you get to tr y out ne w ide as and skills before you have to use them to c ommunic ate

effectiv ely to mak e a sale or form a ne w par tnership. Listening to y ourself, or per haps the c ommen ts

of others, ma y help you r ef lect on ne w ways to pr esent, or per ceive, thoug hts, ideas, and concepts.

The net r esult is y our gr owth; ultima tel y your abili ty to c ommunic ate in business will impr ove, open-

ing mor e doors than y ou mig ht anticipa te.

The material in this te xt will help g ive you the skills, c onf idenc e, and preparation to use c ommunic a-

tion in fur thering y our c areer.
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Open Textbook Design

This open te xtbook is designe d in 12 chapters f eaturing a spe ctrum o f curr ent and r elevant Canadian

business communic ation topics.

In chapters 2 to 12 o f this open te xtbook y ou will be in tr oduc ed to thr ee business pr ofessionals in

thr ee dif ferent disciplines as f ollo ws:

Abe is an interna tional gr aduate studen t fr om Ethiopia tha t r ecentl y

comple ted her Canadian MBA pr ogram. She is in her f irst post-MBA r ole

working as a Personal Financ e Advisor at a major bank.

Naiomi is an I ndigenous senior -le vel marketing pr ofessional working at

a small f irm in T oronto.

Dhavit is a mid-c areer Canadian human r esources specialist w orking at

an Ontario univ ersi ty.

Each of these pr ofessionals encounters c ommunic ations suc cesses and challenges in their e veryday

work, and their stories will be f eatur ed as ref lection guidanc e thr ough the te xtbook.

In addi tion, e ach chapter will pr ovide learning outc omes, a list o f chapter topics ( Chapter Pr eview),

ÒCheck your Kno wledgeÓ quizzes, a chapter g lossary, and additional r esources.

Chapter 1 Learning Outcomes

1. Recogniz e the impor tanc e of communic ation.

2. Def ine communic ation the c ommunic ation pr ocess.

3. Identif y and describe the eig ht essential c omponen ts of communic ation.
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4. Explor e the dif ferent contexts af fecting c ommunic ation.

5. Discuss the r esponsibili ties o f a business communic ator .

Chapter Preview

¥ What is Communic ation ?

¥ The Communic ation Pr ocess

¥ Eight Essential Componen ts of Communic ation

¥ Why is it impor tant to c ommunic ate w ell?

¥ Communic ation in Con text

¥ Your Responsibili ties as a Communic ator

¥ Conclusion
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2. What is Communication?

All communic ation is c omposed of thr ee parts

that mak e a whole: sharing, understanding, and

meaning.

Sharing means doing some thing toge ther wi th

one or mor e person(s). In communic ation, sharing

occurs when y ou convey thoug hts, feelings, ide as,

or insig hts to others. Y ou also share wi th y ourself

(a process called in tr apersonal c ommunic ation )

when y ou bring ide as to consciousness, ponder

how you feel about some thing, f igur e out the solution to a pr oblem, or ha ve a classic ÒAha!Ó moment

when some thing be comes clear.

The second key word is under standing . ÒTo understand is to per ceive, to in terpr et, and to r elate our

perception and in terpr etation to wha t w e already know.Ó (McLean, 2003) Understanding the w ords

and the c oncepts or obje cts the y refer to is an impor tant par t o f the c ommunic ation pr ocess.

Finally, meaning is what you share thr ough communic ation. For e xample, by looking a t the c ontext

of a word, and by asking questions, y ou can discover the shar ed meaning o f the w ord and bet ter

understand the message.

Watch the f ollo wing 8 min ute video r eviewing Types of Communication

10 | What is Communic ation ?



A YouTube element has been excluded from this ver sion of the text. You can view it online her e:

https:/ / ecampusontario .pressbooks.pub/commbuspr ofcdn/?p=57

¥ Interpersonal c ommunic ation is an y message exchanged between t wo or mor e people.

¥ Wri t ten c ommunic ation is an y message using the wri t ten w ord.

¥ Verbal, or or al, communic ation is an y message conveyed thr ough speech.

¥ Nonverbal communic ation is an y message inferr ed thr ough obser vation o f another person.
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3. Communications Process: Encoding and
Decoding

In basic terms, humans c ommunic ate thr ough a process of encoding and decoding . The encoder is

the person who de velops and sends the message. As represented in Figur e 1.1 below, the enc oder

must de termine ho w the message will be r eceived by the audienc e, and make adjustmen ts so the

message is received the w ay the y want i t to be r eceived.

Encoding is the pr ocess of turning thoug hts in to c ommunic ation. The enc oder uses a Ômedium Õ to

send the message Ñ a phone call, email, te xt message, face-to-fac e meeting, or other c ommunic a-

tion tool. The le vel of conscious thoug ht tha t goes in to enc oding messages may vary. The encoder

should also tak e into account any ÔnoiseÕ that mig ht in terf ere wi th their message, such as other mes-

sages, distractions, or inf luenc es.

The audienc e then ÔdecodesÕ, or in terpr ets, the message for themsel ves. Decoding is the pr ocess of

turning c ommunic ation in to thoug hts. For example, you may realize youÕre hungr y and encode the

follo wing message to send to y our r oommate: ÒIÕm hungr y. Do you want to ge t piz za tonig ht?Ó As

your r oommate r eceives the message, they decode your c ommunic ation and turn i t back in to

thoug hts to mak e meaning.

12 | Communic ations Pr ocess: Encoding and De coding



Figur e 1.1. The communic ation pr ocess. Encoding, me dia, and decoding (H awkins, 2016).

Of course, you don Õt just communic ate verball yÑyou have various options, or channels, f or c ommu-

nic ation. Enc oded messages are sent thr ough a channel, or a sensor y route, on which a message

tr avels to the r eceiver for decoding. W hile c ommunic ation c an be sent and r eceived using any sen-

sory route (sight, smell, touch, taste, or sound), most c ommunic ation oc curs thr ough visual (sight)

and/or a udi tor y (sound) channels. I f your r oommate has headphones on and is engr ossed in a vide o

game, you may need to ge t their a t ten tion b y waving your hands bef ore you can ask them about din-

ner.

The tr ansmission model of communic ation describes c ommunic ation as a line ar, one-w ay pr ocess

in which a sender in ten tionall y tr ansmits a message to a receiver (Ellis & M cClin tock, 1990). This

model f ocuses on the sender and message wi thin a c ommunic ation enc ounter . Althoug h the r eceiver

is include d in the model, this r ole is viewed as more of a tar get or end poin t r ather than par t o f an

ongoing pr ocess. You are left to pr esume tha t the r eceiver ei ther suc cessfully receives and under-

stands the message or does not. Think o f how a radio message is sent fr om a person in the r adio stu-

dio to y ou listening in y our c ar. The sender is the r adio announc er who enc odes a verbal message

that is tr ansmit ted by a radio to wer thr ough electr omagnetic w aves (the channel) and e ventuall y

reaches your ( the r eceiverÕs) ears via an antenna and spe akers in or der to be de coded. The radio

announc er doesnÕt really know if y ou r eceive their message or not, but if the e quipmen t is w orking

and the channel is fr ee of static, then ther e is a good chance that the message w as successfully

received.

The in ter action model of communic ation describes c ommunic ation as a pr ocess in which par tici-

pants alterna te posi tions as sender and r eceiver and gener ate meaning by sending messages and

receiving f eedback wi thin ph ysical and psycholog ical contexts (Schramm, 1997). Rather than illus-

tr ating c ommunic ation as a line ar, one-w ay pr ocess, the inter action model inc orpor ates feedback,

which mak es communic ation a mor e inter activ e, two-w ay pr ocess. Feedback includes messages sen t

in r esponse to other messages. For e xample, your instruc tor ma y respond to a poin t you r aise during

class discussion or y ou may poin t to the so fa when y our r oommate asks you wher e the r emote c on-

tr ol is. The inclusion o f a feedback loop also le ads to a mor e comple x understanding o f the r oles of

par ticipan ts in a communic ation enc ounter . Rather than ha ving one sender , one message, and one

receiver, this model has t wo sender -r eceivers who e xchange messages. Each participan t alterna tes

roles as sender and r eceiver in or der to k eep a communic ation enc ounter going. Althoug h this

seems like a perceptible and deliber ate pr ocess, you alterna te between the r oles of sender and

receiver very quickl y and often wi thout c onscious thoug ht.

The tr ansaction model of communic ation describes c ommunic ation as a pr ocess in which c ommu-

nic ators gener ate social r ealities wi thin social, r elational, and cultur al contexts. In this model, y ou

donÕt just communic ate to e xchange messages; you communic ate to cr eate r elationships, f orm

inter cultur al allianc es, shape your self -c oncepts, and engage wi th others in dialogue to cr eate com-

muni ties. In shor t, you don Õt communic ate about y our r ealities; communic ation helps to c onstruc t

your r ealities (and the r ealities o f others ).
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The roles of sender and r eceiver in the tr ansaction model o f communic ation dif fer signif icantl y fr om

the other models. I nstead of labeling par ticipan ts as senders and r eceivers, the pe ople in a c ommu-

nic ation enc ounter ar e referr ed to as communic ators. Unlik e the in ter action model, which suggests

that par ticipan ts alterna te posi tions as sender and r eceiver, the tr ansaction model suggests tha t you

are simultane ously a sender and a receiver. For example, when me eting a ne w friend, y ou send ver-

bal messages about your in ter ests and backgr ound, y our c ompanion r eacts non verball y. You don Õt

wait un til y ou are done sending y our v erbal message to star t r eceiving and de coding the non verbal

messages of your ne w friend. I nstead, you are simultane ously sending y our v erbal message and

receiving y our friendÕs nonverbal messages. This is an impor tant addi tion to the model be cause it

allows you to understand ho w you are able to adapt y our c ommunic ationÑ for example, adapting a

verbal messageÑin the middle o f sending i t based on the c ommunic ation y ou are simultane ously

receiving fr om your c ommunic ation par tner .
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4. Eight Essential Components of
Communication

The communic ation pr ocess can be broken down in to a series o f eight essential c omponen ts, each

of which ser ves an integr al func tion in the o verall pr ocess:

1. Source

2. Message

3. Channel

4. Receiver

5. Feedback

6. Envir onmen t

7. Context

8. Interf erence

Sour ce

The sour ce imagines, cr eates, and sends the message. The sour ce encodes the message by choosing

just the rig ht or der or the best w ords to c onvey the in tende d meaning, and pr esents or sends the

inf orma tion to the a udienc e (receiver). By watching f or the a udienc eÕs reaction, the sour ce perceives

how well the y received the message and r esponds wi th clarif ication or suppor ting inf orma tion.

Message

ÒThe message is the stimulus or me aning pr oduc ed by the sour ce for the r eceiver or a udienc eÓ

(McLean, 2005). The message brings toge ther w ords to c onvey meaning, but is also about ho w i tÕs

conveyed Ñ thr ough non verbal cues, or ganization, gr ammar, style, and other elemen ts.

Channel

ÒThe channel is the w ay in which a message or messages tr avel between sour ce and receiver.Ó

(McLean, 2005). Spoken channels include fac e-to-fac e conversations, spe eches, phone c onversa-

tions and v oicemail messages, radio, public addr ess systems, and Skype. Wri t ten channels include

let ters, memor andums, pur chase orders, in voices, newspaper and magazine ar ticles, blogs, email,

text messages, tweets, and so for th.

Receiver

ÒThe receiver r eceives the message from the sour ce, analyzing and in terpr eting the message in w ays

both in tende d and unin tende d by the sour ceÓ (McLean, 2005).

Feedback
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When you r espond to the sour ce, inten tionall y or unin ten tionall y, you are giving f eedback. Feedback

is composed of messages the receiver sends back to the sour ce. Verbal or non verbal, all these f eed-

back signals allo w the sour ce to see how well, how accur atel y (or ho w poor ly and inac cur atel y) the

message was received (Leavit t & Mueller , 1951).

Envir onmen t

ÒThe envir onmen t is the a tmospher e, physical and psycholog ical, wher e you send and r eceive mes-

sagesÓ (McLean, 2005). Surr oundings, pe ople, animals, te chnolog y, can all inf luenc e your c ommuni-

cation.

Context

ÒThe context o f the c ommunic ation in ter action in volves the set ting, sc ene, and expectations o f the

individuals in volvedÓ (McLean, 2005). A professional communic ation c ontext may involve business

suits (envir onmen tal cues) that dir ectl y or indir ectl y inf luenc e expectations o f language and behav-

iour among the par ticipan ts.

Interf erence

Interf erence, also called noise, can come fr om any source. ÒInterf erence is anything tha t blocks or

changes the sour ceÕs intende d meaning o f the messageÓ (McLean, 2005). This can be external or

internal /psy cholog ical. Noise in terf eres with normal enc oding and de coding o f the message carrie d

by the channel be tween sour ce and receiver.
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5. Why Is It Important To Communicate
Well?

People shar e a fundamen tal driv e to communic ate. You share meaning in wha t you say and how you

say it, both in or al and wri t ten f orms. Your c ommunic ation skills help y ou to understand othersÑnot

just their w ords, but also their tone o f voice, and their non verbal gestur es. The forma t o f their wri t-

ten documen ts pr ovides you wi th clues about who the y are and what their v alues and priori ties may

be. Activ e listening and r eading ar e also part o f being a successful communic ator .

Photo b y Myung-W on Seo on Unsplash

When you were an infan t, you learned to talk o ver a period o f many mon ths. You need to beg in the

process of impr oving your spe aking and wri ting wi th the fr ame of mind tha t i t will r equir e effor t,

persistenc e, and self-c orr ection, just as i t did when y ou were acquiring basic c ommunic ation skills.

Your spe aking and wri ting ar e ref lections o f your thoug hts, experienc e, and education. Part o f tha t

combina tion is y our le vel of experienc e listening to other spe akers, reading documen ts and st yles of

wri ting, and stud ying f orma ts similar to wha t you aim to pr oduc e.

As you stud y pr ofessional business communic ation, y ou may receive suggestions f or impr ovement

and clarif ication fr om speakers and wri ters mor e experienc ed than y ourself. Your suc cess in com-

munic ating is a skill tha t applies to e very f ield o f work, and i t mak es a difference in your r elation-

ships wi th others.

You want to be pr epared to c ommunic ate w ell when g iven the oppor tuni ty. Each time y ou do a good

job, your suc cess will bring mor e success.

An individual wi th excellent communic ation skills is an asse t to e very organization. N o mat ter wha t
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career you plan to pursue, le arning to e xpr ess yourself pr ofessionally in your c ommunic ations will

help you get ther e.
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6. Communication in Context

To begin this section, w atch the f ollo wing 18 min ute TED Talk fr om Sam Sommer s, The Hidden

Power of Context

A YouTube element has been excluded from this ver sion of the text. You can view it online her e:

https:/ / ecampusontario .pressbooks.pub/commbuspr ofcdn/?p=67

Context is made up o f the par ts of communic ation tha t inf luenc e the me aning o f a message. Context

has an inf luenc e on the c ommunic ation pr ocess. Contexts can overlap, creating an e ven mor e

dynamic pr ocess. You have been communic ating in man y contexts acr oss your lif etime, and y ouÕll be

able to appl y what youÕve learned fr om experienc es in multiple c ontexts to business c ommunic ation.

Intr aper sonal Comm unica tion

Intr apersonal c ommunic ation in volves one person; i t is o ften c alled Òself-talkÓ (Wood, 1997). Donna

VocateÕs (1994) book on this topic e xplains ho w, as you use language to r ef lect on y our o wn experi-

ences, you talk y ourself thr ough situations. Your in tr apersonal c ommunic ation c an be positiv e or

negativ e, and dir ectl y inf luenc es how you per ceive and react to si tuations and c ommunic ation wi th
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others. For e xample, bef ore a big presentation, y ou may give yourself a pep talk to c alm feelings o f

anxiety and give yourself a boost o f conf idenc e.

What you per ceive in communic ation wi th others is also inf luenc ed by your cultur e, nativ e language,

and your w or ld view. As the German philosopher JŸr gen Habermas said, ÒEvery pr ocess of r eaching

understanding tak es place against the backgr ound o f a cultur ally ingr ained pr e-understandingÓ

(Habermas, 1984).

Interper sonal Comm unica tion

The second major c ontext wi thin the f ield o f communic ation is in terpersonal c ommunic ation which

normall y involves two people, and can range from in tima te and very personal to f ormal and imper-

sonal. A conversation o ver coffee wi th a colleague about a pr oject youÕre working on w ould be a f orm

of in terpersonal c ommunic ation.

Gr oup Comm unica tion

ÒGroup communic ation is a d ynamic pr ocess where a small number o f people engage in a conversa-

tion Ó (McLean, 2005). Group communic ation is gener ally def ined as involving thr ee to eig ht people.

The lar ger the gr oup, the mor e likely it is to br eak down in to smaller gr oups.

When engaging wi th gr oups, you can observe factors lik e age, education, se x, and location to le arn

mor e about gener al preferences as well as dislik es. You may f ind several groups within the lar ger

audienc e, such as specif ic areas of education, and use this kno wledge to incr ease your ef fectiv eness

as a business communic ator .

Public Comm unica tion

In public c ommunic ation, one person spe aks to a group o f people; the same is true o f public wri t ten

communic ation, wher e one person wri tes a message to be read by a small or lar ge group. The

speaker or wri ter ma y ask questions, and engage the a udienc e in a discussion (in wri ting, e xamples

are an email discussion or a poin t-c ounter -poin t series o f let ters to the e di tor ), but the d ynamics o f

the c onversation ar e distinc t fr om gr oup communic ation, wher e dif ferent rules appl y.

Mass Communica tion

Thr ough mass communic ation, y ou send a message to as many people as possible. Mass communi-

cation in volves sending a single message to a group. I t allo ws you to c ommunic ate your message to a

large number o f people. Something to c onsider , however, is that you may be limi ted in y our abili ty to

tailor y our message to spe cif ic audienc es, groups, or individuals when using mass c ommunic ation.

As a business communic ator , you can use multime dia as a visual aid or r eference common pr ograms,

f ilms, or other images tha t your audienc e finds familiar y et engaging. By choosing messages or r ef-

erences that man y audienc e members will r ecogniz e or can iden tif y wi th, you can develop common

ground and incr ease the appeal of your message.
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7. Your Responsibilities as a Communicator

Four Tips for Communication

Whenever you speak or wri te in a business en vir onmen t, you have certain r esponsibili ties to y our

audienc e, your emplo yer, and your pr ofession. Your audienc e comes to y ou wi th an inher ent set o f

expectations tha t is your r esponsibili ty to fulf ill. The spe cif ic expectations ma y change given the

context or en vir onmen t, but t wo centr al ideas will r emain: be pr epared, and be ethic al.

Preparation

Being pr epared means that you have selected a topic appr opria te to y our audienc e, gather ed enoug h

inf orma tion to c over the topic w ell, put y our inf orma tion in to a log ical sequence, and consider ed

how best to pr esent i t.

Organiza tion

Being or ganized involves the steps or poin ts tha t lead your c ommunic ation to a c onclusion. Onc e

youÕve invested time in r esearching y our topic, y ou will w ant to narr ow your f ocus to a f ew key

poin ts and consider ho w youÕll present them. Y ou also need to c onsider ho w to link y our main poin ts

together f or your audienc e so they can follo w your message fr om poin t to poin t.

Clari ty

You need to ha ve a clear idea in your mind o f what you want to say before you can say it cle arly to

someone else. It in volves considering y our audienc e, as you will w ant to choose w ords and phr ases

they understand and a void j argon or slang tha t may be unfamiliar to them. Clari ty also involves pre-

sentation and appr opria te use of technolog y.

Punctuali ty

Concise means to be brief and to the poin t. In most business c ommunic ations y ou are expected to

Ôget do wn to businessÕ right away. Being prepared includes being able to sta te your poin ts clearly and

suppor t them wi th trust wor th y evidenc e in a relativ ely str aightf orward, line ar way.

Be concise in y our choic e of words, organization, and e ven visual aids. Being concise also in volves

being sensi tiv e to time c onstr aints. Be prepared to be punc tual and adher e to deadlines or time lim-

its.

Some cultur es also have a less stric t in terpr etation o f time sche dules and punc tuali ty. While i t is

impor tant to r ecogniz e that dif ferent cultur es have dif ferent expectations, the gener al rule holds

true tha t good business c ommunic ation does not w aste words or time.

Your Responsibili ties as a Communic ator | 21



Ethics in Communication

Communic ating e thic ally involves being egalitarian, r espectful, and trust wor th yÑoverall, pr actising

the Ògolden rule Ó of tr eating y our audienc e the w ay you would w ant to be tr eated.

Communic ation c an move communi ties, inf luenc e cultur es, and change histor y. It can motiv ate peo-

ple to tak e stand, consider an ar gument, or pur chase a produc t. The degr ee to which y ou consider

both the c ommon good and fundamen tal principles y ou hold to be true when cr afting y our message

dir ectl y relates to ho w your message will af fect others.

The Ethical Comm unica tor I s Egali tarian

The word Òegalitarian Ó comes fr om the r oot Òequal.Ó To be egalitarian is to belie ve in basic equali ty:

that all pe ople should shar e equally in the benef its and bur dens of a society. It means that everyone

is enti tle d to the same r espect, expectations, ac cess to inf orma tion, and r ewards of par ticipa tion in a

group.

To communic ate in an egali tarian manner , speak and wri te in a w ay tha t is compr ehensible and r ele-

vant to all y our listeners or r eaders, not just those who ar e Ôlike youÕ in terms of age, gender, race or

ethnici ty, or other char acteristics. I n business, an ef fectiv e communic ator se eks to unif y the audi-

ence by using ide as and language that ar e appropria te f or all the message Õs readers or listeners.

The Ethical Comm unica tor I s Respectful

People ar e inf luenc ed by emotions as w ell as logic. The ethic al communic ator will be passiona te and

enthusiastic wi thout being disr espectful. Losing one Õs temper and being abusiv e are generally
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regarded as showing a lack o f pr ofessionalism (and could even involve legal consequences for you or

your emplo yer). When you disagr ee str ongly wi th a coworker, feel deeply annoyed wi th a dif f icult

customer , or f ind serious fa ult wi th a competi torÕs produc t, i t is impor tant to e xpr ess such senti-

ments r espectfull y.

The Ethical Comm unica tor I s Trustw orth y

Trust is a k ey componen t in c ommunic ation, and this is espe ciall y true in business. Y our goal as a

communic ator is to build a he alth y relationship wi th y our audienc e, and to do tha t you must sho w

them ho w the y can trust y ou and wh y the inf orma tion y ou are about to shar e wi th them is belie v-

able.

Your audienc e will e xpect tha t wha t you say is the truth as y ou understand i t. This me ans that you

have not in ten tionall y omi t ted, deleted, or tak en inf orma tion out o f context simpl y to pr ove your

poin ts. They will listen to wha t you say and how you say it, but also to wha t you don Õt say or do.

Being wor th y of trust is some thing y ou earn wi th an audienc e. Many wise people have observed tha t

trust is har d to build but e asy to lose.

The ÒGolden RuleÓ

When in doubt, r emember the Ògolden rule, Ó which is to treat others the w ay you would lik e to be

tr eated. In all i ts many forms, the golden rule inc orpor ates human kindness, c ooper ation, and r eci-

proci ty across cultur es, languages, backgrounds, and in ter ests. Regardless of wher e you tr avel, wi th

whom y ou communic ate or wha t your audienc e is like, remember ho w you would f eel if y ou were on

the r eceiving end o f your c ommunic ation and ac t according ly.
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8. Conclusion

Communic ation is an essen tial c omponen t o f business. While c ommunic ation is a na tur al par t o f the

human experienc e, itÕs impor tant to c onsider ho w you will c ommunic ate in a posi tiv e and effectiv e

manner tha t aligns wi th y our r esponsibili ties and r eputa tion as a business pr ofessional.

Check Your Knowledge

Reflection Activity

1. Describe the pr ocess of communic ation.

2. Name at least four essential c omponen ts of communic ation.

3. What r ole does context pla y in communic ation ?

4. What r esponsibili ties do y ou have as a communic ator?

5. What ar e thr ee at tributes o f an ethic al communic ator?

Quick Quiz

An inter active or media element has been excluded from this ver sion of the text. You can view

it online her e:

https:/ / ecampusontario .pressbooks.pub/commbuspr ofcdn/?p=80

An inter active or media element has been excluded from this ver sion of the text. You can view

it online her e:

https:/ / ecampusontario .pressbooks.pub/commbuspr ofcdn/?p=80
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An inter active or media element has been excluded from this ver sion of the text. You can view

it online her e:

https:/ / ecampusontario .pressbooks.pub/commbuspr ofcdn/?p=80

An inter active or media element has been excluded from this ver sion of the text. You can view

it online her e:

https:/ / ecampusontario .pressbooks.pub/commbuspr ofcdn/?p=80

An inter active or media element has been excluded from this ver sion of the text. You can view

it online her e:

https:/ / ecampusontario .pressbooks.pub/commbuspr ofcdn/?p=80

Glossary

Channel Ð The channel is the w ay in which a message or messages tr avel between sour ce and

receiver (McLean, 2005).

Comm unica tion Ð The process of understanding and sharing me aning (Pearson Nelson, 2000 ).

Context Ð Involves the set ting, sc ene, and expectations o f the individuals in volved (McLean, 2005).

Envir onmen t Ð The atmospher e, physical and psycholog ical, wher e you send and r eceive messages

(McLean, 2005).

Feedback Ð Messages the receiver sends back to the sour ce.

Gr oup Comm unica tion Ð A dynamic pr ocess where a small number o f people engage in a conversa-

tion (M cLean, 2005).

Interf erence Ð Anything tha t blocks or changes the sour ceÕs intende d meaning o f the message

(McLean, 2005).

Interper sonal Comm unica tion Ð Normall y involves two people, and can range from in tima te and

very personal to f ormal and impersonal.

Intr aper sonal Comm unica tion Ð Involves one person; i t is o ften c alled Òself-talkÓ (Wood, 1997).

Mass Communica tion Ð Mass communic ation in volves sending a single message to a group.

Message Ð The stimulus or me aning pr oduc ed by the sour ce for the r eceiver or a udienc e (McLean,

2005).

Nonverbal Ð Any message inferr ed thr ough obser vation o f another person.
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Public Comm unica tion Ð In public c ommunic ation, one person spe aks to a group o f people; the

same is true o f public wri t ten c ommunic ation, wher e one person wri tes a message to be read by a

small or lar ge group.

Receiver Ð Receives the message from the sour ce, analyzing and in terpr eting the message in w ays

both in tende d and unin tende d by the sour ce (McLean, 2005).

Sour ce Ð Imagines, cr eates, and sends the message.

Verbal (or or al) Comm unica tion Ð Is any message conveyed thr ough speech.

Wri tten Comm unica tion Ð Is any message using the wri t ten w ord.

Additional Resources

The Interna tional Associa tion o f Business Communic ators (IABC) is a global ne twork of communic a-

tion pr ofessionals commi t ted to impr oving or ganizational ef fectiv eness thr ough str ateg ic communi-

cation. ht tp:/ / www.iabc.com

Purdue Univ ersi tyÕs Online W ri ting L ab (OWL) provides a wealth o f r esources for wri ting pr ojects.

ht tp:/ / owl.english.pur due.edu
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PART II

CHAPTER 2: DELIVERING YOUR
MESSAGE

Chapter 2: Deliv ering Your M essage | 27





9. Introduction

Chapter 2 Learning Outcomes

1. Define language and describe i ts r ole in the c ommunic ation pr ocess.

2. Describe ho w language shapes our e xperienc e of r eality.

3. Give examples of how language can be a barrier to c ommunic ation.

4. Give examples of message types and the par ts of a message.

5. Explain the dif ferences between clichŽs, j argon, and slang.

6. Demonstr ate pr ofessional communic ation r elated to gender and r ace.

7. List six str ateg ies for impr oving verbal communic ation.

Raised in Ethiopia, Abe Õs first language is Ar abic. Althoug h she speaks English f lu-

entl y, and comple ted her MBA in Canada, she still has some dif f icult y understanding

jargon and slang. She wants to par ticipa te in mor e colleg ial conversation in her ne w

role. As you r ead this chapter c onsider some o f the w ays that AbeÕs colleagues might

suppor t her to pr actise engag ing, inf ormal c onversation.

Reminder fr om Chapter One Ð Comm unica tion is the pr ocess of under-

standing and sharing meaning (Pearson & Nelson, 2000 ).

How do you communic ate? How do you think? W e use language as a system to cr eate and exchange

meaning wi th one another , and the t ypes of words we use inf luenc e both our per ceptions and others

interpr etations o f our me anings. What kinds o f words would y ou use to describe y our thoug hts and

feelings, your pr eferences in music, c ars, food, or other things tha t mat ter to y ou?

Watch the f ollo wing 10 minute vide o featuring psy cholog ist Steven Pinker describing the in tric acies

of language. RSA Video: Language as a Window I nto H uman N atur e
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A YouTube element has been excluded from this ver sion of the text. You can view it online her e:

https:/ / ecampusontario .pressbooks.pub/commbuspr ofcdn/?p= 112

In this chapter y ou will le arn mor e about the impor tanc e of deliv ering y our message in w ords. You

will e xplor e how the char acteristics o f language in ter act in w ays that can both impr ove and diminish

effectiv e business communic ation. You will e xamine ho w language plays a signif icant r ole in ho w you

perceive and in ter act wi th the w or ld, and ho w cultur e, language, education, gender , race, and eth-

nici ty all inf luenc e this d ynamic pr ocess. You will look a t w ays to avoid misc ommunic ation and f ocus

on construc tiv e ways to get your message deliv ered to y our r eceiver wi th the me aning you in tende d.

Chapter Preview

¥ What I s Language?

¥ Messages

¥ Principles o f Verbal Communic ation

¥ Language Can be an Obstacle to Communic ation

¥ Impr oving Verbal Communic ation
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¥ Conclusion
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10. What is Language?

Language is a system o f symbo ls, wor ds, and/or g estur es used to comm unica te meaning.

People ar e raised in dif ferent cultur es, with dif ferent values, beliefs, customs, and dif ferent lan-

guages to expr ess those cultur al at tributes. Ev en people who spe ak the same language, lik e speakers

of English in London, N ew Delhi, or Calgar y, speak and in ter act using their o wn w ords that ar e com-

muni ty-def ined, self-def ined, and have room f or in terpr etation. This v ariation in our use o f language

is a creativ e way to f orm r elationships and c ommuni ties, but c an also lead to misc ommunic ation.

Words themsel ves, then, actuall y hold no me aning. I t tak es at least t wo people to use them, to g ive

them lif e and purpose. W ords change meaning over time. The dic tionar y entr y for the me aning o f a

word changes because we change, and multiple me anings can lead to misc ommunic ation.

Read the f ollo wing w eb page about 20 Words that Onc e Meant Something

Very Dif ferent.

Languages are living e xchange systems o f meaning and ar e bound b y con-

text. I f you are assigned to a te am that coor dinates wi th suppliers fr om

Shanghai, China and a sales staff in London, On tario you may encounter

terms fr om both gr oups tha t inf luenc e your te am.

Triang le of M eaning

The triang le of meaning is a model o f communic ation tha t indic ates the r elationship among a

thoug ht, symbol, and r eferent and hig hlig hts the indir ect r elationship be tween the symbol and r ef-

erent (Ogden & Richar ds, 1932). As represented in Figur e 2.1 below, the thoug ht is the c oncept or

idea a person references. The symbo l is the w ord tha t r epresents the thoug ht, and the r eferent is

the obje ct or ide a to which the symbol r efers. This model is useful f or you as a communic ator

because when you are aware of the indir ect r elationship be tween symbols and r eferents, you are

aware of how common misunderstandings oc cur , as the follo wing e xample illustr ates:

Example

Jasper and Abby have been thinking about ge t ting a ne w dog. So each of them is ha ving a similar

thoug ht. They are each using the same symbol, the w ord dog, to c ommunic ate about their thoug ht.

Their r eferents, however, are dif ferent. Jasper is thinking about a small dog lik e a dachshund, and

Abby is thinking about an Austr alian shepher d. Since the w ord dog doesnÕt refer to one spe cif ic

object in our r eality, it is possible f or them to ha ve the same thoug ht, and use the same symbol, but

end up in an a wkw ard momen t when the y get to the shelter and fall in lo ve wi th their r espectiv e ref-

erents onl y to f ind out the other person didn Õt have the same thing in mind. Abb y could ask ques-

tions f or clarif ication, lik e ÒSounds like youÕre saying tha t a smaller dog mig ht be bet ter . Is that
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rig ht?Ó Get ting to a plac e of shared understanding c an be dif f icult, e ven when w e define our symbols

and describe our r eferents.

Figur e 2.1. The triang le of meaning. This f igur e illustr ates a symbol and r eferent in r elation to a

thoug ht (Adapted fr om Ogden & Richar ds, 1932).
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11. Messages

It will be help ful to stop f or a momen t and examine some char acteristics o f the messages you send

when y ou communic ate. Messages carr y far mor e than the li ter al meaning o f each word and in this

section y ou are invited to explor e that comple xity.

Primar y M essage Is Not the W hole M essage

When considering ho w to ef fectiv ely use verbal communic ation, k eep in mind ther e are thr ee dis-

tinc t t ypes of messages you will be c ommunic ating: primar y, secondar y, and auxiliar y (Hasling, 1998).

Primar y M essage Ð refers to the in ten tional c onten t, both v erbal and non verbal.

Secondar y M essage Ð refers to the unin ten tional c onten t, both v erbal and non verbal.

Auxiliar y M essage Ð refers to the in ten tional and unin ten tional w ays a primar y message is commu-

nic ated. Includes: vocal inf lection, gestur es and postur e, or r ate of speech tha t inf luenc e the in ter-

pretation or per ception o f your message.

For example, a coworker stops b y your desk to ask a question andÉ

¥ You say, ÒHave a seatÓ. (Primar y Message)

¥ A messy workspace makes an impr ession on your visi tor tha t you are disor ganized. (Secondar y

Message)

¥ You smile and w ave your hand to indic ate the empt y chair on the other side o f your desk to

invite the person to si t. (Auxiliar y Message)
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Parts o f a M essage

When you cr eate a message, it is o ften help ful to think o f i t as having f ive parts:

¥ At ten tion S tatemen t Ð captur es the at ten tion o f your audienc e.

¥ Intr oduc tion Ð a clear statemen t about y our topic; this is also the time to establish a r elationship

wi th y our audienc e.

¥ Body Ð present your message in de tail, using an y of a variety of or ganizational struc tur es.

¥ Conclusion Ð pr ovide the a udienc e wi th a sense of closur e by summarizing y our main poin ts and

relating them to the o verall topics.

¥ Residual M essage Ð a message or thought tha t stays wi th y our audienc e well af ter the c ommuni-

cation is f inishe d. This can be an impor tant par t o f your message.

When planning c ommunic ation, ask y ourself o f the f ollo wing:

¥ What do I w ant m y listeners or r eaders to r emember?

¥ What inf orma tion do I w ant to ha ve the audienc e retain or ac t upon ?

¥ What do I w ant the a udienc e to do ?

Watch the f ollo wing 6 minute vide o: How To Begin Your Pr esentation with S imon Sinek

A Vimeo element has been excluded from this ver sion of the text. You can view it online her e:

https:/ / ecampusontario .pressbooks.pub/commbuspr ofcdn/?p= 139

To summariz e, messages are primar y, secondar y, and auxiliar y. A message can be divide d in to a f ive-
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par t struc tur e composed of an at ten tion sta temen t, in tr oduc tion, bod y, conclusion, and r esidual

message.
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12. Principles of Verbal Communication

Verbal communic ation is base d on several basic principles. I n this se ction, y ouÕll examine each prin-

ciple and e xplor e how i t inf luenc es everyday communic ation. W hether i tÕs a simple conversation

wi th a coworker or a f ormal sales pr esentation to a boar d of dir ectors, these principles appl y to all

contexts o f communic ation.

Language Has Rules

As mentione d earlier in this chapter , languag e is a system o f symbo ls, wor ds, and/or g estur es used

to comm unica te meaning.

The words themsel ves have meaning wi thin their spe cif ic context or language c ommuni ty. Words

only carr y meaning if y ou kno w the understood me aning and have a grasp of their c ontext to in ter-

pret them c orr ectl y.

Ther e are thr ee types of rules tha t govern or c ontr ol your use o f words.

Syn tactic R ules Ð govern the or der o f words in a sentenc e.

Semantic R ules Ð govern the me aning o f words and how to in terpr et them (Mar tinich, 1996 ).

Contextual R ules Ð govern me aning and w ord choic e according to c ontext and social custom.

Consider the e xample o f a tr aff ic lig ht as follo ws:

Semantics Ð Green means Go, and Red means Stop

Syn tax Ð Green is on the bot tom, y ellow in the middle, and r ed on top.

Even when y ou follo w these linguistic rules, misc ommunic ation is possible. Y our cultur al context or

communi ty may hold dif ferent meanings for the w ords used Ð different fr om meanings tha t the

source communic ator in tende d. Words at tempt to r epresent the ide as you want to c ommunic ate,

but the y are sometimes limi ted by factors be yond your c ontr ol. Words often r equir e you to negoti-

ate meaning, or to e xplain wha t you mean in mor e than one w ay, in or der to cr eate a common

vocabular y. You may need to sta te a word, def ine i t, and pr ovide an example in or der to c ome to an

understanding wi th y our audienc e about the me aning o f your message.
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As discussed pr eviousl y, words, by themsel ves, do not have any inher ent meaning. Humans give

meaning to them, and their me anings change acr oss time. The arbi tr ary symbols, including le t ters,

numbers, and punc tuation mar ks, stand for c oncepts in y our experienc e. You have to negotia te the

meaning o f the w ord Òhome,Ó and define i t, thr ough visual images or dialogue, in or der to c ommuni-

cate wi th y our audienc e.

Words have two types of meanings: denota tiv e and connota tiv e.

Denota ti ve Ð The common me aning, often f ound in the dic tionar y.

Connota ti ve Ð Meaning tha t is not f ound in the dic tionar y

but in the c ommuni ty of users i tself. I t can involve an

emotional associa tion wi th a w ord, positiv e or negativ e,

and can be individual or c ollectiv e, but is not univ ersal.

Wi th a common v ocabular y in both denota tiv e and connota tiv e terms, ef fectiv e communic ation

becomes a mor e distinc t possibili ty. But wha t if y ou have to tr ansfer meaning fr om one vocabular y

to another? Tha t is essentiall y what you are doing when y ou tr anslate a message. For example, HSBC

Bank was forced to r ebrand i ts entir e global priv ate banking oper ations af ter bring ing a U.S. cam-

paign overseas. In 2009 , the w or ldwide bank spen t millions o f dollars to scr ap its 5- year-old ÒAssume

NothingÓ campaign. Problems ar ose when the message w as brought overseas, where it w as trans-

lated in man y countries as ÒDo Nothing.Ó In the end, the bank spen t $10 million to change i ts tag line

to ÒThe wor ldÕs priv ate bank,Ó which has a much friendlier tr anslation.

Read the f ollo wing article f or a f ew mor e examples of or ganiza tional

messaging challeng es: Interna tional Mar keting Fails
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Language is Abstract

Words represent aspects of our human en vir on-

ment, and can play an impor tant r ole in tha t

envir onmen t. They may describe an impor tant

idea or concept, but the v ery act o f labeling and

invoking a w ord simplif ies and distor ts your

concept o f the thing i tself. This abili ty to sim-

plif y concepts makes it easier to c ommunic ate,

but i t sometimes mak es you lose tr ack of the

specif ic meaning you are tr ying to c onvey thr ough abstr action.

The ladder o f abstr action is a model use d to illustr ate ho w language can range from concr ete to

abstr act. I f you follo w a concept up the ladder o f abstr action, mor e and mor e of the ÒessenceÓ of the

orig inal obje ct is lost or lef t out, which le aves more room f or in terpr etation, which c an lead to mis-

understanding. This pr ocess of abstr acting, o f leaving things out, allo ws you to c ommunic ate mor e

effectiv ely because it ser ves as a shorthand tha t keeps you fr om having a comple tel y unmanageable

language f ille d wi th millions o f wordsÑeach referring to one spe cif ic thing (H ayakawa & Hayakawa,

1990). But i t r equir es you to use c ontext and o ften other w ords to gener ate shar ed meaning.

Some words are mor e dir ectl y related to a concept or ide a than others. I f you were asked to go and

take a pictur e of a book, i t mig ht seem lik e a simple task. I f you were asked to go and tak e a pictur e

of Òwork,Ó youÕd be puzzled because work is an abstr act w ord tha t w as developed to r efer to an y

number o f possibili ties fr om the ac t o f wri ting a book, to r epairing an air c ondi tioner , to f ertilizing

an organic garden. You could tak e a pictur e of any of those things, but y ou would be challenge d to

take a pictur e of Òwork.Ó

Consider the e xample o f a cow.

If you were in a barn wi th this c ow, you would ac tuall y be experi-

encing stimuli tha t w ould be c oming in thr ough your senses. You

would he ar the c ow, likely smell the c ow, and be able to touch the

cow. You would per ceive the actual Ôthing,Õ which is the ÔcowÕ in

fr ont o f you. This w ould be c onsider ed concr ete, i t w ould be

unmediated, meaning it w as actuall y the momen t o f experienc e.

As represented in Figur e 2.2 below, the ladder o f abstr action beg ins to mo ve away fr om experienc e

to language and description.
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Figur e 2.2. The Ladder o f Abstr action. A ladder depic ting incr easing abstr action o f obser vation and

language (Hayakawa & Hayakawa, 1990).

As you mo ve up a level on the ladder o f abstr action, y ou mig ht g ive your experienc e a name Ñ you

are looking a t ÔBessie.Õ So now, instead of the dir ect experienc e wi th the ÔthingÕ in front o f you, you

have given the thing a name, which tak es you one step away fr om the dir ect experienc e toward the

use of a mor e abstract symbol. N ow you can talk and think about Bessie e ven when y ou arenÕt

dir ectl y experiencing her .
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At the ne xt le vel, the w ord cow now lumps Bessie in wi th other bo vine cr eatur es that shar e similar

characteristics. As y ou go up the ladder , cow becomes livestock, liv estock be comes an asset, and

then an asset becomes wealth.

Note tha t i t becomes incr easingly dif f icult to def ine the me aning o f the symbol as y ou go up the lad-

der and ho w wi th each step you lose mor e of the char acteristics o f the orig inal concr ete experienc e.

Language Organizes and Classifies Reality

Humans use language to cr eate and expr ess some sense of or der in their w or ld. You often gr oup

words that r epresent concepts by their ph ysical proximi ty or their similari ty to one another . For

example, in biolog y, animals wi th similar tr aits are classif ied toge ther . An ostrich ma y be said to be

related to an emu and a nandu, but y ou wouldn Õt group an ostrich wi th an elephan t or a salamander .

Your abili ty to or ganize is useful, but ar tif icial. The systems o f or ganization y ou use are not par t o f

the na tur al wor ld but an e xpr ession of your vie ws about the na tur al wor ld.

What is a doc tor? A nurse ? A teacher? If a male came to mind in the c ase of the w ord ÔdoctorÕ and a

female came to mind in r eference to ÔnurseÕ or ÔteacherÕ, then y our habi ts of mind include a gender

bias. In many cultur es, ther e was a time wher e gender ster eot ypes were mor e than just a ster eo-

types, they were the gener al rule, the social custom, the norm. B ut no w, in many places in the w or ld,

this is no longer true. M ore and mor e men are tr aining to ser ve as nurses. In 2017, for example, data

fr om the Canadian M edical Association ( CMA) indic ated tha t 41% of pr actising ph ysicians in Canada

were women (Canadian Medical Association, 2017).

You use systems of classif ication to help y ou navigate the w or ld. Imagine ho w confusing lif e would

be if you had no c ategories such as male /f emale, young/old, tall /shor t, doc tor /nurse /te acher.

While these c ategories ar e mentall y useful, the y can become pr oblematic when y ou use them to

uphold biases and ingr ained assumptions tha t ar e no longer v alid. You may assume, thr ough your

biases, that elemen ts are related when the y have no relationship a t all. As a result, your thinking ma y

become limi ted and your gr asp of r eality impair ed. It is o ften easier to spot these biases in others,

but i t is impor tant as an effectiv e communic ator to be come aware of them in y ourself. H olding

biases unconsciousl y will limi t your thinking, y our gr asp of r eality, and your abili ty to c ommunic ate

successfully.
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13. Language Can be an Obstacle to
Communication

In the past when y ou have used language to mak e sense of your experienc es, and to tak e part in dis-

cussions, you no doubt c ame to see that language and v erbal communic ation c ould w ork for you and

sometimes against y ou. Language allowed you to c ommunic ate, but i t also allo wed you to misc om-

munic ate and misunderstand.

In an article ti tle d ÒThe Misc ommunic ation Gap,Ó Susan Washburn lists se veral undesir able results o f

poor c ommunic ation in business:

¥ Damaged relationships

¥ Loss of pr oduc tivi ty

¥ Inef f icienc y and r ework

¥ Conf lic t

¥ Missed oppor tuni ties

¥ Schedule slippage (delays, missed deadlines)

¥ Scope cr eepÉor le ap (gradual or sudden changes in an assignmen t tha t mak e it mor e comple x

and dif f icult than i t w as orig inall y understood to be )

¥ Wasted resources

¥ Uncle ar or unme t r equir ements

Watch the f ollo wing 4 minute vide o on misc ommunic ation:

How miscommunication happens ( and how to avoid it ) Ð Katherine H ampsten
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A YouTube element has been excluded from this ver sion of the text. You can view it online her e:

https:/ / ecampusontario .pressbooks.pub/commbuspr ofcdn/?p= 153

In the f ollo wing section y ou will e xplor e how words can serve either as a bridge, or a barrier , to

understanding and c ommunic ation o f meaning. Your goals o f ef fectiv e and eff icien t business c om-

munic ation me an an inher ent value of words and terms tha t keeps the bridge cle ar and fr ee of

obstacles. Review the six barriers to c ommunic ation in Figur e 2.3 as follo ws:
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Figur e 2.3. Barriers to c ommunic ation.

ClichŽ Ð cultur al references that o ften mak e no sense in other cultur es. For example, ÒA clichŽ is

something to a void lik e the plague, f or i t is nothing but a tir ed old w ar horse, and if the shoe w ere on

the other f oot y ou too w ould have an axe to grind. Ó

Jargon Ð An occupation-spe cif ic language used by people in a g iven pr ofession. Jargon does not

necessarily impl y formal e ducation, but inste ad focuses on the language pe ople in a pr ofession use

to c ommunic ate wi th each other .

Slang Ð The use of existing or ne wly invented words to tak e the plac e of standar d or tr aditional

words wi th the in ten t o f adding an unc onventional, nonstandar d, humor ous, or r ebellious ef fect. I t

dif fers fr om jargon in tha t i t is used in inf ormal c ontexts, among friends or members o f a certain age

group, r ather than b y pr ofessionals in a certain industr y.

Euphemism Ð Involves substi tuting an ac ceptable w ord for an o ffensive, contr oversial, or unac cept-

able one tha t conveys the same or similar me aning.

Doublespeak Ð The deliberate use of words to disguise, obscur e, or change me aning.

Off ensi ve Language Ð Some language is offensive and has no place in the w orkplace. It may even be

a violation o f company polic y.

Each of these six barriers to c ommunic ation c ontributes to misunderstanding and misc ommunic a-

tion, in ten tionall y or unin ten tionall y. If you r ecogniz e one of them, y ou can address it rig ht away.
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You can redir ect a question and ge t to essen tial me aning, r ather than le aving wi th a misunderstand-

ing tha t mig ht impac t a business r elationship. I n business communic ation, y our goal o f clear and

concise communic ation should r emain constan t. Never forget tha t trust is the f oundation f or ef fec-

tiv e communic ation.

Part o f your ef for t must include r einf orcing the r elationship inher ent between sour ce and receiver.

One effectiv e step to ward tha t goal is to r educe obstacles to ef fectiv e communic ation. The mor e you

can learn about y our audienc e, the bet ter y ou can tailor y our chosen w ords. If you lack inf orma tion

or w ant your documen t to be understood b y a variety of r eaders, it pays to use common w ords and

avoid j argon. This is kno wn as activ ely bridg ing communic ation to help ensur e your audienc e clearly

understands y our in tende d message.

Read the f ollo wing 5 minute ar ticle fr om the UK T elegraph ti tle d:

Revealed: The 10 most scream-inducing business j argon phr ases

Review the f ollo wing 3 minute vide o on YouTube ti tle d: Office Jargon by Nina M illns
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A YouTube element has been excluded from this ver sion of the text. You can view it online her e:

https:/ / ecampusontario .pressbooks.pub/commbuspr ofcdn/?p= 153

To summariz e, in or der to defuse c ommon obstacles to c ommunic ation, a void clichŽs, j argon, slang,

sexist and r acist language, euphemisms, and doublespe ak.
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14. Improving Verbal Communication

In this chapter y ou have reviewed examples and stories tha t hig hlig ht the impor tanc e of verbal and

wri t ten c ommunic ation. T o end the chapter , consider ho w language can be used to enlig hten or

deceive; encour age or discour age; empower or destr oy. By def ining the terms y ou use and choosing

precise words, you will maximiz e your audienc eÕs understanding o f your message. In addi tion, i t is

impor tant to c onsider the a udienc e, contr ol your tone, che ck for understanding, and f ocus on

results. Recognizing the po wer of verbal communic ation is the f irst step to understanding i ts r ole

and impac t on the c ommunic ation pr ocess.

Define Your Terms

Be aware of any words you are using tha t may be unfamiliar to y our
audienc e. When you iden tif y an unfamiliar w ord, your f irst de cision is
whether to use i t or to substi tute a mor e common, e asily understood
word.

Choose Precise Words To incr ease understanding, choose pr ecise words that pr ovide the
most accur ate pic tur e for your audienc e.

Consider Your Audienc e Contextual clues ar e impor tant to guide y our audienc e as they read.

Contr ol Tone What kind o f tone is best f or your in tende d audienc e?

Check for Understanding
In or al communic ation, f eedback is a core componen t o f the
communic ation model as w e can often see it, hear i t, and i t tak es less
effor t to assess it.

Be Results Orien ted It can be a challenge to balanc e the need for at ten tion to de tail wi th
the ne ed to arriv e at the end pr oduc t

Even when y ou are careful to cr aft your message clearly and concisel y, not everyone will understand

every word you say or write. As an ef fectiv e business communic ator , you kno w i t is your r esponsibil-

ity to g ive your audienc e every advantage in understanding y our me aning. Precise words, clear def i-

ni tions, and c ontextual clues ar e impor tant to guide y our audienc e as they read. If you are speaking

to a gener al audienc e and choose to use a w ord in pr ofessional jargon tha t may be understood b y

manyÑbut not allÑo f the pe ople in y our audienc e, follo w i t by a common r eference that cle arly

relates i ts essential me aning. Wi th this posi tiv e str ategy you will be able to f orge relationships wi th

audienc e members fr om div erse backgr ounds.

Get ting a handle on ho w to inf luenc e tone and to mak e your v oice match y our in ten tions tak es time

and skill. Mak e time f or f eedback and plan f or i t. Ask clarif ying questions. Shar e your pr esentation

wi th mor e than one person, and choose pe ople tha t have similar char acteristics to y our an ticipa ted

audienc e. Lastly, finding balanc e while engag ing in an ac tivi ty tha t r equir es a high level of at ten tion

to de tail c an be challenge f or any business communic ator , but i t is help ful to k eep the end in mind.

The follo wing t wo examples will pr ovide you wi th ide as for incr easing the pr ecision o f communic a-

tion.

Example 1

Orig inal Ð Bob left w ork.

Impr oving Verbal Communic ation | 47



Revised Ð Bob left w ork to go home a t 5 pm.

Example 2

Orig inal Ð Colleen pr esented a proposal.

Revised Ð Colleen, the mar keting manager , presented a proposal on the mar keting budge t f or ne xt

year.

To summariz e, in or der to impr ove communic ation, def ine your terms, choose pr ecise words, con-

sider y our audienc e, contr ol your tone, che ck for understanding, and aim f or r esults.
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15. Conclusion

Returning to Abe Õs desire to learn mor e about inf ormal c onversation

wi th c olleagues in a Canadian context, wha t have you learned about

language and communic ation tha t mig ht help y ou be a good suppor t f or

AbeÕs learning ?

Check Your Knowledge

An inter active or media element has been excluded from this ver sion of the text. You can view

it online her e:

https:/ / ecampusontario .pressbooks.pub/commbuspr ofcdn/?p= 163

An inter active or media element has been excluded from this ver sion of the text. You can view

it online her e:

https:/ / ecampusontario .pressbooks.pub/commbuspr ofcdn/?p= 163

An inter active or media element has been excluded from this ver sion of the text. You can view

it online her e:

https:/ / ecampusontario .pressbooks.pub/commbuspr ofcdn/?p= 163

An inter active or media element has been excluded from this ver sion of the text. You can view

it online her e:

https:/ / ecampusontario .pressbooks.pub/commbuspr ofcdn/?p= 163
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An inter active or media element has been excluded from this ver sion of the text. You can view

it online her e:

https:/ / ecampusontario .pressbooks.pub/commbuspr ofcdn/?p= 163

Glossary

Auxiliar y Ð Auxiliary messages refer to the in ten tional and unin ten tional w ays a primar y message is

communic ated. This may include v ocal inf lection, gestur es and postur e, or r ate of speech tha t inf lu-

ences the in terpr etation or per ception o f your message.

Connota ti ve Ð The connota tiv e meaning is o ften not f ound in the dic tionar y but in the c ommuni ty

of users i tself.

Context Ð Contextual rules go vern me aning and w ord choic e according to c ontext and social cus-

tom.

Denota ti ve Ð The denotativ e meaning is the c ommon me aning, often f ound in the dic tionar y.

Doublespeak Ð Doublespeak is the deliber ate use of words to disguise, obscur e, or change me aning.

Euphemism Ð A euphemism involves substi tuting an ac ceptable w ord for an o ffensive, contr oversial,

or unac ceptable one tha t conveys the same or similar me aning.

Jargon Ð Jargon is an occupation-spe cif ic language used by people in a g iven pr ofession.

Language Ð A system of symbols, w ords, and/or gestur es used to c ommunic ate meaning.

Off ensi ve Language Ð Some language is offensive and has no place in the w orkplace.

Primar y Ð Primary messages refer to the in ten tional c onten t, both v erbal and non verbal. These are

the w ords or w ays you choose to e xpr ess yourself and c ommunic ate your message.

Secondar y Ð Primary messages refer to the in ten tional c onten t, both v erbal and non verbal. These

are the w ords or w ays you choose to e xpr ess yourself and c ommunic ate your message.

Semantics Ð Semantic rules go vern the me aning o f words and how to in terpr et them (Mar tinich,

1996)

Slang Ð The use of existing or ne wly invented words to tak e the plac e of standar d or tr aditional

words wi th the in ten t o f adding an unc onventional, nonstandar d, humor ous, or r ebellious ef fect.

Syn tax Ð Syntactic rules go vern the or der o f words in a sentenc e.

Triang le of M eaning Ð A model of communic ation tha t indic ates the r elationship among a thoug ht,

symbol, and r eferent and hig hlig hts the indir ect r elationship be tween the symbol and r eferent.
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Additional Resources

Toastmasters I nterna tional Ð Public spe aking tips: ht tps:/ / www.toastmasters.or g/r esources/pub-

lic-spe aking-tips

Harvard psycholog y pr ofessor Steven Pinker is one o f toda yÕs most inno vativ e authori ties on lan-

guage. Explore reviews of books about language Pink er has publishe d. ht tp:/ / stevenpink er.com/tax-

onom y/term /4265

The ÒI Have a DreamÓ speech by Mar tin Luther King Jr . is one of the most famous spe eches of all

time. Vie w i t on vide o and r ead the te xt. ht tp:/ / www.americ anrhetoric.c om/spe eches/mlkiha vead-

ream.htm

Visit Goodr eads and learn about one o f the most widel y used style manuals, The Chic ago Manual o f

Style. ht tp:/ / www.goodr eads.com/book/sho w/103362. The_Chic ago_Manual_o f_S tyle
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PART III

CHAPTER 3: YOU AND YOUR AUDIENCE
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16. Introduction

Chapter 3 Learning Outcomes

1. Def ine per ception and e xplain w ays in which y ou or ganize perceptual inf orma tion.

2. Describe the terms self -c oncept and self -este em.

3. Discuss how social norms, famil y, cultur e, and media inf luenc e self-per ception.

4. Give examples of the ef fect o f self-fulf illing pr ophecies.

5. List thr ee ways to bet ter understand and r each your audienc e.

6. Explain the impor tanc e of being an ac tiv e listener and ac tiv e reader.

Abe recentl y star ted a job as a financial anal yst in a Canadian c ompany. Her boss

asked her to pr epare and deliv er a pr esentation to the boar d of dir ectors on the

budget and f orecast she has been working on. She has not had a lot o f pr actic al

experienc e presenting, and she is unfamiliar wi th the members o f the boar d. She

wants to mak e a good impr ession and ensur e she effectiv ely communic ates her

work to da te. As you r ead this chapter c onsider some o f the w ays that Abe can

ensure she meets her goals in her pr esentation.

Optical Illusion Example

Optic al illusions ar e one way of demonstr ation ho w one person Õs perception mig ht dif fer fr om

anotherÕs. In Figur e 3.1 below, what can you see?

Intr oduc tion | 55



Figur e 3.1.Optic al illusion. The me thod o f dr awing this illustr ation mak es it possible to ei ther se e a

whi te vase in the c entr e, or t wo shadowed faces on the rig ht and lef t .

In the same w ay tha t your visual per ception c an sometimes c ause confusion or multiple in terpr eta-

tions, y our per ceptions r elated to or al and wri t ten c ommunic ation c an also create challenges.

Chapter Preview

¥ Perception

¥ Self-Understanding I s Fundamental to Communic ation

¥ Get ting to Kno w Your Audienc e

¥ Listening and R eading f or Understanding

¥ Conclusion
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17. Perception

Perception is the pr ocess of selecting, or ganizing, and in terpr eting inf orma tion. This pr ocess, which

is represented in Figur e 3.2 below, includes the per ception o f select stimuli tha t pass thr ough your

perceptual f ilters, ar e organized in to y our existing struc tur es and pat terns, and ar e then in terpr eted

based on pr evious experienc es. How you per ceive the people and obje cts around y ou affects your

communic ation. You r espond dif ferentl y to an obje ct or person tha t you per ceive favorably than y ou

do to some one (or some thing) y ou f ind unfa vorable. But ho w do you f ilter thr ough the mass amoun ts

of inc oming inf orma tion, or ganize it, and mak e meaning fr om wha t mak es it thr ough your per cep-

tual f ilters and in to y our social r ealities?

Figur e 3.2.Selection, in terpr etation, and or ganization tha t contribute to per ception.

Selecting Information

Most people tak e in inf orma tion thr ough their f ive senses, but your per ceptual f ield (the w or ld

around y ou) includes so man y stimuli tha t i t is impossible f or your br ain to pr ocess and make sense

of i t all. So, as informa tion c omes in thr ough your senses, various fac tors inf luenc e what actuall y

continues on thr ough the per ception pr ocess (Fiske & Taylor , 1991).Selecting is the f irst par t o f the

perception pr ocess, in which y ou focus your at ten tion on c ertain inc oming sensor y inf orma tion.

Think about ho w, out o f many other possible stimuli to pa y at ten tion to, y ou may hear a familiar

voice in the hall way, see a pair of shoes you want to bu y fr om acr oss the mall, or smell some thing

cooking f or dinner when y ou get home fr om w ork. You quickl y cut thr ough and push to the back-

ground all kinds o f sights, smells, sounds, and other stimuli, but ho w do you decide wha t to sele ct

and what to le ave out?
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Watch the following 2 minute video:The MonkeyBusinessIllusion

A YouTube element has been excluded from this ver sion of the text. You can view it online her e:

https:/ / ecampusontario .pressbooks.pub/commbuspr ofcdn/?p=231

You tend to pa y at ten tion to inf orma tion tha t is salien t. Salience is the degr ee to which some thing

at tr acts your at ten tion in a par ticular c ontext. The thing a t tr acting y our at ten tion c an be abstr act,

like a concept, or c oncr ete, lik e an object. Did y ou notic e the person in the monk ey suit while

watching the vide o above? It w as subtle. A brig ht f lashlig ht shining in y our fac e while c amping at

night is sur e to be salien t. The degr ee of salience depends on thr ee featur es: (Fiske & Taylor , 1991)

whether the obje ct is visuall y or aurally stimula ting, whe ther i t meets your ne eds or in ter ests, and

whether i t meets or challenges y our expectations. Consider the image belo w: The Cr ashed Nik e Ball

Guerilla Mar keting Example.
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Source: 18 of the M ost M emor able Guerilla Mar keting Campaigns

Related to salienc e, this example may be consider ed visuall y stimula ting (i tÕs quite lar ge), it may be

consider ed in ter esting, and i t challenges most pe opleÕs expectations in terms o f size. The artwork is

meant to stimula te oneÕs imagination to question Ó why is the ball so lar ge? What kind o f lar ge person

(or monster per haps) might have kicked it so har d it became embedded in the side o f a building ?

This example r epresents an impossible sc enario cr eated thr ough art tha t gener ates salienc e.

Visual and A ur al Stim ula tion Ð It is pr obably not surprising to le arn tha t visuall y and/or a urally

stimula ting things be come salien t in our per ceptual f ield and ge t our a t ten tion.

Needs and I nter ests Ð We tend to pa y at ten tion to inf orma tion tha t w e perceive to meet our ne eds

or in ter ests in some w ay. We also find salien t inf orma tion tha t in ter ests us.

Expecta tions Ð The relationship be tween salience and expectations is a li t tle mor e comple x. Basi-

cally, we can f ind expected things salien t and f ind things tha t ar e unexpected salient.

As a communic ator , you can use this kno wledge about salienc e to your benef it by minimizing dis-

tr actions when y ou have something impor tant to say. ItÕs probably bet ter to ha ve a serious conversa-

tion wi th a signif icant other in a quie t plac e rather than a cr owded food cour t. Aside fr om

minimizing distr actions and deliv ering y our messages enthusiastic ally, the conten t o f your c ommu-

nic ation also af fects salienc e. Whether a sign helps y ou f ind the ne arest gas station, the sound o f a

ringtone helps us f ind y our missing c ell phone, or a spe aker tells y ou how avoiding pr ocessed foods

will impr ove your he alth, y ou select and at tend to inf orma tion tha t meets your ne eds.
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Likely you have experienc ed the sensation o f being engrossed in a tele vision sho w, video game, or

random pr oject tha t you paid at ten tion to a t the e xpense of something tha t actuall y met your ne eds

Ð like cleaning or spending time wi th a signif icant other . Paying at ten tion to things tha t in ter est you

but don Õt meet specif ic needs seems like the basic f ormula f or pr ocr astination tha t you mig ht be

familiar wi th.

If you are expecting a package to be deliv ered, you mig ht pick up on the slig htest noise o f a truck

engine or some oneÕs footsteps appr oaching y our fr ont door . Since you expect something to happen,

you may be extr a tuned in to clues tha t i t is coming. I n terms o f the une xpected, if you have a shy

and soft-spok en friend who y ou overhear r aising the v olume and pi tch o f his voice while talking to

another friend, y ou may pick up on tha t and assume tha t something out o f the or dinar y is going on.

For something une xpected to be come salien t, i t has to r each a certain thr eshold o f dif ference. If you

walked in to y our r egular class and ther e were one or t wo mor e studen ts ther e than normal, y ou may

not e ven notic e. If you walked in to y our class and ther e was someone dr essed up as a wizar d, you

would pr obably notic e. So, if you expect to e xperienc e something out o f the r outine, lik e a package

delivery, you will f ind stimuli r elated to tha t expectation salien t. I f you experienc e something tha t

you werenÕt expecting and tha t is signif icantl y dif ferent fr om your r outine e xperienc es, then you will

lik ely f ind i t salien t. You can also apply this c oncept to y our c ommunic ation. Good instruc tors

encour age their studen ts to include suppor ting ma terial in their spe eches that def ies audienc e

expectations. You can help keep your audienc e engaged by emplo ying good r esearch skills to f ind

such inf orma tion.

Organizing Information

Organizing is the second par t o f the per ception pr ocess, in which y ou sor t and c ategoriz e informa-

tion tha t you per ceive based on inna te and le arned cogni tiv e pat terns. Thr ee ways you sor t things

into pat terns ar e by using pr oximi ty, similari ty, and dif ference (Coren & Gir gus, 1980).
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Proximi ty Ð In terms o f pr oximi ty, we tend to think tha t things tha t ar e close toge ther go toge ther .

Similari ty Ð We also group things toge ther base d on similari ty. We tend to think similar -looking or

similar -ac ting things belong toge ther .

Diff erence Ð We also organize informa tion tha t w e take in based on dif ference. In this c ase, we

assume that the i tem tha t looks or ac ts dif ferent fr om the r est doesnÕt belong with the gr oup.

Since you often or ganize perceptual inf orma tion base d on pr oximi ty, you may automa tic ally per-

ceive that t wo people ar e together , just because they are standing close toge ther in line.

This t ype of str ategy for or ganizing inf orma tion is so c ommon tha t i t is built in to ho w you func tion

in your dail y lif e. If you think o f the li ter al act o f or ganizing some thing, lik e your desk a t home or

work, you follo w these same str ateg ies. If you have a bunch o f papers and mail on the top o f your

desk, you will lik ely sor t papers in to separ ate piles f or separ ate classes or put bills in a separ ate plac e

than personal mail. Y ou may have one dr awer for pens, pencils, and other supplies and another

drawer for f iles. In this c ase you are grouping i tems based on similari ties and dif ferences. You may

also group things base d on pr oximi ty, for example, by put ting f inancial i tems lik e your che ckbook, a

calculator , and your pa y stubs in one ar ea so you can update your budge t easily. In summar y, you

simplif y inf orma tion and look f or pat terns to help c onduc t tasks and c ommunic ate ef f icien tl y in all

aspects of your lif e.
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Simplif ication and categorizing base d on pat terns isn Õt necessarily a bad thing. I n fact, wi thout this

capabili ty you would lik ely not ha ve the abili ty to speak, read, or engage in other c omple x cogni tiv e/

behavior al func tions. Ther e are dif ferences among people, and looking f or pat terns helps y ou in

many pr actic al ways. However, the judgmen ts you mig ht plac e on various pa t terns and c ategories

are not na tur al; they are learned and cultur ally and contextuall y relativ e. Your per ceptual pa t terns

do become unpr oduc tiv e and even unethic al when the judgmen ts you associate wi th c ertain pa t-

terns ar e based on ster eot ypic al or pr ejudicial thinking.

Interpreting Information

Althoug h selecting and or ganizing inc oming stimuli happens v ery quickl y, and sometimes wi thout

much c onscious thoug ht, in terpr etation c an be a much mor e deliber ate and c onscious step in the

perception pr ocess. Interpr etation is the thir d par t o f the per ception pr ocess, in which y ou assign

meaning to y our experienc es using mental struc tur es known as schemata. Schemata are like data-

bases of stor ed, related inf orma tion tha t you use to in terpr et new experienc es. Schemata are like

lenses that help y ou make sense of the per ceptual cues ar ound y ou based on pr evious kno wledge

and experienc e.

ItÕs impor tant to be a ware of schemata because your in terpr etations af fect your beha vior . For exam-

ple, if y ou are doing a gr oup pr oject f or class and you per ceive a group member to be sh y based on

your schema o f how shy people communic ate, you may avoid g iving him or her pr esentation r espon-

sibili ties because you do not think sh y people mak e good public spe akers. Schemata also guide y our

inter actions, pr oviding a script f or your beha viors. Man y people kno w how to ac t and c ommunic ate

in a waiting r oom, in a classr oom, on a f irst da te, and on a game show. Even a person who has ne ver

been on a game show can develop a schema for ho w to ac t in tha t envir onmen t by watching The

Price Is Right , for example.

A final example, you often include wha t you do f or a living in y our self -in tr oduc tion, which then pr o-

vides a schema thr ough which others in terpr et your c ommunic ation.
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18. Self-Understanding Is Fundamental to
Communication

You need to kno w wha t you want to say before you can say it to an a udienc e. Understanding y our

perspectiv e can lend insig ht to y our awareness, the abili ty to be c onscious o f events and stimuli.

Awareness determines wha t you pay at ten tion to, ho w you carr y out y our in ten tions, and wha t you

remember o f your ac tivi ties and experienc es each day. Awareness is a complic ated and fascina ting

area of stud y. The way we take in inf orma tion, g ive it or der, and assign it meaning has long in ter-

ested researchers fr om disciplines including sociolog y, anthr opolog y, and psycholog y.

Your perspe ctiv e is a major fac tor in this d ynamic pr ocess. Whether y ou are aware of i t or not, y ou

bring to the ac t o f r eading this sen tenc e a frame of mind f orme d fr om experienc es and education

across your lif etime. Le arning to r ecogniz e how your perspe ctiv e inf luenc es your thoug hts is a key

step in understanding y ourself and pr eparing to c ommunic ate wi th others. I n the image tha t f ollo ws

ther e are two skydivers tha t seem to be ha ving a lot o f of fun. Tha t is their perspe ctiv e. Perhaps sky-

diving mig ht not be fun f or everyone, it mig ht be qui te frig htening to some.
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Self-Concept

When you communic ate, you are full o f expectations, doubts, f ears, and hopes. Where you place

emphasis, what you focus on, and ho w you view your poten tial has a dir ect impac t on y our c ommu-

nic ation in ter actions. You gather a sense o f self as you gr ow, age, and experienc e others and the

wor ld. Much o f what you kno w about y ourself y ou have learned thr ough in ter action wi th others.

The concept o f the looking g lass self explains tha t you see yourself r ef lected in other pe opleÕs reac-

tions to y ou and then f orm y our self -c oncept based on ho w you belie ve other pe ople see you (Coo-

ley, 1922). This ref lectiv e process of building y our self -c oncept is based on wha t other pe ople have

actuall y said, such as ÒYouÕre a good listener ,Ó and other peopleÕs actions, such as c oming to y ou for

advice. These thoug hts evoke emotional r esponses that f eed in to y our self -c oncept. For example,

you may think, ÒIÕm glad tha t people can count on me to listen to their pr oblems.Ó

Carol Dw eck, a psycholog y researcher at Stanf ord Univ ersi ty, states tha t Òsomething tha t seems like

a small in ter vention c an have cascading ef fects on things w e think o f as stable or f ixed, including

extr oversion, openness to ne w experienc e, and resilienc e.Ó (Begley, 2008) Your personali ty and

expr essions of i t, lik e oral and wri t ten c ommunic ation, w ere long thoug ht to ha ve a genetic c ompo-

nent. But, says Dweck, ÒMore and mor e research is suggesting tha t, far fr om being simpl y encoded in

the genes, much o f personali ty is a f lexible and d ynamic thing tha t changes over the lif e span and is
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shaped by experienc e.Ó (Begley, 2008) If you were told b y someone tha t you were not a good listener ,

know this: You can change. You can shape your perf ormanc e thr ough experienc e, and a business

communic ation c ourse, a mentor a t w ork, or even reading ef fectiv e business communic ation

authors c an result in posi tiv e change.

In Figur e 3.3 below, the trio o f the looking g lass self is represented.

Figur e 3.3. Self-c oncept, self -ef f icacy, and self-este em.

Attitudes, Beliefs, and Values

When you consider wha t mak es you you, the answ ers multipl y as do the questions. As a baby, you

learned to r ecogniz e that the fac e in the mirr or w as your fac e. But as an adult, y ou begin to w onder

what and who y ou are. While y ou could explor e the concept o f self endlessl y and philosophers ha ve

wr estled and will c ontinue to wr estle wi th i t, for your le arning purpose, f ocus on self, which is

def ined as oneÕs own sense of individuali ty, motiv ations, and personal char acteristics (M cLean,

2003). You also must k eep in mind tha t this c oncept is not f ixed or absolute; inste ad it changes as

you gr ow and change acr oss your lif etime.

One poin t o f discussion useful f or your stud y about y ourself as a communic ator is to e xamine y our

at ti tudes, beliefs, and v alues. These are all in terr elated, and researchers have varying the ories as to

which c omes f irst and which springs fr om another . You learn your v alues, beliefs, and at ti tudes

thr ough in ter action wi th others.
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An atti tude is your imme diate disposi tion to ward a concept or an obje ct. At ti tudes c an change easily

and fr equentl y. You may pr efer vanilla while some one else pr efers peppermin t, but if some one tries

to persuade y ou of how delicious peppermin t is, you may be willing to tr y it and f ind tha t you lik e it

bet ter than v anilla.

Beliefs are ideas based on your pr evious experienc es and convictions and ma y not ne cessarily be

based on log ic or fac t. You no doubt ha ve beliefs on poli tic al, economic, and r elig ious issues. These

beliefs may not ha ve been forme d thr ough rigor ous stud y, but y ou nevertheless hold them as impor-

tant aspects of self. Beliefs o ften ser ve as a frame of r eference thr ough which y ou in terpr et your

wor ld. Althoug h the y can be changed, it o ften tak es time or str ong evidenc e to persuade some one to

change a belief.

Values are core concepts and ide as of what you consider good or bad, rig ht or wr ong, or wha t is

wor th the sacrif ice. Your v alues are centr al to your self -image, wha t mak es you who y ou are. Like

beliefs, your v alues may not be based on empiric al research or r ational thinking, but the y are even

mor e resistant to change than ar e beliefs. To under go a change in values, a person may need to

under go a tr ansforma tiv e lif e experienc e.

Self-Image and Self-Esteem

Your self-c oncept is composed of t wo main elemen ts: self-image and self -este em. Your self -image is

how you see yourself, ho w you would describe y ourself to others. I t includes y our ph ysical charac-

teristicsÑ your eye color , hair length, heig ht, and so f or th. I t also includes y our kno wledge, experi-

ence, inter ests, and relationships. W hat is your image o f yourself as a communic ator? H ow do you

feel about y our abili ty to c ommunic ate? While the t wo responses may be similar , they indic ate dif-

ferent things.

Your self-este em is how you feel about y ourself; y our f eelings o f self-w or th, self -ac ceptanc e, and

self-r espect. Health y self-este em can be particular ly impor tant when y ou experienc e a setback or a

failur e. High self-este em will enable y ou to perse vere and give yourself posi tiv e messages like ÒIf I

prepare well and tr y harder, I can do bet ter ne xt time. Ó

Use the follo wing link to par ticipa te in a small Psycholog y Today experimen t

about self -este em:

Activi ty: Test your self este em

Putting y our self -image and self -este em toge ther yields y our self -c oncept: your

centr al iden ti ty and set o f beliefs about who y ou are and what you are capable of accomplishing.

When i t comes to c ommunic ating, y our self -c oncept c an play an impor tant par t. You may f ind tha t

communic ating is a strugg le, or the thoug ht o f communic ating ma y make you feel talen ted and suc-

cessful. Either w ay, if you view yourself as some one capable of learning ne w skills and impr oving as
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you go, you will ha ve an easier time le arning to be an ef fectiv e communic ator . Whether posi tiv e or

negativ e, your self -c oncept inf luenc es your perf ormanc e and the expr ession of tha t essential abili ty:

communic ation.

Self-Fulfilling Prophecy

In a psycholog y experimen t tha t has become famous thr ough repeated trials, se veral public school

teachers were told tha t specif ic studen ts in their classes w ere expected to do qui te w ell because of

their in telligenc e (Rosenthal & Jacobson, 1968). These students were identif ied as having special

poten tial tha t had not y et Òbloomed.Ó What the te achers didn Õt know was that these Òspecial poten-

tialÓ students were randoml y selected. ThatÕs right: as a group, the y had no mor e special poten tial

than an y other studen ts. Can you anticipa te the outc ome? As you may guess, the studen ts liv ed up

to their te achersÕ level of expectation. Ev en thoug h the te achers were supposed to g ive appropria te

at ten tion and enc our agement to all studen ts, in fac t the y unconsciousl y communic ated special

encour agement verball y and non verball y to the spe cial poten tial studen ts. And these studen ts, who

were actuall y no mor e gif ted than their pe ers, showed signif icant impr ovement by the end o f the

school y ear. This phenomenon c ame to be c alled the ÒPygmalion ef fectÓ after the m yth o f a Greek

sculptor name d Pygmalion, who c arved a marble sta tue o f a woman so lif elike that he f ell in lo ve

wi th her Ñand in r esponse to his lo ve she did in fac t come to lif e and marr y him (Rosenthal & Jacob-

son, 1968; Insel & Jacobson, 1975).

In mor e recent studies, r esearchers have observed tha t the opposi te ef fect can also happen: when

studen ts are seen as lacking poten tial, te achers tend to disc our age them or , at a minimum, fail to

give them ade quate enc our agement. As a result, the studen ts do poor ly (Anyon, 1980; Oakes, 1985;

Sadker & Sadker, 1994, Schugurensky, 2009).

When people enc our age you, i t af fects the w ay you see yourself and y our poten tial. Seek encour age-

ment f or your wri ting and spe aking. Activ ely choose posi tiv e reinf orcement as you develop your

communic ation skills. Y ou will mak e mistak es, but the impor tant thing is to le arn fr om them. K eep in

mind tha t cri ticism should be c onstruc tiv e, with specif ic poin ts you can address, corr ect, and

impr ove. The concept o f a self-fulf illing pr ophecy, in which some oneÕs behavior c omes to ma tch and

mirr or othersÕ expectations, is not ne w. Rober t Rosenthal, a pr ofessor of social psy cholog y at H ar-

vard, observed four principles while stud ying this in ter action be tween expectations and perf or-

mance:

1. We form c ertain e xpectations o f people or e vents.

2. We communic ate those e xpectations wi th various cues, verbal and non verbal.

3. People tend to r espond to these cues b y adjusting their beha vior to ma tch the e xpectations.

4. The outc ome is tha t the orig inal expectation be comes true.

To summariz e, you can become a mor e effectiv e communic ator b y understanding y ourself and ho w
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others vie w you: your at ti tudes, beliefs, and v alues; your self -c oncept; and ho w the self -fulf illing

prophecy may inf luenc e your de cisions.
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19. Getting to Know Your Audience

Wri ting to y our audienc eÕs expectations is k ey to y our suc cess, but how do you get a sense of your

readers? Research, time, and ef for t. At f irst g lance you may think y ou kno w your audienc e, but if y ou

dig a li t tle de eper you will le arn mor e about them and be come a bet ter spe aker.

Figure 3.4, below is often c alled the ic eberg model. W hen you see an iceberg on the oc ean, the gr eat

majori ty of i ts size and depth lie belo w your le vel of visual awareness. When you wri te a documen t

or g ive a presentation, e ach person in y our r eading or listening a udienc e is like the tip o f an iceberg.

You may perceive people o f dif ferent ages, races, ethnici ties, and genders, but those ar e only surfac e

characteristics. This is y our challenge. W hen you communic ate wi th a div erse audienc e, you are

engaging in in ter cultur al communic ation. The mor e you learn about the a udienc e, the bet ter y ou

will be able to na vigate the w aters, and y our c ommunic ation in ter actions, saf ely and ef fectiv ely.

Figur e 3.4. Iceberg Model

Theodor e Roosevelt poin ted out tha t Òthe most impor tant sing le ingr edien t in the f ormula o f success
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is knowing ho w to ge t along wi th pe ople.Ó Knowing y our audienc e well before you speak is essential.

Here are a few questions to help guide y ou in le arning mor e about y our audienc e:

¥ How big is the a udienc e?

¥ What ar e their backgr ounds, gender , age, jobs, education, and /or in ter ests?

¥ Do the y already know about y our topic? I f so, how much ?

¥ Will other ma terials be pr esented or available? If so, what ar e they, what do the y cover, and how

do the y relate to y our message?

¥ How much time is allot ted for your pr esentation, or ho w much spac e do you have for your wri t-

ten documen t? Will y our documen t or pr esentation stand alone or do y ou have the option o f

adding visuals, audio-visual aids, or links?

Demographic Traits

Demogr aphic tr aits r efer to the char acteristics tha t mak e someone an individual, but tha t he or she

has in common wi th others. I magine tha t you are wri ting a r epor t on the he alth risks associa ted wi th

smoking. To get your message acr oss to an audienc e of t welve-y ear-olds, cle arly you would use dif-

ferent language and dif ferent examples than wha t you would use f or an audienc e of adults age f if ty-

f ive and older .
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Tailor your message to your audience

Source: Pixabay.com Public Domain

Wri ting f or r eaders in the insur ance industr y, you would lik ely choose examples of how insur ance

claims ar e affected by whether or not a polic yholder smok es, whereas if you were wri ting f or r ead-

ers who ar e athle tes, you would f ocus on ho w the human bod y reacts to tobac co.

Audienc es tend to be inter ested in messages that r elate to their in ter ests, needs, goals, and motiv a-

tions. Demogr aphic tr aits can give us insight in to our a udienc e and allow for an audienc e-c enter ed

approach to y our assignmen t tha t will mak e you a mor e effectiv e communic ator (Beebe & Beebe,

1997).

Improving Your Perceptions of Your Audience

The bet ter y ou can understand y our audienc e, the bet ter y ou can tailor y our c ommunic ations to

reach them. T o understand them, a k ey step is to per ceive clearly who the y are, what the y are inter-

ested in, wha t the y need, and what motiv ates them. This abili ty to per ceive is impor tant wi th audi-

ence members fr om distinc t gr oups, gener ations, and e ven cultur es. William Seiler and M elissa Beall
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offer us six w ays to impr ove our per ceptions, and ther efore impr ove our c ommunic ation, par ticu-

lar ly in public spe aking; the y are listed in Table 3.1 below.

Table 3.1 Perceptual Str ateg ies for Success

Perceptual S tr ateg y Explanation

Become an activ e
perceiver

You need to ac tiv ely seek out as much inf orma tion as possible. P lacing y ourself
in the ne w cultur e, group, or c o-cultur e can often expand your understanding.

Recogniz e each person Õs
unique fr ame of r eference

You and others per ceive the w or ld dif ferentl y. Recogniz e that even thoug h you
may in ter act wi th t wo people fr om the same cultur e, they are individuals wi th
their o wn set o f experienc es, values, and inter ests.

Recogniz e that people,
objects, and situations
change

The wor ld is chang ing and so is each individual. R ecognizing tha t people and
cultur es, like communic ation pr ocess itself, ar e dynamic and e ver chang ing can
impr ove your in ter cultur al communic ation.

Become aware of the r ole
perceptions pla y in
communic ation

Perception is an impor tant aspect o f the c ommunic ation pr ocess. By
understanding tha t your per ceptions ar e not the onl y ones possible c an limi t
ethnoc entrism and impr ove inter cultur al communic ation.

Keep an open mind The adage ÒA mind is lik e a parachuteÑi t w orks best when open Ó holds true.
Being open to dif ferences can impr ove inter cultur al communic ation.

Check your per ceptions
By learning to obser ve, and acknowledging your per ceptions, y ou can avoid
assumptions, e xpand your understanding, and impr ove your abili ty to
communic ate acr oss cultur es.

Fairness in Communication

Consider tha t your audienc e has several expectations o f you. No doubt y ou have sat thr ough a

speech or classr oom lectur e wher e you asked yourself, ÒWhy should I listen ?Ó You have probably

been assigned to r ead a documen t or chapter and f ound y ourself w ondering, ÒWhat does this ha ve

to do wi th me ?Ó These questions are normal and na tur al for audienc es, but people seldom ac tuall y

state these questions in so man y words or say them out loud.

In a repor t on in ter cultur al communic ation, V. Lynn Ty ler o ffered insig ht in to these a udienc e expec-

tations, which w as summariz ed as the need to be fair to y our audienc e. One key fairness principle is

recipr oci ty, or a relationship o f mutual e xchange and in ter dependenc e. Recipr oci ty has four main

componen ts: mutuali ty, non-judgmen talism, honest y, and respect.

Mutuali ty means that the spe aker searches for c ommon gr ound and understanding wi th his or her

audienc e, establishing this spac e and building on i t thr oughout the spe ech. This in volves examining

viewpoin ts other than y our o wn and taking steps to insur e the speech in tegr ates an inclusiv e, acces-

sible forma t r ather than an e thnoc entric one.

Nonjudgmen talism involves willingness to e xamine div erse ideas and viewpoin ts. A nonjudgmen tal

communic ator is open-minde d, and able to ac cept ide as that may be str ongly opposed to his or her

own beliefs and v alues.
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Another aspe ct o f fairness in c ommunic ation is honest y: stating the truth as y ou per ceive it. When

you communic ate honestl y, you pr ovide suppor ting and clarif ying inf orma tion and g ive credi t to the

sources where you obtaine d the inf orma tion. I n addi tion, if ther e is signif icant evidenc e opposing

your vie wpoin t, you ackno wledge this and a void c oncealing i t fr om your audienc e.

Finally, fairness involves respect f or the a udienc e and individual membersÑr ecognizing tha t each

person has basic rig hts and is w or th y of cour tesy. Consider these e xpectations o f fairness when

designing y our message and you will mor e thor oughly engage your audienc e.

To summariz e this section, as a pr esenter or c ommunic ator i tÕs very impor tant to understand y our

audienc e. You can learn about their demogr aphic tr aits, such as age, gender, and emplo yment sta tus,

as these help determine their in ter ests, needs, and goals. In addi tion, y ou can become mor e aware of

your per ceptions and theirs, and pr actic e fairness in y our c ommunic ations.
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20. Listening and Reading for Understanding

Learning to listen to y our c onversational par tner , customer , supplier , or super visor is an impor tant

par t o f business communic ation. Of ten, inste ad of listening y ou men tall y rehearse what you want to

say. Similar ly, when you r ead, you are often tr ying to multi task and ther efore cannot r ead wi th full

at ten tion. I nat ten tiv e listening or r eading can cause you to miss much o f what the spe aker (or

wri ter ) is sharing wi th y ou.

Communic ation in volves the sharing and understanding o f meaning. To full y share and understand,

practic e activ e listening and r eading so tha t you are full y at ten tiv e, full y pr esent in the momen t o f

inter action. Pay at ten tion to both the ac tual w ords and for other clues to me aning, such as tone o f

voice or wri ting st yle. Look f or oppor tuni ties f or clarif ication and f eedback when the time c omes for

you to r espond, not bef ore.

Active Listening and Reading

YouÕve probably experienc ed the odd sensa tion o f driving some wher e and, having arriv ed, realized

you don Õt remember driving. Y our mind ma y have been f ille d wi th other issues and y ou dr ove on

autopilot. I tÕs dangerous when y ou driv e like that, and i t is danger ous in c ommunic ation. Choosing to

listen or r ead at ten tiv ely takes effor t. People communic ate wi th w ords, expr essions, and even in

silence, and your at ten tion to them will mak e you a bet ter c ommunic ator . From discussions on

impr oving customer ser vice to r etaining customers in challeng ing economic times, the impor tanc e

of listening c omes up fr equentl y as a success strategy.

Here are some tips to facili tate activ e listening and r eading:

¥ Main tain e ye contact wi th the spe aker; if r eading, keep your eyes on the page.

¥ DonÕt interrupt; if r eading, don Õt multitask.

¥ Focus your at ten tion on the message, not y our in ternal monologue.

¥ Restate the message in y our o wn w ords and ask if you understood c orr ectl y.

¥ Ask clarif ying questions to c ommunic ate in ter est and gain insig ht.

When the Going Gets Tough

Tips in this chapter will ser ve you well in dail y in ter actions, but suppose y ou have an especiall y dif f i-

cult subje ct to discuss, or y ou r eceive a wri t ten documen t deliv ering bad ne ws. In a dif f icult si tua-

tion lik e this, i t is w or th taking e xtr a effor t to cr eate an envir onmen t and c ontext tha t will facili tate

positiv e communic ation.
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Here are some str ateg ies that may be help ful:

¥ Set aside a special time. T o have a diff icult c onversation or r ead bad news, set aside a special

time when y ou will not be disturbe d. Close the door and turn o ff the T V, music pla yer, and

instan t messaging clien t.

¥ DonÕt interrupt. K eep silent while y ou let the other person Ò speak his or her pie ce.Ó If you are

reading, make an effor t to understand and digest the ne ws wi thout men tal in terruptions.

¥ Be nonjudgmen tal. Receive the message wi thout judgmen t or cri ticism. Set aside your opinions,

at ti tudes, and beliefs.

¥ Be accepting. Be open to the message being c ommunic ated, realizing tha t acceptanc e does not

necessarily mean you agree wi th wha t is being said.

¥ Take turns. W ait un til i t is your turn to r espond, and then me asure your r esponse in pr opor tion

to the message tha t w as delivered to y ou. Recipr ocal turn-taking allo ws each person ha ve her of

his say.

¥ Acknowledge. Let the other person kno w tha t you have listene d to the message or r ead it at ten-

tiv ely.

¥ Understand. Be c ertain tha t you understand wha t your par tner is sa ying. I f you don Õt under-

stand, ask for clarif ication. Restate the message in y our o wn w ords.

¥ Keep your c ool. Speak your truth wi thout blaming. A c alm tone will help pr event the c onf lic t

fr om escalating. U se ÒIÓ statemen ts (e.g., ÒI felt c oncerned when I le arned tha t m y depar tmen t is

going to ha ve a layoffÓ) rather than ÒyouÓ statemen ts (e.g., Òyou want to ge t rid o f some of our

best peopleÓ).

¥ Finally, recogniz e that mutual r espect and understanding ar e built one c onversation a t a time.

Trust is dif f icult to gain and e asy to lose. Be patien t and k eep the channels o f communic ation

open, as a solution ma y develop slowly over the c ourse o f many small in ter actions. Recogniz e

that i t is mor e valuable to main tain the r elationship o ver the long term than to Òwin Ó in an indi-

vidual tr ansaction.
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Watch the following 8 minute video from Julian Treasure: 5 Ways to Listen Better

A YouTube element has been excluded from this ver sion of the text. You can view it online her e:

https:/ / ecampusontario .pressbooks.pub/commbuspr ofcdn/?p=24 4

To summariz e this section, par t o f being an ef fectiv e communic ator is le arning to r eceive messages

fr om others thr ough activ e listening and r eading.
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21. Conclusion

Returning to Abe, who is pr eparing a pr esentation f or her c ompanyÕs board of

dir ectors, ho w mig ht her pr esentation be mor e successful based on wha t youÕve

learned in this chapter? W hat t ype of r esearch mig ht she do to understand her

audienc e bet ter (e.g., board members ar e often describe d on or ganizational

websites)? What mig ht she w ant to e xamine about her self -per ception and c on-

f idenc e in pr esenting f or this a udienc e? What mig ht she need to w atch out f or

as she presents?

Check Your Understanding

An inter active or media element has been excluded from this ver sion of the text. You can view

it online her e:

https:/ / ecampusontario .pressbooks.pub/commbuspr ofcdn/?p=247

An inter active or media element has been excluded from this ver sion of the text. You can view

it online her e:

https:/ / ecampusontario .pressbooks.pub/commbuspr ofcdn/?p=247

An inter active or media element has been excluded from this ver sion of the text. You can view

it online her e:

https:/ / ecampusontario .pressbooks.pub/commbuspr ofcdn/?p=247

An inter active or media element has been excluded from this ver sion of the text. You can view

it online her e:

https:/ / ecampusontario .pressbooks.pub/commbuspr ofcdn/?p=247
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An inter active or media element has been excluded from this ver sion of the text. You can view

it online her e:

https:/ / ecampusontario .pressbooks.pub/commbuspr ofcdn/?p=247

Glossary

Atti tude Ð your imme diate disposi tion to ward a concept or an obje ct.

Awareness Ð what you pay at ten tion to, ho w you carr y out y our in ten tions, and wha t you r emember

of your ac tivi ties and experienc es each day.

Beliefs Ð ideas based on your pr evious experienc es and convictions and ma y not ne cessarily be

based on log ic or fac t.

Demogr aphic tr aits Ð refer to the char acteristics tha t mak e someone an individual, but tha t he or

she has in common wi th others ( e.g., age, gender, height, ethnici ty).

Diff erence Ð ideas or items tha t ar e distinc t or e ven opposi te fr om each other .

Fairness Ð involves respect f or the a udienc e and individual membersÑr ecognizing tha t each person

has basic rig hts and is w or th y of cour tesy.

Honesty Ð stating the truth as y ou per ceive it.

Interpr etation Ð how you assign meaning to y our experienc es using mental struc tur es known as

schemata.

Looking g lass self Ð how you see yourself r ef lected in other pe opleÕs reactions to y ou and then f orm

your self -c oncept based on ho w you belie ve other pe ople see you.

Mutuali ty Ð the speaker searches for c ommon gr ound and understanding wi th his or her a udienc e,

establishing this spac e and building on i t thr oughout the spe ech.

Nonjudgmen talism Ð involves willingness to e xamine div erse ideas and viewpoin ts.

Organizing Ð how you sor t and c ategoriz e informa tion tha t you per ceive based on inna te and

learned cogni tiv e pat terns.

Perception Ð the process of selecting, or ganizing, and in terpr eting inf orma tion.

Perceptual field Ð the wor ld around y ou (your en vir onmen t).

Proximi ty Ð ideas or physical items tha t ar e close toge ther .

Recipr oci ty Ð a relationship o f mutual e xchange and in ter dependenc e.

Salience Ð the degree to which some thing a t tr acts your at ten tion in a par ticular c ontext.

Selecting Ð how you focus your at ten tion on c ertain inc oming sensor y inf orma tion.

Self-esteem Ð how you feel about y ourself; y our f eelings o f self-w or th, self -ac ceptanc e, and self-

respect.

Self-fulfilling pr ophecy Ð how your beha vior c omes to ma tch and mirr or othersÕ expectations (i.e., if

other e xpect you to perf orm poor ly, itÕs likely tha t you will).

Self-imag e Ð how you see yourself, ho w you would describe y ourself to others.
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Similari ty Ð ideas or physical items tha t shar e common a t tributes.

Values Ð core concepts and ide as of what you consider good or bad, rig ht or wr ong, or wha t is w or th

the sacrif ice.
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PART IV

CHAPTER 4: NONVERBAL
COMMUNICATION
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22. Introduction

Chapter 4 Learning Outcomes

1. Give examples of non verbal communic ation and describe i ts r ole in the c ommunic a-

tion pr ocess.

2. Explain the principles o f non verbal communic ation.

3. Describe the similari ties and dif ferences among eight gener al types of non verbal com-

munic ation.

4. Demonstr ate ho w to use mo vement to incr ease the effectiv eness of your message.

5. Demonstr ate thr ee ways to impr ove nonverbal communic ation.

Dhavit is get ting some f eedback fr om his te am that facili tation par ticipan ts think

he is angr y or upse t during question and answ er sessions. One of his colleague

has notic ed tha t DhavitÕs arms are often cr ossed when c oncerns are being r aised,

and his facial e xpr ession sometimes indic ates tha t he f eels thr eatened by cri ti-

cisms of or ganizational systems. As y ou r ead thr ough this chapter , consider wha t

mig ht be happening and ho w Dhavit mig ht adjust his facial e xpr essions and body

language as part o f dialogue wi th staf f members.

Nonverbal communic ation has a distinc t histor y and serves separate evolutionar y func tions fr om

verbal communic ation. For e xample, non verbal communic ation is primaril y biolog ically based while

verbal communic ation is primaril y cultur ally based. This is evidenc ed by the fac t tha t some non ver-

bal communic ation has the same me aning acr oss cultur es while no v erbal communic ation systems

share that same univ ersal r ecognizabili ty (Andersen, 1999). Nonverbal communic ation also e volved

earlier than v erbal communic ation and ser ved an early and impor tant sur vival func tion tha t helpe d

humans la ter de velop verbal communic ation. W hile some o f our non verbal communic ation abili ties,

like our sense of smell, lost str ength as our v erbal capacities incr eased, other abili ties lik e paralan-

guage and movement have grown alongside v erbal comple xity. The fact tha t non verbal communic a-

tion is pr ocessed by an older par t o f our br ain makes it mor e instinc tual and in volun tar y than v erbal

communic ation.
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23. Principles of Nonverbal Communication

Begin this chapter b y watching the f ollo wing 3 minute vide o fr om bod y language exper t Mar k Bow-

den to e xtend y our le arning about non verbal communic ation.

Body Languag e

A YouTube element has been excluded from this ver sion of the text. You can view it online her e:

https:/ / ecampusontario .pressbooks.pub/commbuspr ofcdn/?p=295

Nonverbal Communication Is Fluid

Chances are you have had many experienc es where words were misunderstood, or wher e the me an-

ing o f words was unclear. When i t comes to non verbal communic ation, me aning is even harder to

discern. You can sometimes tell wha t people ar e communic ating thr ough their non verbal communi-

cation, but ther e is no foolpr oof Òdic tionar yÓ of how to in terpr et non verbal messages.

Nonverbal communic ation is the pr ocess of conveying a message without the use o f words. It can

include gestur es and facial expr essions, tone o f voice, timing, postur e and wher e you stand as you

communic ate. I t can help or hinder the cle ar understanding o f your message, but i t doesn Õt reveal

(and can even mask) what you are really thinking. N onverbal communic ation is far fr om simple, and

its comple xity makes your stud y and your understanding a w or th y but challeng ing goal.

Nonverbal communic ation in volves the entir e body, the space it oc cupies and domina tes, the time i t

inter acts, and not onl y what is not said, but ho w i t is not said. Confuse d? Try to f ocus on just one

element o f non verbal communic ation and i t will soon ge t lost among all the other stimuli. Consider

one elemen t, facial e xpr essions. What do the y mean wi thout the e xtr a context o f chin posi tion, or

eyebrows to f lag inter est or signal a thr eat? Nonverbal action f lows almost seamlessly fr om one

movement to the ne xt, making i t a challenge to in terpr et one elemen t, or e ven a series of elemen ts.

How well can you corr ectl y iden tif y the f eelings behind facial e xpr essions?
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The follo wing series o f images show people wi th a variety of facial expr essions, what does each one

represent?

Images source: Pixabay, Public Domain Ð the

answer key is at the end o f this se ction .

You may perceive time as line ar, f lowing along

in a str aight line. You do one task, y ouÕre doing

another task no w, and you are planning on

doing some thing else all the time. Some times

you place mor e emphasis on the futur e, or the

past, forget ting tha t you are actuall y living in

the pr esent momen t whe ther y ou focus on Òthe nowÓ or not. Nonverbal communic ation is al ways in

motion, as long as y ou are, and is never the same t wic e.

Nonverbal communic ation is irr eversible. I n wri t ten c ommunic ation, y ou can wri te a clarif ication,

corr ection, or r etr action. W hile i t never makes the orig inal sta temen t go comple tel y away, it does

allow for c orr ection. Unlik e wri t ten c ommunic ation, or al communic ation ma y allow Òdo-o versÓ on

the spot: y ou can explain and r estate, hoping to clarif y your poin t. In your experienc e, youÕve likely

said something y ou would g ive anything to tak e back, and youÕve learned the har d way tha t you canÕt.

Oral communic ation, lik e wri t ten c ommunic ation, allo ws for some c orr ection, but i t still doesn Õt

erase the orig inal message or i ts impac t. Nonverbal communic ation tak es it one step fur ther . You

canÕt separate one non verbal action fr om the c ontext o f all the other v erbal and non verbal commu-

nic ation ac ts, and you canÕt take it back.

In a speech, non verbal communic ation is c ontinuous in the sense tha t i t is always occurring, and

because it is so f luid, i t can be hard to de termine wher e one nonverbal message star ts and another

stops. Words can be easily iden tif ied and isola ted, but if y ou tr y to sing le out a speakerÕs gestures,

smile, or stanc e wi thout looking a t ho w the y all come toge ther in c ontext, you may miss the poin t

and dr aw the wr ong conclusion. Y ou need to be c onscious o f this aspe ct o f public spe aking because,

to quote an old sa ying, ÒActions spe ak louder than w ords.Ó This is true in the sense that people o ften

pay mor e at ten tion to y our non verbal expr essions mor e than your w ords. As a result, non verbal

communic ation is a po werful w ay to c ontribute to ( or de tr act fr om) your suc cess in communic ating

your message to the a udienc e.

Answer Key for Facial Recogni tion Ac tivi ty Ð F: Disgusted; E: Annoyed; D: Angry; C: Sad; B: Confused;

A: Joyful

Nonverbal Communication Is Fast

Nonverbal communic ation g ives your thoug hts and f eelings away before you are even aware of what

you are thinking or ho w you feel. People may see and hear mor e than you ever anticipa ted. Your
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nonverbal communic ation includes both in ten tional and unin ten tional messages, but sinc e it all hap-

pens so fast, the unin ten tional ones c an contr adict wha t you kno w you are supposed to say or ho w

you are supposed to r eact.

Nonverbal Communication Can Add to or Replace Verbal Communication

People tend to pa y mor e at ten tion to ho w you say something r ather than wha t you actuall y say. You

communic ate non verball y mor e than you engage in verbal communic ation, and o ften use non verbal

expr essions to add to, or e ven replace, words you mig ht other wise say.

You use a nonverbal gestur e called an illustr ator to c ommunic ate your message ef fectiv ely and r ein-

force your poin t. For example, you mig ht use hand gestur es to indic ate the siz e or shape of an object

to some one. Think about ho w you gestur e when having a phone c onversation, e ven thoug h the

other person c anÕt see you, ther eÕs an impor tant unc onscious elemen t to non verbal communic ation.

Unlik e gestur es, emblems are gestur es that have a specif ic agreed-on me aning, lik e when some one

raises their thumb to indic ate agreement. Man y cultur es have a variety of dif ferent non verbal

emblems.

In addi tion to illustr ators or emblema tic non verbal communic ation, y ou also use regulators . ÒRegula-

tors ar e nonverbal messages which c ontr ol, main tain or disc our age inter action Ó (McLean, 2003). For

example, if some one is telling y ou a message that is confusing or upse t ting, y ou may hold up y our

hand, a commonl y recogniz ed regulator tha t asks the speaker to stop talking.

LetÕs say you are in a meeting pr esenting a speech tha t in tr oduc es your c ompanyÕs latest pr oduc t. I f

your audienc e members nod their he ads in agreement on impor tant poin ts and main tain good e ye

contact, i t is a good sign. N onverball y, they are using r egulators enc our aging you to c ontinue wi th

your pr esentation. I n contr ast, if the y look away, tap their f eet, and beg in dr awing in the mar gins of

their notebook, these ar e regulators suggesting tha t you bet ter think o f a way to r egain their in ter est

or else wr ap up your pr esentation quickl y.

ÒAffect displa ys are nonverbal communic ation tha t expr ess emotions or f eelingsÓ (McLean, 2003). An

affect displa y tha t mig ht accompany holding up y our hand f or silenc e would be to fr own and shak e

your he ad fr om side to side. W hen you and a colleague are at a restaurant, smiling and w aving at

coworkers as they arriv e lets them kno w wher e you are seated and welcomes them.

Principles o f Nonverbal Communic ation | 87



Figure 4.1.Mat thew Ð I Hate Bad Hair Days Ð CC BY-N C-ND 2.0

ÒAdaptors ar e displays of non verbal communic ation tha t help y ou adapt to y our en vir onmen t and

each context, helping y ou feel comf or table and secur eÓ (McLean, 2003). A self-adaptor involves you

meeting y our ne ed for securi ty, by playing wi th y our hair f or example, by adapting some thing about

yourself in w ay for which i t w as not designe d or f or no appar ent purpose. Combing y our hair w ould

be an example o f a purposeful ac tion, unlik e a self-adaptiv e behavior .

An object-adaptor involves the use of an object in a w ay for which i t w as not designe d. You may see

audienc e members tapping their pencils, che wing on them, or pla ying wi th them, while ignoring y ou

and your pr esentation. This is an e xample o f an object-adaptor tha t communic ates a lack of engage-

ment or en thusiasm f or your spe ech.

Inten tional non verbal communic ation c an complemen t, r epeat, r eplace, mask, or contr adict wha t w e

say. When a friend invites you to join them f or a meal, you may say ÒYeahÓ and nod, complemen ting

and repeating the message. You could have simpl y nodde d, effectiv ely replacing the ÒyesÓ with a

nonverbal r esponse. You could also have decided to say no, but did not w ant to hur t your friendÕs

feelings. Shaking your he ad ÒnoÓ while pointing to y our w atch, c ommunic ating w ork and time issues,

may mask your r eal thoug hts or f eelings. Masking in volves the substi tution o f appr opria te non verbal

communic ation f or poten tiall y negativ e nonverbal communic ation y ou may want to displa y (McLean,

2003).

Finally, nonverbal messages that conf lic t wi th verbal communic ation c an confuse the listener . Table

4.1 below summariz es these concepts.
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Table 4.1 Ð Some Nonverbal Expr essions

Term Defini tion

Adaptors Help us feel comf or table or indic ate emotions or moods

Affect Displa ys Express emotions or f eelings

Complemen ting Reinf orcing verbal communic ation

Contr adicting Contr adicting v erbal communic ation

Emblems Nonverbal gestur es that carr y a specif ic meaning, and c an replace or r einf orce words

Illustr ators Reinf orce a verbal message

Masking Substi tuting mor e appropria te displa ys for less appr opria te displa ys

Object-adaptors Using an object f or a purpose other than i ts in tende d design

Regulators Contr ol, encour age or discour age inter action

Repeating Repeating v erbal communic ation

Replacing Replacing v erbal communic ation

Self-adaptors Adapting some thing about y ourself in a w ay for which i t w as not designe d or f or no
apparent purpose

Nonverbal Communication Is Universal

Consider the man y contexts in which in ter action oc curs during y our da y. In the morning, a t w ork,

after w ork, at home, wi th friends, or wi th famil y. Now consider the dif ferences in non verbal commu-

nic ation acr oss these many contexts. When you are at w ork, do you jump up and do wn and say

whatever you want? Why or wh y not? You may not engage in tha t behavior be cause of expectations

at w ork, but the fac t r emains tha t fr om the momen t you wake until y ou sleep, you are surr ounde d by

nonverbal communic ation.

If you had been born in a dif ferent countr y, to dif ferent par ents, and per haps as a member of the

opposite se x, your whole w or ld w ould be qui te dif ferent. Yet non verbal communic ation w ould

remain fair ly consisten t. I t may not look e xactl y the same, or ge t used in exactl y the same w ay, but i t

will still be non verbal wi th all o f i ts many func tions and displa ys.
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Nonverbal Communication Is Confusing and Contextual

Nonverbal communic ation c an be confusing. You need contextual clues to help y ou understand, or

begin to understand, wha t a movement, gestur e (or lack o f gestur es) means. Then you have to f igur e

it all out base d on your prior kno wledge (or lack ther eof ) of the person and hope to ge t i t rig ht. Talk

about a challenge! N onverbal communic ation is e verywher e, and you and everyone else uses it, but

that doesn Õt make it simple or independen t o f when, wher e, why, or how you communic ate.

Nonverbal Communication Can Be Intentional or Unintentional

Suppose you are working as a salesclerk in a r etail stor e, and a customer c ommunic ates frustr ation

to y ou. Will the non verbal aspects of your r esponse be inten tional or unin ten tional? Your job is to be

pleasant and c our teous at all times, y et your wrinkle d eyebrows or wide e yes may have been unin-

ten tional. The y clearly communic ate your nega tiv e feelings at tha t momen t. Restating y our wish to

be help ful and displa ying non verbal gestur es may communic ate Òno big de al,Ó but the stress of the

momen t is still Òwri t tenÓ on your fac e.

Can you tell when pe ople ar e inten tionall y or unin ten tionall y communic ating non verball y? Ask ten

people this question and c ompar e their r esponses. You may be surprise d. It is cle arly a challenge to

understand non verbal communic ation in ac tion. You may assign inten tional motiv es to non verbal

communic ation when in fac t their displa y is unin ten tional, and o ften har d to in terpr et.

Nonverbal Messages Communicate Feelings and Attitudes

Alber t M ehrabian asserts tha t w e rarely communic ate emotional messages thr ough the spok en

word. According to M ehrabian, 93 per cent o f the time w e communic ate our emotions non verball y,

wi th at least 55 percent o f these non verbal cues associated wi th facial gestur es. Vocal cues, body

position and mo vement, and norma tiv e space between speaker and r eceiver can also be clues to

feelings and at ti tudes (M ehrabian, 1972).

Is your f irst emotional r esponse always an accur ate and true r epresentation o f your f eelings and

at ti tudes, or does y our emotional r esponse change acr oss time ? You are changing all the time, and

sometimes a momen t o f frustr ation or a f lash of anger c an signal to the r eceiver a feeling or emotion

that existe d for a momen t, but has sinc e passed. Their r esponse to y our c ommunic ation will be

based on tha t per ception, e ven thoug h you mig ht alr eady be over the issue.
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Nonverbal Communication Is Key in the Speaker/Audience Relationship

When you f irst se e another person, bef ore either o f you says a word, you are already reading non-

verbal signals. Wi thin the f irst f ew seconds you have made judgmen ts about the other base d on wha t

they wear, their ph ysical characteristics, e ven their postur e. Are these judgmen ts accur ate? That is

hard to kno w wi thout c ontext, but i t is cle ar tha t non verbal communic ation af fects f irst impr essions,

for be t ter or w orse.

When a speaker and an audienc e first me et, non verbal communic ation in terms o f space, dress, and

even personal char acteristics c an contribute to assume d expectations. The e xpectations mig ht not

be accur ate or e ven fair , but i t is impor tant to r ecogniz e that the y will be pr esent. Ther e is truth in

the saying, ÒYou never get a second chanc e to mak e a first impr ession.Ó Since first impr essions are

quick and fr agile, your at ten tion to aspe cts you can contr ol, both v erbal and non verbal, will help

contribute to the f irst step o f forming a r elationship wi th y our audienc e. Your eye contact wi th audi-

ence members, use o f space, and degree of formali ty will c ontinue to c ontribute to tha t r elationship.

As a speaker, your non verbal communic ation is par t o f the message and can contribute to, or detr act

fr om, your o verall goals. By being aware of tha t ph ysical communic ation, and pr acticing wi th a liv e

audienc e, you can learn to be mor e aware and in contr ol.

Read the f ollo wing 4-page P DF on how to dr ess for suc cess ÒFirst I mpr essions: A Stud y

of Nonverbal Communic ation Ó(Latha, 2014)

To summariz e, nonverbal communic ation is the pr ocess of conveying a message with-

out the use o f words; it r elates to the d ynamic pr ocess of communic ation, the per cep-

tion pr ocess and listening, and v erbal communic ation.

Nonverbal communic ation is f luid and fast, univ ersal, confusing, and c ontextual. I t can add to or

replace verbal communic ation and c an be inten tional or unin ten tional. N onverbal communic ation

communic ates feelings and at ti tudes, and pe ople tend to belie ve nonverbal messages mor e than ver-

bal ones.
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24. Types of Nonverbal Communication

Now tha t you have learned about the gener al principles tha t appl y to non verbal communic ation,

here are eight t ypes of non verbal communic ation to fur ther understand this challeng ing aspect o f

communic ation:

1. Space

2. Time

3. Physical characteristics

4. Body movements

5. Touch

6. Paralanguage

7. Artifac ts

8. Envir onmen t

Space

When we discuss space in a nonverbal context, w e mean the space

between objects and people. Space is often associated wi th social r ank

and is an impor tant par t o f business communic ation. W ho gets the c or-

ner o ff ice? Why is the he ad of the table impor tant and who ge ts to si t

ther e?

People fr om div erse cultur es may have dif ferent norma tiv e space expectations. I f you are from a

large urban ar ea, having people stand close to y ou may be normal. I f you are from a rur al area or a

cultur e wher e people expect mor e space, someone may be standing Òtoo closeÓ for c omf or t and not

know i t.

Terri tor y is related to c ontr ol. As a way of establishing c ontr ol over your o wn r oom, maybe you

painted it your fa vori te color , or put up posters tha t r epresent your in ter ests or things y ou consider

unique about y ourself. Families or households o ften mar k their spac e by put ting up f ences or walls

around their houses. This sense o f a rig ht to c ontr ol your spac e is implici t in terri tor y. Terri tor y

means the space you claim as your o wn, ar e responsible f or, or are willing to def end.

Among most humans ther e is a basic need for personal spac e, but the norma tiv e expectations f or

92 | Types of Nonverbal Communic ation



space vary greatl y by cultur e. You may perceive that in y our home people sle ep one to e ach bed, but

in man y cultur es people sleep two or mor e to a bed and i t is consider ed normal. I f you were to shar e

that bed, you mig ht f eel unc omf or table, while some one r aised wi th gr oup sleeping norms mig ht f eel

uncomf or table sleeping alone. Fr om wher e you stand in an aer obics class in r elation to others, to

wher e you place your book bag in class, y our personal e xpectations o f space are often at varianc e

wi th others.

Watch the f ollo wing 3 minute vide o fr om CBS with special corr esponden t Taryn Win ter B rill about

personal spac e:

A YouTube element has been excluded from this ver sion of the text. You can view it online her e:

https:/ / ecampusontario .pressbooks.pub/commbuspr ofcdn/?p=312

In the same w ay tha t ther e are cultur al contexts and expectations f or non verbal behavior , public

speaking also happens in c ontexts. In Nor th Americ a, eye contact wi th the a udienc e is expected. Big

movements and gestur es are not gener ally expected and can be distr acting. The spe aker occupies a

space on the Òstage,Ó even if i tÕs in fr ont o f the class. W hen you occupy tha t space, the audienc e will

expect to beha ve in certain w ays. If you talk to the scr een behind y ou while displa ying a PowerPoin t

presentation, the a udienc e may perceive that you are not paying at ten tion to them. S peakers are

expected to pa y at ten tion to, and in ter act wi th, the a udienc e, even if in the f eedback is primaril y

nonverbal. Your mo vements should c oor dinate wi th the tone, r hythm, and c onten t o f your spe ech.
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Pacing back and f or th, k eeping your hands in y our pock ets, or cr ossing your arms ma y communic ate

ner vousness, or even defensiveness, and detr act fr om your message.

Time

Do you kno w wha t time i t is? How aware you are of time v aries by cultur e

and norma tiv e expectations o f adher ence (or ignor ance) of time. Some

people, and the c ommuni ties and cultur es they represent, are very time-

orien ted.

When you give a presentation, does y our audienc e have to w ait f or you?

Time is a r elevant fac tor o f the c ommunic ation pr ocess in your spe ech. The best w ay to sho w your

audienc e respect is to honor the time e xpectation associa ted wi th y our spe ech. Always tr y to stop

speaking bef ore the audienc e stops listening; if the a udienc e perceives that you have Ògone over

time,Ó they will be less willing to listen. This in turn will ha ve a negativ e impact on y our abili ty to

communic ate your message.

Physical Characteristics

You didn Õt choose your genes, your eye color , the natur al color o f your

hair , or your heig ht, but pe ople spend millions e very year tr ying to

change their ph ysical characteristics. Y ou can get color ed contacts; dye

your hair; and if y ou are shor ter than y ouÕd lik e to be, buy shoes to r aise

your sta tur e a couple o f inches. H owever, no mat ter ho w much y ou stoop

to appe ar shor ter , you wonÕt change your heig ht un til time and age gr adually makes itself appar ent.

If you are tall, you mig ht f ind the c orr ect shoe size, pant length, or e ven the length o f mat tr ess a

challenge, but ther e are rewards.

Regardless of your eye or hair c olor , or even how tall y ou are, being comf or table wi th y ourself is an

impor tant par t o f your pr esentation. Ac t natur ally and consider aspe cts of your pr esentation y ou can

contr ol in or der to maximiz e a positiv e image for the a udienc e.
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Body Movements

The stud y of body movements, called kinesics, is k ey to understanding

nonverbal communic ation.

Body movements can complemen t the v erbal message by reinf orcing the

main ide a. For example, you may be pr oviding an orien tation pr esenta-

tion to a customer about a so ftware program. As you say, ÒClick on this

tab,Ó you may also ini tia te tha t action. Your v erbal and non verbal messages reinf orce each other . You

can also reinf orce the message by repeating i t. I f you f irst say, ÒClick on the tab, Ó and then motion

wi th y our hand to the rig ht, indic ating tha t the customer should mo ve the cursor arr ow wi th the

mouse to the tab, y our r epeti tion c an help the listener understand the message.

In addi tion to r epeating y our message, body movements can also regulate conversations. N odding

your he ad to indic ate tha t you are listening ma y encour age the customer to c ontinue asking ques-

tions. H olding y our hand up, palm out, ma y signal them to stop and pr ovide a pause wher e you can

star t to answ er.

Body movements also substi tute or r eplace verbal messages. For example, if the customer mak es a

face of frustr ation while tr ying to use the so ftware program, they may need assistance. If the y push

away fr om the c omputer and separ ate themsel ves physically fr om in ter acting wi th i t, the y may be

extr emely frustr ated. Learning to ga uge feelings and their in tensi ty as expr essed by customers tak es

time and pa tienc e, and your at ten tion to them will impr ove your abili ty to facili tate posi tiv e inter ac-

tions.

Touch

Before giving y our pr esentation, y ou may in ter act wi th pe ople by shaking

hands and making c asual conversation. This in ter action c an help estab-

lish trust bef ore you tak e the stage. Onc e on stage, most pe ople do not

touch a udienc e members ph ysically, but y ou can inter act wi th audienc e

members thr ough visual aids, note c ards, and other obje cts.

Watch the f ollo wing shor t vide o tha t demonstr ates the impor tanc e of handshakes. Bad Business

Handshakes:
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A YouTube element has been excluded from this ver sion of the text. You can view it online her e:

https:/ / ecampusontario .pressbooks.pub/commbuspr ofcdn/?p=312

Paralanguage

Paralanguage is the exception to the def ini tion o f non verbal communic a-

tion. You may recall tha t non verbal communic ation w as defined as Ònot

involving w ordsÓ but paralanguage is a unique f orm o f non verbal commu-

nic ation tha t exists when w e are speaking, using w ords. Paralanguage

involves tone and non verbal aspects of speech tha t inf luenc e meaning,

including ho w loudl y or softl y you are speaking, in tensi ty, pausing, and even silenc e.

Perhaps youÕve also heard of a pregnant pause, a silence between verbal messages that is full o f

meaning. The me aning itself ma y be hard to understand or de cipher , but i t is ther e nonetheless. For

example, your c oworker Jan comes back fr om a sales meeting spe echless. You may ask if the me eting

went all rig ht. ÒWell, ahhÉÓ may be the onl y response you get. The pause speaks volumes. Something

happened, thoug h you may not kno w wha t.

Silenc e or vocal pauses can communic ate hesi tation, indic ate the ne ed to gather thoug ht, or ser ve as
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a sign of r espect. Sometimes w e learn just as much, or e ven mor e, from wha t a person does not sa y

as what the y do say.

Watch the f ollo wing 1 minute vide o. ItÕs Not W hat You Say, ItÕs How You Say It :

A YouTube element has been excluded from this ver sion of the text. You can view it online her e:

https:/ / ecampusontario .pressbooks.pub/commbuspr ofcdn/?p=312

Artifacts

Do you cover your ta t toos when y ou are at w ork? Do you kno w someone

who does? Or per haps you kno w someone who has a ta t too and does not

need to c over i t up on their job ? Expectations v ary a great deal, and body

art or ta t toos may still be c ontr oversial in the w orkplace. In your line o f

work, a tat too mig ht be an impor tant visual aid, or i t mig ht detr act fr om

your ef fectiv eness as a business communic ator . Body pier cings may expr ess individuali ty, but y ou

need to c onsider ho w the y will be in terpr eted by emplo yers and customers.

Artifac ts are forms o f decorativ e ornamen tation tha t ar e chosen to r epresent self -c oncept. The y can

include rings and ta t toos, but ma y also include br and names and logos. From clothes to c ars,
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watches, brief cases, purses, and even eyeglasses, what w e choose to surr ound oursel ves with c om-

munic ates something about our sense o f self. Ar tifac ts may pr oject gender , role or posi tion, class or

status, personali ty, and group membership or af f ilia tion. Paying at ten tion to a customerÕs artifac ts

can give you a sense of the self the y want to c ommunic ate, and may allow you to mor e accur atel y

adapt your message to me et their ne eds.

In this 1 minute, 2 4 second vide o, Adoni I rani, fr om the Univ ersi ty of Toronto, shar es the stor y

behind his ta t toos:

A YouTube element has been excluded from this ver sion of the text. You can view it online her e:

https:/ / ecampusontario .pressbooks.pub/commbuspr ofcdn/?p=312

Environment

Envir onmen t in volves the physical and psycholog ical aspects of the c om-

munic ation c ontext. M ore than the tables and chairs in an o ff ice, envi-

ronmen t is an impor tant par t o f the d ynamic c ommunic ation pr ocess.

The per ception o f oneÕs envir onmen t inf luenc es oneÕs reaction to i t. For

example, Goog le is famous f or i ts work envir onmen t, wi th spaces created

for ph ysical activi ty and even in-house f ood ser vice around the clock. The e xpense is no doubt c on-
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sider able, but Goog leÕs actions spe ak volumes. I n GoogleÕs view, the r esults pr oduc ed in the en vir on-

ment, designe d to facili tate cr eativi ty, inter action, and c ollabor ation, ar e wor th the ef for t.

To summariz e, nonverbal communic ation c an be categoriz ed in to eig ht t ypes: space, time, ph ysical

characteristics, bod y movements, touch, par alanguage, artifac ts, and envir onmen t.
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25. Movement in Your Speech

At some poin t in y our business c areer you will be

called upon to g ive a speech. It may be to an audi-

ence of one on a sales f loor , or to a lar ge audienc e

at a national me eting. You alr eady know you need

to mak e a positiv e first impr ession, but do y ou

know how to use mo vement in y our pr esentation ?

In this se ction w eÕll examine several str ateg ies for

movement and their r elativ e advantages and dis-

advantages.

Customers and a udienc es respond w ell to spe ak-

ers who ar e comf or table wi th themsel ves. Com-

for table doesn Õt mean overconf iden t or c ocky, and

it doesn Õt mean shy or timid. I t means that an audi-

ence is far mor e likely to f orgive the oc casional

Òumm Ó or Òahh,Ó or the nonverbal equivalent o f a misstep, if the spe aker is comf or table wi th them-

selves and their message.

LetÕs start wi th beha viors to a void. W ho would y ou r ather listen to: a spe aker who mo ves conf iden tl y

across the stage or one who hides behind the podium; one who e xpr esses herself nonverball y wi th

purpose and me aning or one who cr osses his arms or clings to the le ctern ?

Audienc es are most lik ely to r espond posi tiv ely to open, d ynamic spe akers who c onvey the f eeling o f

being at ease with their bodies. The se t ting, c ombine d wi th audienc e expectations, will g ive a range

of movement. I f you are speaking at a formal e vent, or if y ou are being covered by a stationar y cam-

era, you may be expected to sta y in one spot. I f the stage allo ws you to e xplor e, closing the distanc e

between yourself and y our audienc e may pr ove effectiv e. Rather than f ocus on a list o f behaviors and

their r elationship to en vir onmen t and c ontext, g ive emphasis to wha t your audienc e expects and

what you yourself w ould f ind mor e engaging inste ad.

The questions ar e, again, what does your audienc e consider appr opria te and wha t do y ou feel com-

for table doing during y our pr esentation ? Since the emphasis is al ways on meeting the ne eds of the

customer , whether i t is an audienc e of one on a sales f loor or a lar ge national ga thering, y ou may

need to str etch outside y our c omf or t zone. On tha t same note, don Õt stretch too far and mo ve your-

self in to the unc omf or table r ange. Finding balanc e is a challenge, but no one e ver said giving a

speech was easy.

Movement is an impor tant aspect o f your spe ech and r equir es planning, the same as the w ords you

choose and the visual aids y ou design. Be natur al, but do not na tur ally shuf f le your f eet, pace back
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and for th, or r ock on y our he els thr ough your en tir e speech. These behaviors distr act your audienc e

fr om your message and can communic ate ner vousness, undermining y our cr edibili ty.

Gestures

Gestur es involve using your arms and hands while c ommunic ating. Gestur es provide a way to chan-

nel your ner vous energy in to a posi tiv e activi ty tha t benef its your spe ech and g ives you something

to do wi th y our hands. For e xample, w atch pe ople in normal, e veryday conversations. The y fr e-

quentl y use their hands to e xpr ess themselves. Do you think the y think about ho w the y use their

hands? Most people do not. Their arm and hand gestur es come natur ally as part o f their e xpr ession,

often r ef lecting wha t the y have learned wi thin their c ommuni ty.

For pr ofessional speakers this is also true, but deliber ate mo vement can reinf orce, repeat, and even

regulate an audienc eÕs response to their v erbal and non verbal messages. You want to c ome acr oss as

comf or table and na tur al, and your use o f your arms and hands c ontributes to y our pr esentation. W e

can easily recogniz e that a well-chosen gestur e can help mak e a point memor able or le ad the audi-

ence to the ne xt poin t.

As professional speakers lead up to a main poin t, the y raise their hand slig htl y, perhaps waist hig h,

often c alled an anticipa tion step . The gestur e clearly shows the audienc e your an ticipa tion o f an

upcoming poin t, serving as a nonverbal f orm o f foreshadowing.

The implemen tation step , which c omes next, in volves using your arms and hands abo ve your w aist.

By holding one hand a t w aist level poin ting out ward, and raising i t up wi th y our palm f orward, as in

the ÒstopÓ gesture, you signal the poin t. The non verbal gestur e complemen ts the spok en word, and

as students of speech have note d across time, audienc es respond to this non verbal r einf orcement.

You then slo wly lower your hand do wn past y our w aistline and a way fr om your bod y, let ting go o f

the gestur e, and signaling y our tr ansition.

The relaxation step , wher e the le t ting go motion c omplemen ts your r esidual message, concludes the

motion.

Watch the f ollo wing 3 minute vide o featuring T oastmasters I nterna tional w or ld champion o f public

speaking Dananjaya Het tiar achchi. U sing Hand Gestur es in Presentations:
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A YouTube element has been excluded from this ver sion of the text. You can view it online her e:

https:/ / ecampusontario .pressbooks.pub/commbuspr ofcdn/?p=314

Facial Gestures

As you pr ogress as a speaker fr om gestur es and movement, you will ne ed to turn y our at ten tion to

facial gestur es and expr essions. Facial gestur es involve using your fac e to displa y feelings and at ti-

tudes non verball y. They may reinf orce, or contr adict, the spok en word, and their impac t cannot be

under estima ted. As in other bod y movements, your facial gestur es should come natur ally, but g iving

them due thoug ht and c onsider ation c an keep you aware of how you are communic ating the non-

verbal message.

Facial gestur es should r ef lect the tone and emotion o f your v erbal communic ation. I f you are using

humor in y our spe ech, you will lik ely smile to c omplemen t the amusemen t expr essed in y our w ords.

Smiling will be much less appr opria te if y our pr esentation in volves a serious subject such as cancer

or c ar acciden ts. Consider ho w you want your audienc e to f eel in r esponse to y our message, and

iden tif y the facial gestur es you can use to pr omote those f eelings. Then pr actic e in fr ont o f a mirr or

so that the gestur es come natur ally.

Eye contact r efers to the spe akerÕs gaze that engages the audienc e members. I t can vary in degr ee
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and length, and in man y cases, is cultur ally inf luenc ed. Both in the spe akerÕs expectations and the

audienc e memberÕs notion o f what is appr opria te will inf luenc e norma tiv e expectations f or eye con-

tact. In some cultur es, ther e are understood beha vior al expectations f or male gaze dir ected to ward

females, and vice versa. In a similar w ay, childr en may have expectations o f when to look their elders

in the e ye, and when to gaz e down. Depending on the cultur e, both ma y be nonverbal signals o f lis-

tening. Understanding y our audienc e is cri tic al when i t comes to non verbal expectations.

When giving a pr esentation, a void looking o ver peopleÕs heads, staring at a poin t on the w all, or le t-

ting y our eyes dart all o ver the plac e. The audienc e will f ind these mannerisms unner ving. They will

not f eel as connected, or r eceptiv e, to your message and you will r educe your ef fectiv eness. Move

your eyes gradually and natur ally across the audienc e, both close to y ou and to ward the back o f the

room. Try to look f or fac es that look in ter ested and engaged in y our message. Do not to f ocus on

only one or t wo audienc e members, as audienc es may respond negativ ely to per ceived favori tism.

Instead, tr y to g ive as much eye contact as possible acr oss the audienc e. Keep it natur al, but g ive it

deliber ate thoug ht.

Watch the f ollo wing 1 minute vide o on the triang le method o f eye contact:

A YouTube element has been excluded from this ver sion of the text. You can view it online her e:

https:/ / ecampusontario .pressbooks.pub/commbuspr ofcdn/?p=314
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In summar y, use movement str ateg ically in your pr esentation, k eep it natur al and consider using

facial gestur es, and natur al eye contact.

104 | Movement in Your Speech



26. Nonverbal Strategies

Nonverbal communic ation is an impor tant aspect o f business communic ation, fr om the c ontext o f

an interpersonal in ter action to a public pr esentation. I t is a dynamic, c omple x, and challeng ing

aspect o f communic ation. You are never done le arning and adapting to y our en vir onmen t and c on-

text, and impr oving your understanding o f non verbal communic ation c omes wi th the terri tor y.

When your audienc e first se es you, the y begin to mak e judgmen ts and pr edic tions about y ou and

your poten tial, just as an emplo yer mig ht do when y ou arriv e for a job in ter view. If you are well

dressed and every crease is ironed, your audienc e may notic e your at ten tion to de tail. W earing je ans

wi th holes, a torn T -shir t, and a cap would send a dif ferent message. Neither st yle of dr ess is ÒgoodÓ

or Òbad, but simply appr opria te or inappr opria te depending on the en vir onmen t and c ontext. Your

skills as an effectiv e business communic ator will be c alled upon when y ou contempla te your appe ar-

ance. As a speaker, your goal is to cr eate common gr ound and r educe the distanc e between the

audienc e and yourself. You want your appe arance to help establish and r einf orce your cr edibili ty.

In or der to be a suc cessful business communic ator , you will ne ed to c ontinuall y learn about non ver-

bal communic ation and i ts impac t on y our in ter actions. Belo w are thr ee ways to examine non verbal

communic ation.

Watch Reactions

Mar ket r esearch is fundamen tal to suc cess in business and industr y. So, too, you will ne ed to do a bi t

of f ield r esearch to obser ve how, when, and why pe ople communic ate the w ay the y do. If you want

to be able to c ommunic ate ef fectiv ely wi th customers, y ou will ne ed to an ticipa te not onl y their

needs, but also ho w the y communic ate. They are far mor e likely to c ommunic ate wi th some one

whom the y perceive as being like them, than wi th a per ceived str anger. From dr ess to mannerisms

and speech pat terns, y ou can learn fr om your audienc e how to be a mor e effectiv e business commu-

nic ator .

Enroll an Observer

Most communic ation in business and industr y involves groups and te ams, even if the in terpersonal

context is a common elemen t. Enr oll a coworker or c olleague in your ef for t to le arn mor e about y our

audienc e, or even yourself. The y can observe your pr esentation and note ar eas you may not ha ve

notic ed tha t could benef it fr om r evision. Perhaps the gestur es you make while spe aking tend to dis-

tr act r ather than enhanc e your pr esentations. You can also record a video of your perf ormanc e and

Nonverbal Str ateg ies | 105



play it f or them, and y ourself, to ge t a sense of how your non verbal communic ation c omplemen ts or

detr acts fr om the deliv ery of your message.

Focus on a Specific Type of Nonverbal Communication

What is the norm f or eye contact wher e you work? Does this change or dif fer based on gender , age,

ethnici ty, cultur al backgr ound, c ontext, envir onmen t? Observation will help y ou learn mor e about

how people communic ate; looking f or tr ends across a specif ic t ype of non verbal communic ation c an

be an effectiv e str ategy. Focus on one behaviour y ou exhibi t on y our vide otape, lik e pacing, body

movements acr oss the stage, hand gestur es as you are making a poin t, or e ye contact wi th the a udi-

ence.

Use nonverbal communic ation to enhanc e your message, watch r eactions and c onsider enr olling an

observer to help y ou become aware of your non verbal habi ts and ho w your audienc e receives non-

verbal messages.
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27. Conclusion

After r eading this chapter , and returning to D havitÕs challenge r elated to non ver-

bal communic ation, ho w mig ht Dhavit adapt his bod y language and facial e xpr es-

sions to ensur e that w orkshop par ticipan ts belie ve he is open to he aring their questions and

concerns?

Additional Learning Activities

1. Watch a tele vision pr ogram wi thout the sound. Can y ou understand the pr ogram? Wri te a

description o f the pr ogram and include wha t you found easy to understand, and wha t pr esented

a challenge, and pr esent i t to the class.

2. Inter view someone fr om a dif ferent cultur e than your o wn (explaining y our purpose cle arly) and

ask them to shar e a specif ic cultur al dif ference in non verbal communic ationÑ for example, a

nonverbal gestur e that is not use d in poli te company.

Check Your Knowledge

An inter active or media element has been excluded from this ver sion of the text. You can view

it online her e:

https:/ / ecampusontario .pressbooks.pub/commbuspr ofcdn/?p=316

An inter active or media element has been excluded from this ver sion of the text. You can view

it online her e:

https:/ / ecampusontario .pressbooks.pub/commbuspr ofcdn/?p=316
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An inter active or media element has been excluded from this ver sion of the text. You can view

it online her e:

https:/ / ecampusontario .pressbooks.pub/commbuspr ofcdn/?p=316

An inter active or media element has been excluded from this ver sion of the text. You can view

it online her e:

https:/ / ecampusontario .pressbooks.pub/commbuspr ofcdn/?p=316

Additional Resources

Visit this si te f or a libr ary of Univ ersi ty of Calif ornia vide otapes on non verbal communic ation pr o-

duced by Dane Archer o f the Univ ersi ty of Calif ornia a t Santa Cruz. ht tp:/ / nonverbal.ucsc.edu

Read ÒSix Ways to I mpr ove Your N onverbal Communic ationsÓ by Vicki Ri t ts, St. Louis Communi ty

College at Florissan t Valley and James R. Stein, Southern Illinois Univ ersi ty, Edwardsville.

ht tp:/ / www.compr ofessor.com/2011/0 2/six -w ays-to-impr ove-y our -non verbal.h tml

Is Òhow you say itÓ really mor e impor tant than wha t you say? Read an article b y communic ations

exper t Dana Bristol-S mi th tha t debunks a popular m yth. ht tp:/ / www.sideroad.com/Public_S peak-

ing/ho w-y ou-sa y-not-mor e-impor tant-wha t-y ou-sa y.html

Glossary

Adaptor s Ð displays of non verbal communic ation tha t help y ou adapt to y our en vir onmen t and each

context, helping y ou feel comf or table and secur e.

Aff ect disp lays Ð nonverbal communic ation tha t expr ess emotions or f eelings, for example smiling

and waiving to c oworkers to w elcome them to an e vent.

Artifacts Ð forms o f decorativ e ornamen tation tha t ar e chosen to r epresent self -c oncept.

Emblems Ð gestures that have a specif ic agreed-on me aning, lik e when some one r aises their thumb

to indic ate agreement.

Envir onmen t Ð involves the physical and psycholog ical aspects of the c ommunic ation c ontext.

Eye contact Ð refers to the spe akerÕs gaze that engages the audienc e members. I t can vary in degr ee

and length, and in man y cases, is cultur ally inf luenc ed.

Facial gestur es Ð involve using your fac e to displa y feelings and at ti tudes non verball y.
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Gestur es Ð involve using your arms and hands while c ommunic ating.

Illustr ator Ð a nonverbal gestur e, such as a hand motion to emphasiz e or illustr ate a poin t youÕre

making.

Kinesics Ð the study of body movements.

Nonverbal comm unica tion Ð the process of conveying a message without the use o f words. It can

include gestur es and facial expr essions, tone o f voice, timing, postur e and wher e you stand as you

communic ate.

Object -adaptor Ð involves the use of an object in a w ay for which i t w as not designe d.

Paralanguage Ð involves tone and non verbal aspects of speech tha t inf luenc e meaning, including

how loudl y or softl y you are speaking, in tensi ty, pausing, and even silenc e.

Space Ð in a nonverbal context, this me ans the space between objects and people.
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PART V

CHAPTER 5: PRESENTATION
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28. Introduction

Chapter 5 Learning Outcomes

1. Label and discuss the thr ee main componen ts of the r hetoric al situation.

2. Identif y and pr ovide examples of at least f ive of the nine basic c ognate str ateg ies in

communic ation.

3. Demonstr ate ho w to build a sample pr esentation b y expanding on the main poin ts you

wish to c onvey.

4. Demonstr ate ho w to use struc tur al par ts of any pr esentation.

5. Identif y how to use dif ferent or ganizing principles f or a pr esentation.

Naiomi has a big pr esentation c oming up f or a poten tial clien t in the paper indus-

tr y. She wants to be c ertain her pr esentation and pi tch f or mar keting ser vices is

built on a sound f oundation o f the curr ent concerns her clien t may face. As you

read this chapter , consider wha t Naiomi mig ht do to win the clien t based on her

presentation de velopmen t.

This chapter will help y ou consider ho w to or ganize the inf orma tion to pr epare for a pr esentation.

While kno wledge on your topic is k ey to an ef fectiv e presentation, do not under estima te the impor-

tanc e of or ganization.

Organization in an y pr esentation is help ful both to y ou and to y our audienc e. They will appr eciate

receiving the inf orma tion pr esented in an or ganized way, and being w ell or ganized will mak e the

presentation much less str essful for you.

A successful pr esentation in volves flexibili ty and or ganization. You kno w your ma terial. You are pre-

pared and follo w an outline. Y ou do not r ead a script or P owerPoin t pr esentation, y ou do not memo-

riz e every single word in or der (thoug h some par ts may be memoriz ed), but y ou also do not mak e it

up as you go along. Your pr esentation is scripte d in the sense tha t i t is comple tel y planne d fr om

star t to f inish, y et every word is not e xplici tl y planne d, allowing f or some spon tanei ty and adapta tion

to the a udienc eÕs needs in the momen t.

Your or ganization plan will ser ve you and your audienc e as a guide, and help you pr esent a mor e

effectiv e speech. Just as ther e is no substi tute f or pr actic e and pr eparation, ther e is no substi tute f or

organization and an outline when y ou need it the most: on stage.
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29. Rhetorical Situation

In the classic al tr adition, the ar t o f public spe aking is called rhetoric; the cir cumstanc es in which y ou

give your spe ech or pr esentation ar e the r hetoric al situation. The a udienc e gives you the spac e and

time as a speaker to fulf ill y our r ole and, hopefull y, their e xpectations. Just as a group mak es a

leader, an audienc e makes a speaker. By looking to y our audienc e, you shif t your at ten tion fr om an

internal f ocus (you) to an external ( them /others ) emphasis. Several of the f irst questions an y audi-

ence member asks himself or herself ar e, ÒWhy should I listen to y ou?Ó ÒWhat does wha t you are say-

ing have to do wi th me ?Ó and ÒHow does this help me ?Ó Generating in ter est in y our spe ech is the

first step as y ou guide per ception thr ough selection, or ganization, and in terpr etation o f conten t and

ways to communic ate your poin t.

The r hetoric al situation in volves thr ee elements: the set o f expectations inher ent in the c ontext,

audienc e, and the purpose o f your pr esentation (K ostelnick & R ober ts, 1998). This means you need to

consider , in essence, the Òwho, what, wher e, when, wh y, and howÓ of your spe ech fr om the a udi-

enceÕs perspectiv e. Figure 5.1 below demonstr ates the thr ee-par t set o f expectations in the r hetori-

cal situation.
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Fig. 5.1 Context, Audienc e, and Purpose. Your pr esentation depends on y our kno wledge of these

thr ee elements of r hetoric .

Context

Your pr esentation is g iven in a space that has connection to the r est of the w or ld. The space youÕre

presenting in, the time o f day, and even the events going on in the w or ld around y ou and your audi-

ence will af fect the de cisions y ou make in pr eparing f or your pr esentation.

Audience

The receiver (i.e., listener or a udienc e) is one of the basic c omponen ts of communic ation. Your audi-
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ence comes to y ou wi th expectations, prior kno wledge, and experienc e. They have a wide r ange of

characteristics lik e social class, gender, age, race and ethnici ty, cultur al backgr ound, and language

that mak e them unique and div erse. What kind o f audienc e will y ou be speaking to ? What do y ou

know about their e xpectations, prior kno wledge or backgr ounds, and ho w the y plan to use y our

inf orma tion ? Giving at ten tion to this aspe ct o f the r hetoric al situation will allo w you to gain insig ht

into ho w to cr aft your message before you pr esent i t.

Purpose

A presentation ma y be designed to inf orm, demonstr ate, persuade, motiv ate, or e ven enter tain . The

purpose o f your spe ech is centr al to i ts forma tion. You should be able to sta te your purpose in one

sentenc e or less, much lik e an effectiv e thesis statemen t in an essay.
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30. Strategies for Success

Given the div erse natur e of audienc es, the comple xity of the c ommunic ation pr ocess, and the

countless options and choic es to make when pr eparing y our pr esentation, y ou may feel over-

whelme d. One effectiv e way to addr ess this is to f ocus on w ays to r each, inter act, or stimula te your

audienc e. Charles Kostelnick and D avid Rober ts outline se veral cognate str ateg ies, or w ays of fr am-

ing, expr essing, and representing a message to an audienc e, in Designing Visual Language: Strategies

for Professional Communicator s (Kostelnick & R ober ts, 1998). The word ÒcognateÓ refers to kno wl-

edge, and these str ateg ies are techniques to impar t kno wledge to y our audienc e. They help answ er

questions lik e ÒDoes the audienc e understand ho w IÕm arr anging m y inf orma tion ?Ó ÒAm I emphasiz-

ing m y key poin ts ef fectiv ely?Ó and ÒHow does my expr ession and r epresentation o f inf orma tion c on-

tribute to a r elationship wi th the a udienc e?Ó They can serve you to be t ter an ticipa te and me et your

audienc eÕs basic needs.

Table 5.1 summarizes the nine c ognate str ateg ies in r elation to Aristotle Õs forms o f r hetoric al proof; i t

also provides areas on which to f ocus your at ten tion as y ou design y our message.

Aristotle Õs Forms of Rhetoric al Proof Cognate Str ateg ies Focus

Pathos

¥ Tone
¥ Emphasis
¥ Engagement

¥ Expression
¥ Relevance
¥ Relationship

Logos

¥ Clari ty
¥ Conciseness
¥ Arr angement

¥ Clear understanding
¥ Key poin ts
¥ Order, hier archy, placement

Ethos

¥ Credibili ty
¥ Expectation
¥ Reference

¥ Character , trust
¥ Norms and an ticipa ted outc omes
¥ Sources and frames of r eference

Aristotle outline d thr ee main f orms o f r hetoric al proof: ethos, logos, and pa thos. Ethos in volves the

speakerÕs character and e xper tise. Logos is the log ic of the spe akerÕs presentationÑsome thing tha t

will be gr eatl y enhanced by a good or ganizational plan. Aristotle discusse d pathos as the use o f emo-

tion as a persuasiv e element in the spe ech (Wisse, J., 1998), or Òthe arousing o f emotions in the a udi-

ence.Ó If you use pathos in a str ateg ic w ay, you are follo wing Aristotle Õs notion o f r hetoric al proof as

the available means of persuasion. I f log ic and exper tise don Õt move the audienc e, a tragic pic tur e

may do so.
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The cognate str ateg ies are in many ways expr essions of these thr ee elements, but b y focusing on

individual char acteristics, c an work to ward being mor e effectiv e in their pr eparation and pr esenta-

tion. Man y of these str ateg ies build on basic ide as of communic ation, such as v erbal and non verbal

delivery. By keeping tha t in mind, y ouÕll be more likely to see the connections and help y ourself or ga-

nize your pr esentation ef fectiv ely.

YouÕll want to c onsider the c ognate str ateg ies and how to addr ess each area to make your spe ech as

effectiv e as possible, given your understanding o f the r hetoric al situation.
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31. The 9 Cognate Strategies

Tone

Your choic e of words, your clothing, y our v oice, body language, the r hythm and c adence of your

speech, the use o f space Ð these all contribute to the tone o f the pr esentation. T one, or the gener al

manner o f expr ession of the message, will c ontribute to the c ontext o f the pr esentation.

Emphasis

As the speaker, you need to c onsider ho w you place emphasisÑstr ess, impor tanc e, or pr omi-

nenceÑon some aspects of your spe ech, and how you lessen the impac t o f others. Emphasis as a

cognate str ategy asks you to c onsider r elevance, and the degr ee to which y our f ocal poin t o f at ten-

tion c ontributes to or de tr acts fr om your spe ech. You will ne ed to c onsider ho w you link ide as

thr ough tr ansitions, ho w you r epeat and r ephr ase, and how you place your poin ts in hier archic al

order to addr ess the str ategy of emphasis in y our pr esentation.
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Engagement

Engagement is the r elationship the spe aker forms wi th the an a udienc e. Engagement str ateg ies can

include e ye contact, mo vement wi thin y our spac e, audienc e participa tion, use o f images and even

the w ords you choose. To develop the r elationship wi th the a udienc e, you will ne ed to c onsider ho w

your w ords, visuals, and other r elevant elemen ts of your spe ech help this r elationship gr ow.

Clarity

ÒClari ty str ateg ies help the r eceiver (audienc e) to decode the message, to understand i t quickl y and

comple tel y, and when ne cessary, to r eact wi thout ambiv alenceÓ (Kostelnick, C. and R ober ts, D., 1998).

Your w ord choic es and visual elemen ts should be chosen c arefull y, and used toge ther appr opria tel y,

to ensur e youÕre conveying the rig ht meaning. In Figur e 5.2 below the image demonstr ates how dif f i-

cult i t can be to see dense graphics in a lar ge presentation se t ting.
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Figure 5.2. Presentation slide wi th too much inf orma tion .

Being Concise

Being concise is par t o f being cle ar Ð it r efers to being brief and dir ect in the visual and v erbal deliv-

ery of your message, and avoiding unne cessary in tric acy. It in volves using as many words as neces-

sary to get your message acr oss, and no mor e. If you onl y have five to seven minutes, ho w will y ou

budget your time ? Being economic al wi th y our time is a pr agmatic appr oach to ensuring tha t your

at ten tion, and the a t ten tion o f your audienc e, is focused on the poin t at hand.
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Arrangement

As the speaker, you will ga ther and pr esent inf orma tion in some f orm. H ow tha t f orm f ollo ws the

func tion o f communic ating y our message in volves strateg ically grouping inf orma tion. ÒArr angement

means order, the or ganization o f visual (and verbal) elemen tsÓ (Kostelnick & R ober ts, 1998) in ways

that allo w the a udienc e to corr ectl y in terpr et the struc tur e, hierarchy, and relationships among

poin ts of focus in y our pr esentation.

Credibility

You will na tur ally develop a relationship wi th y our audienc e, and the ne ed to mak e trust an elemen t

is key to tha t developmen t. The w ord Òcredibili tyÓ comes fr om the w ord Òcredence,Ó or belief. Credi-

bili ty involves your quali ties, capabili ties, or po wer to elici t fr om the a udienc e belief in y our char ac-

ter . Consider persuasiv e str ateg ies that will appe al to your audienc e, build trust, and c onvey your

understanding o f the r hetoric al situation.
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Expectation

Your audienc e, as weÕve addressed pr eviousl y, will ha ve inher ent expectations o f themsel ves and of

you depending on the r hetoric al situation. Expe ctations in volve the o ften unsta ted, eager anticipa-

tion o f the norms, r oles and outc omes of the spe aker and the spe ech.

Reference

No one person kno ws everything all the time a t any given momen t, and no t wo people have experi-

enced lif e in the same w ay. For this r eason, use references carefull y. Reference involves at ten tion to

the sour ce and way you pr esent your inf orma tion. The a udienc e wonÕt expect you to personall y

gather sta tistics and publish a stud y, but the y will e xpect you to sta te wher e you got y our inf orma-

tion.
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32. Purpose and Central Idea Statements

Speeches have tr aditionall y been seen to have one of thr ee broad purposes: to inf orm, to persuade,

and Ñ well, to be honest, dif ferent w ords are used for the thir d kind o f speech purpose: to inspir e, to

amuse, to ple ase, or to en ter tain. These br oad goals are commonl y known as a speechÕs general pur-

pose, since, in gener al, you are tr ying to inf orm, persuade, or en ter tain y our audienc e wi thout

regard to specif ically what the topic will be. P erhaps you could think o f them as appe aling to the

understanding o f the audienc e (informa tiv e), the will or ac tion (persuasive), and the emotion or ple a-

sure.

Now tha t you kno w your gener al purpose ( to inf orm, to persuade, or to en ter tain ), you can star t to

move in the dir ection o f the spe cif ic purpose. A spe cif ic purpose sta temen t builds on y our gener al

purpose ( to inf orm ) and makes it mor e specif ic (as the name suggests). So if your f irst spe ech is an

inf orma tiv e speech, your gener al purpose will be to inf orm y our audienc e about a very specif ic

realm of kno wledge.

In wri ting y our spe cif ic purpose sta temen t, you will tak e thr ee contributing elemen ts (shown in f ig-

ure 5.3) that will c ome toge ther to help y ou determine y our spe cif ic purpose :

¥ You (your in ter ests, your backgr ound, past jobs, e xperienc e, education, major ),

¥ Your audienc e

¥ The context or se t ting.
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Figur e 5.3. You, your audienc e, and your c ontext (Tucker & Barton, 2016)

Putting It Together

Keeping these thr ee inputs in mind, y ou can begin to wri te a specif ic purpose sta temen t , which will

be the f oundation f or everything y ou say in the spe ech and a guide f or wha t you do not sa y. This for-

mula will help y ou in put ting toge ther y our spe cif ic purpose sta temen t:

To _______________ [ Specif ic Communic ation W ord (inf orm, explain, demonstr ate, describe,

def ine, persuade, c onvinc e, prove, argue)] my [Target Audienc e (my classmates, the members o f the

Social Work Club, my coworkers] __________________. [T he Conten t (how to bak e brownies,

that Macs ar e bet ter than PCs ].

Example: The purpose o f my pr esentation is to demonstr ate f or m y coworkers the v alue of inf orme d

inter cultur al communic ation.
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Formulating a Central Idea Statement

While y ou will not ac tuall y say your spe cif ic purpose sta temen t during y our spe ech, you will ne ed to

clearly state wha t your f ocus and main poin ts are going to be. The sta temen t tha t r eveals your main

poin ts is commonl y known as the c entr al idea statemen t (or just the c entr al idea). Just as you would

create a thesis sta temen t f or an essay or r esearch paper , the centr al idea statemen t helps f ocus your

presentation b y def ining y our topic, purpose, dir ection, ang le and/or poin t o f view. Here are two

examples:

Specific Purpose ÐTo explain to m y classmates the ef fects of losing a pe t on the elder ly.

Centr al I dea ÐWhen elder ly persons lose their animal c ompanions, the y can experienc e seri-

ous psycholog ical, emotional, and ph ysical effects.

Specific Purpose ÐTo demonstr ate to m y audienc e the corr ect me thod f or cle aning a computer

keyboard.

Centr al I dea ÐYour c omputer k eyboard needs regular cle aning to func tion w ell, and you can

achieve that in f our easy steps.
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33. Research

The foundational w ay to o ffer suppor t f or the poin ts you make in your spe ech is by pr oviding evi-

dence from other sour ces, which y ou will f ind b y doing r esearch.

You have access to many sources of inf orma tion: books in prin t or ele ctr onic f orma t, in terne t w eb-

pages, journal ar ticles in da tabases, and informa tion fr om dir ect, primar y sources thr ough surveys

and in ter views. With so man y sources, informa tion li ter acy is a vital skill f or business pr ofessionals.

The term ÒresearchÓis a broad one, for which the M erriam-W ebster dic tionar y offers t wo basic def-

ini tions: studious inquir y or examination; espe ciall y: investigation or e xperimen tation aime d at the

discovery and in terpr etation o f facts, revision o f accepted the ories or la ws in the lig ht o f new facts,

or pr actic al applic ation o f such ne w or r evised the ories or la ws. The mor e applic able meaning f or

this chapter is the c ollecting o f inf orma tion about a par ticular subje ct. The f irst def ini tion g iven

refers, appr opria tel y, to primar y research, which depends on primar y sources. The term Òprimar y

sourceÓ means that the ma terial is f irst-hand, or str aight fr om the sour ce, so to speak.

Primar y sour ces: informa tion tha t is f irst-hand or str aight fr om the sour ce; informa tion tha t is

unf ilter ed by in terpr etation or e di ting.

Secondar y sour ces: inf orma tion tha t is not dir ectl y fr om the sour ce; informa tion tha t has been com-

piled, f ilter ed, edi ted, or in terpr eted in some w ay.

Journalists, historians, biolog ists, chemists, psy cholog ists, sociolog ists, and others c onduc t primar y
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research, which is par t o f achieving a doc tor ate in one Õs field and adding to wha t is called Òthe

knowledge base.Ó

For your pr esentations, y ou mig ht use primar y sources as well. LetÕs say you want to do a persuasiv e

presentation to c onvinc e the public to w ear their se atbelts. Some o f the basic inf orma tion y ou mig ht

need to do this is: ho w many people in the class don Õt wear seatbelts r egular ly, and why the y choose

not to.

You could c onduc t primar y research and conduc t a sur vey to de termine if pe ople in y our to wn or

city wear their se atbelts and, if not, wh y not. This w ay, you are get ting inf orma tion dir ectl y fr om a

primar y source. It is possible tha t you will ac cess published primar y sources in your r esearch for

your pr esentation ( and you will def ini tel y do so as you pr ogress in your discipline ). Additionall y, and

mor e commonl y, you will use se condar y sources, which ar e articles, books, and w ebsites tha t ar e

compila tions or in terpr etations o f the primar y sources.

As you pr epare your pr esentations, y our emplo yer or a udienc e may have specif ic r equir ements for

your sour ces. He or she mig ht r equir e a mix of sour ces in dif ferent f orma ts. It is impor tant tha t you

note wher e you found y our inf orma tion in y our pr esentation Ð a pr ocess called ci tation, or r eferenc-

ing.

Whenever possible, seek out orig inal sour ces for the inf orma tion y ou will use Ñ f or example, if y ou

are using statistics about the amoun t o f steel pr oduc ed in Canada per y ear, you would c ollect tha t

inf orma tion fr om Statistics Canada . The next-best option is to f ind sour ces that ar e consider ed

trust wor th y: academic journals, books, w ell-kno wn ne wspapers and magazines, and c ertain or gani-

zations.

College Libr aries Ontario Õs Learning Por tal (ht tps:/ / tlp-lpa.c a/r esearch/ho w-to-r esearch ) has a

compr ehensive guide on ho w to do r esearch, along wi th tips on ho w to e valuate the quali ty of your

sources.
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34. Organizational Models for Presentations

Once youÕve comple ted your r esearch, youÕll begin to c ollect your ma terial in to a series o f main

poin ts by using an or ganizational model. Dif ferent models ar e used for dif ferent t ypes of pr esenta-

tions Ð youÕll need to r efer back to y our Audienc e-Con text-Purpose, as w ell as your purpose sta te-

ment, to de termine which will best sui t your pr esentation.

Chronological Pattern

Chronolog ical always refers to time or der. Since the specif ic purpose is about stages, i t is necessary

to put the f our stages in the rig ht or der. It w ould mak e no sense to put the f our th stage second and

the thir d stage f irst. H owever, chronolog ical time c an be long or shor t. I f you are giving a pr esenta-

tion about the histor y of your c ompany, that may cover years of decades. If your pr esentation is

about a pr oduc t developmen t cycle, i t may onl y a few weeks or mon ths. The c ommonali ty is the

order o f the inf orma tion. Chr onolog ical speeches that r efer to pr ocesses are usually given to pr o-

mote understanding o f a process, or to pr omote ac tion and instruc tion.

Spatial Pattern

Another c ommon thoug ht process is movement in spac e or dir ection, which is c alled the spatial pa t-

tern . With this pa t tern, the inf orma tion is or ganized based on a place or space that the a udienc e can

imagine (or ÒdecodeÓ) easily. A spatial-pa t tern pr esentation mig ht cover the r egional sales results f or

an automotiv e manufac tur er, from the e ast coast to the w est coast of Canada.

Topical Pattern/Parts-of-the-Whole Pattern

The topic al organizational pa t tern is pr obably the most all-purpose pa t tern, use d most o ften in

inf orma tional and persuasiv e presentations. Man y subjects will ha ve main poin ts tha t natur ally

divide in to: Òtypes of,Ó Òkinds of,Ó Òsorts of,Ó or Òcategories o f.Ó Other subjects natur ally divide i nto

Òparts of the whole. Ó However, you will w ant to k eep your c ategories simple, cle ar, distinc t, and at

f ive or f ewer.

Another principle o f or ganization to think about when using topic al organization is ÒclimaxÓ organi-

zation. Tha t means put ting y our str ongest ar gument or most impor tant poin t last when applic able.

This model is use d most o ften in sales pr esentations and pr oposals.
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Cause/Effect Pattern

If the spe cif ic purpose men tions w ords such as Òcauses,Ó Òorig ins,Ó Òroots o f,Ó Òfoundations,Ó Òbasis,Ó

Ògrounds,Ó or Òsource,Ó it is a causal order; if i t men tions w ords such as Òeffects,Ó Òresults,Ó Òoutc omes,Ó

Òconsequences,Ó or Òproduc ts,Ó it is ef fect or der. If i t men tions both, i t w ould o f course be cause/

effect or der.

Problem-Solution Pattern

The pr oblem-solution pa t tern is most o ften used in persuasiv e presentations. The principle behind

problem-solution pa t tern is tha t if y ou explain to an a udienc e a problem, you should not le ave them

hanging wi thout solutions. Pr oblems ar e discussed for understanding and to do some thing about

them. Addi tionall y, when you want to persuade some one to ac t, the f irst r eason is usually tha t some-

thing is wr ong!

A variation o f the pr oblem-solution pa t tern, and one tha t sometimes r equir es more in-depth e xplo-

ration o f an issue, is the Òproblem-c ause-solution Ó pat tern. I n many cases, you canÕt really solve a

problem wi thout f irst iden tif ying wha t caused the pr oblem. This is similar to the or ganizational pa t-

tern c alled Monr oeÕs Motiv ated Sequence (German, Gr onbeck, Ehninger & M onr oe, 2012).
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35. Outlining Your Presentation

YouÕre now r eady to pr epare an outline f or your pr esentation. T o be successful in y our pr esentation,

youÕll need t wo outlines: a pr eparation outline, and a spe aking outline.

Preparation outlines ar e compr ehensive outlines tha t include all o f the inf orma tion in y our pr esen-

tation. Our pr esentation outline will c onsist o f the c onten t o f what the a udienc e will see and hear.

Eventuall y, you will mo ve away fr om this outline as y ou develop your ma terials and pr actic e your

presentation.

Your spe aking outline will c ontain notes to guide y ou, and is usuall y not shar ed wi th y our audienc e.

It will summariz e the full pr eparation outline do wn to mor e usable notes. You should cr eate a set o f

abbreviated notes f or the ac tual deliv ery.

Your or ganizational model will help de termine ho w you will struc tur e your pr eparation outline.

However, most, if not all, o f the or ganization models will align wi th this struc tur e:

1. At ten tion S tatemen t: an engaging or in ter esting sta temen t tha t will c ause your audienc e to si t

up and tak e notic e.

2. Intr oduc tion: se t ting out y our gener al idea statemen t (LINK) and g iving the a udienc e an idea of

what to e xpect.

3. Body: This section c ontains y our r esearch, main poin ts and other r elevant inf orma tion. I t will

follo w your or ganizational pa t tern.

4. Conclusion: rei ter ating y our ide a statemen t, and/or includes a c all-to-ac tion Ñ wha t you want

the audienc e to do or think about f ollo wing y our pr esentation.

5. Residual M essage: this is an optional se ction, but a po werful one. I t is the f inal message you

want the a udienc e to r emember .

You can use your pr esentation outline as a star ting poin t to de veloping y our spe aking outline. I tÕs a

good ide a to make speaking notes to align wi th y our main poin ts and visuals in e ach section.
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UNC Libr aries Presentation P lanning W orksheet

Using Examples and Scenarios

Presenters will o ften use examples and scenarios to help illustr ate the their message. The main dif-

ference between examples and scenarios is tha t while both help Ò showÓ the audienc e what you

mean, an example is the ÒthingÓ itself, while a sc enario w ould include mor e detail about the

sequence or developmen t o f events. Scenarios also tend to be longer and mor e nuanced.

An ÔexampleÕ of a sales target mig ht be: to sell 500 uni ts in 30 da ys. A Ôscenario Õ might be describe d

as: Company A is selling vacuums to the A tlan tic Canada r egion. The y are tr ying to incr ease their

sales, and so have set a tar get o f 500 uni ts in the r egion in 30 da ys, using a sales incentiv e program

for emplo yees and promoting a sale a t loc al stor es.

A Word About Storytelling

Stor ytelling c an be an effectiv e way to c onvey your message to y our audienc e. Stories ar e a funda-

mental par t o f the human e xperienc e, and, if well-told, c an resonate wi th listeners. Some o f the

most inspiring TEDT alks speakers use stor ytelling ef fectiv ely in their pr esentations. You can f ind out

mor e about ho w to inc orpor ate stor ytelling te chniques in to pr esentations fr om the TEDT Alk speak-

ers dir ectl y.

Read the f ollo wing blog post fr om Nayomi Chibana (2015).

ht tp:/ / blog.visme.co/7 -stor ytelling-te chniques-use d-b y-the-most-

inspiring-te d-pr esenters /
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36. Transitions

By now you have identif ied your main poin ts, chosen y our or ganizational pa t tern, ha ve wri t ten y our

outline, and ar e ready to beg in put ting y our pr esentation toge ther . But ho w will y ou connect your

main poin ts toge ther in a r elevant manner , so that your pr esentation appe ars f luid?

Transitions ar e words, phr ases, or visual devices that help the a udienc e follo w the spe akerÕs ideas,

connect the main poin ts to e ach other , and see the r elationships y ouÕve created in the inf orma tion

you are presenting. T ransitions ar e used by the speaker to guide the a udienc e in the pr ogression

fr om one signif icant ide a, concept or poin t to the ne xt issue. The y can also show the r elationship

between the main poin t and the suppor t the spe aker uses to illustr ate, pr ovide examples for, or r ef-

erence outside sour ces. Depending y our purpose, tr ansitions c an serve dif ferent r oles as you help

create the g lue tha t will c onnect your poin ts toge ther in a w ay the audienc e can easily follo w.

Internal summaries : a type of connectiv e tr ansition tha t emphasizes what has come before

and remind the a udienc e of what has been covered. Examples include; a s I have said, as we have

seen, as mentione d earlier , in any event, in other w ords, in shor t, on the whole, ther efore, to sum-

mariz e, as a result, as IÕve note d pr eviousl y, in conclusion.

Internal pr eviews: a type of connectiv e that emphasiz es what is coming up ne xt in the spe ech and

what to e xpect wi th r egard to the c onten t. ÒIf we look ahead to, next w eÕll examine, no w we can

focus our a t ten tion on, f irst w eÕll look at, then w eÕll examineÉÓ etc.

Sign posts: a type of connectiv e tr ansition tha t emphasiz es physical movement thr ough the speech

conten t and le ts the audienc e know exactl y wher e they are: stop and c onsider , we can now addr ess,

next IÕd lik e to explain, turning fr om/to, another , this r eminds me o f, I would lik e to emphasiz e.

Time: focuses on the chr onolog ical aspects of your spe ech or der. Particular ly useful in a spe ech uti-

lizing a stor y, this tr ansition c an illustr ate f or the a udienc e progression of time. Bef ore, earlier ,

imme diatel y, in the me antime, in the past, la tel y, later , meanwhile, no w, presentl y, shortl y, simulta-

neously, since, so far, soon as long as, as soon as, at last, at length, a t tha t time, then, un til, af ter-

ward.

Compar e/Con tr ast: draws a parallel or distinc tion be tween t wo ideas, concepts, or e xamples. It can

indic ate a common or div ergent ar ea between poin ts for the a udienc e. In the same w ay, by the same

tok en, equally, similar ly, just as we have seen, in the same v ein.

Cause and Eff ect or R esul t : illustr ates a relationship be tween t wo ideas, concepts, or e xamples and

may focus on the outc ome or r esult. I t can illustr ate a relationship be tween poin ts for the a udienc e.

As a result, because, consequentl y, for this purpose, ac cording ly, so, then, ther efore, ther eupon,

thus, to this end, f or this r eason, as a result, because, ther efore, consequentl y, as a consequence, and

the outc ome wasÉ
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Examples: illustr ates a connection be tween a poin t and an example or e xamples. You may f ind visual

aids work well wi th this t ype of tr ansition. I n fact, as we can see, after all, e ven, for example, f or

instanc e, of course, specif ically, such as, in the f ollo wing e xample, to illustr ate my poin t.

Place: refers to a loc ation, o ften in a spa tiall y organized speech, of one poin t o f emphasis to another .

Again, visual aids work well when discussing ph ysical location wi th an audienc e. Opposite to, ther e,

to the lef t, to the rig ht, above, below, adjacent to, else wher e, far, farther on, be yond, closer to, her e,

near, nearby, next toÉ

Clarifica tion : A clarif ication tr ansition r estates or fur ther de velops a main ide a or poin t. I t can also

serve as a signal to a key poin t. To clarif y, that is, I me an, in other w ords, to put i t another w ay, that

is to say, to r ephr ase it, in or der to e xplain, this me ansÉ

Concession : indic ates kno wledge of contr ary inf orma tion. I t can address a perception the a udienc e

may hold and allo w for clarif ication. W e can see that while, althoug h it is true tha t, gr anted tha t,

while i t may appear tha t, natur ally, of course, I c an see that, I admi t tha t even thoug hÉ
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37. Conclusion

Returning to N aiomiÕs presentation to her poten tial clien t in the paper

industr y, what have you learned about or ganization and outlines tha t she

mig ht use to win the clien t?

¥ What mig ht be her purpose sta temen t? Centr al Idea Statemen t?

¥ What w ould be an appr opria te pat tern to use, base d on her pr esentation Õs

context-a udienc e-purpose ?

¥ What advice would y ou give her about her outline ?

Check Your Understanding

An inter active or media element has been excluded from this ver sion of the text. You can view

it online her e:

https:/ / ecampusontario .pressbooks.pub/commbuspr ofcdn/?p=363

An inter active or media element has been excluded from this ver sion of the text. You can view

it online her e:

https:/ / ecampusontario .pressbooks.pub/commbuspr ofcdn/?p=363

An inter active or media element has been excluded from this ver sion of the text. You can view

it online her e:

https:/ / ecampusontario .pressbooks.pub/commbuspr ofcdn/?p=363

An inter active or media element has been excluded from this ver sion of the text. You can view

it online her e:

https:/ / ecampusontario .pressbooks.pub/commbuspr ofcdn/?p=363
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Additional Resources

Listen to Le adership spe aker Erin M eyer talk about the dif ference in communic ation st yles in dif fer-

ent socie ties. This pr esentation helps y ou deliv er your message explici tl y thr ough words, rather than

thr ough feelings or assumptions. ht tps:/ / youtu.be /9o YfhTC9lIQ

The commer cial site fr om Inc. magazine pr esents an ar ticle on or ganizing y our spe ech by Patricia

Fripp, f ormer pr esident o f the N ational Speakers Association. ht tp:/ / www.inc.com/ar ticles /2000 /

10/20844.h tml

Read a straightf orward tutorial on spe ech or ganization b y Rober t Gwynne on this Univ ersi ty of Cen-

tr al Florida si te. ht tp:/ / pegasus.cc.ucf.edu/~rbr okaw/or ganizing.h tml

View an eHow vide o on ho w to or ganize a speech. How does the ad vice in this vide o dif fer fr om

organizing ad vice given in this chapter? ht tp:/ / www.ehow.com/vide o_4401082_or ganizing-

speech-par ts.html

Read mor e about ho w to outline a spe ech on this si te fr om John Jay College of Criminal Justic e.

ht tp:/ / www.lib.j jay.cuny.edu/r esearch/outlining.h tml

Learn mor e about ho w to outline a spe ech fr om the Six Minutes public spe aking and pr esentation

skills blog. ht tp:/ / sixminutes.dlugan.c om/2008 /0 2/29 /spe ech-pr eparation- 3-outline-e xamples

Glossary

Arr angement Ð means order, the or ganization o f visual (and verbal) elemen ts.

Clari ty Ð strateg ies that help the r eceiver (audienc e) to decode the message, to understand i t quickl y

and comple tel y.

Concise Ð being brief and dir ect in the visual and v erbal deliv ery of your message.

Credibili ty Ð involves your quali ties, capabili ties, or po wer to elici t fr om the a udienc e belief in y our

character .

Emphasis Ð stress, impor tanc e, or pr ominenc eÑon some aspects of your spe ech.

Engagement Ð the relationship the spe aker forms wi th the an a udienc e.

Expecta tions Ð involve the o ften unsta ted, eager anticipa tion o f the norms, r oles and outc omes of

the speaker and the spe ech.

Reference Ð involves at ten tion to the sour ce and way you pr esent your inf orma tion.

Tone Ð choice of words, your clothing, y our v oice, body language, the r hythm and c adence of your

speech.
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CHAPTER 6: DEVELOPING
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Chapter 6: De veloping Pr esentations | 139





38. Introduction

Chapter 6 Learning Outcomes

1. Identif y the dif ferent me thods o f speech deliv ery.

2. Identif y key elements in pr eparing to deliv er a speech.

3. Understand the benef its of deliv ery-r elated behaviors.

4. Utiliz e specif ic te chniques to enhanc e speech deliv ery.

Abe has spent w eeks doing r esearch and cr afting a str ong, well-pr epared,

researched pr esentation. On the da y she gets in fr ont o f the f inanc e team, she

makes a few mistak es because of ner ves. While she may view i t as a comple te fail-

ure, her audienc e will ha ve got ten a lot o f good inf orma tion, and most lik ely wri t-

ten o ff her mistak es due to ner ves (surely the y would be ner vous in the same

situation!).

AbeÕs colleague, Chris, on the other hand, does almost no pr eparation f or his pr esentation, but, being

charming and c omf or table in fr ont o f a crowd, smiles a lot while pr oviding vir tuall y nothing o f sub-

stance. The audienc e takeaway fr om ChrisÕs speech is, ÒI have no idea what he w as talking aboutÓ and

other f eelings r anging fr om ÒHeÕs good in fr ont o f an audienc eÓ to ÒI donÕt trust him.Ó

As you r ead this chapter , consider str ateg ies that Abe mig ht use to r educe her ner vousness, and

ways that Chris mig ht be bet ter pr epared for his pr esentations.

Many surveys have shown tha t public spe aking is at the top o f the list o f fears for most pe ople Ñ

sometimes, mor e high on the list than de ath. No one is afr aid of wri ting their spe ech or c onduc ting

the r esearch: people gener ally onl y fear the deliv ery aspect o f the spe ech, which, c ompar ed to the

amoun t o f time y ou will put in to wri ting the spe ech (days, hopefull y), will be the shor test par t o f the

speech giving pr ocess (5-8 minutes, gener ally, for classr oom speeches). The irony, of course, is tha t

delivery, being the thing pe ople f ear the most, is simultane ously the aspect o f public spe aking tha t

will r equir e the least amoun t o f time.

Watch this 15 minute TEDtalks vide o: Why People Fear Public Speaking wi th D ave Guin
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A YouTube element has been excluded from this ver sion of the text. You can view it online her e:

https:/ / ecampusontario .pressbooks.pub/commbuspr ofcdn/?p=387

Chapter Preview

¥ The Impor tanc e of Deliv ery

¥ Methods o f Speech Deliv ery

¥ Preparing For Your Deliv ery

¥ Practicing Y our Deliv ery

¥ What to do W hen Deliv ering Your Speech

¥ Conclusion
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39. Methods of Presentation Delivery

The Importance of Delivery

Delivery is what you are probably most c on-

cerned about when i t comes to g iving pr esenta-

tions. This chapter is designe d to help y ou give

the best deliv ery possible and elimina te some o f

the ner vousness you mig ht be f eeling. To do

that, you should f irst dismiss the m yth tha t

public spe aking is just r eading and talking a t the

same time. Speaking in public has mor e formal-

ity than talking. During a spe ech, you should pr esent yourself pr ofessionally. This doesnÕt necessarily

mean you must w ear a suit or Òdress upÓ, but i t does me an making y ourself pr esentable by being w ell

groomed and wearing cle an, appropria te clothes. I t also means being pr epared to use language c or-

rectl y and appr opria tel y for the a udienc e and the topic, to mak e eye contact wi th y our audienc e, and

to look lik e you kno w your topic v ery well.

While speaking has mor e formali ty than talking, i t has less formali ty than r eading. Speaking allo ws

for f lexibili ty, meaning ful pauses, eye contact, small changes in w ord or der, and vocal emphasis.

Reading is a mor e or less exact r eplic ation o f words on paper wi thout the use o f any nonverbal in ter-

pretation. Speaking, as you will r ealize if you think about e xcellent speakers you have seen and

heard, provides a mor e animated message.

Methods of Presentation Delivery

Ther e are four me thods o f deliv ery tha t can help you balance between too much and too li t tle f or-

mali ty when g iving a pr esentation.

Impromptu Speaking

Impr omptu spe aking is the pr esentation o f a shor t message wi thout ad vance preparation. You have

probably done impr omptu spe aking man y times in inf ormal, c onversational se t tings. Self -in tr oduc-

tions in gr oup set tings ar e examples of impr omptu spe aking: ÒHi, my name is Steve, and IÕm an

account manager .Ó Another example o f impr omptu pr esenting oc curs when y ou answer a question

such as, ÒWhat did y ou think o f the r epor t?Ó Your r esponse has not been pr eplanned, and you are
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construc ting y our ar guments and poin ts as you speak. Even worse, you mig ht f ind y ourself going

into a meeting and y our boss says, ÒI want you to talk about the last stage o f the pr oject. . . Ò and you

had no w arning.

The advantage of this kind o f speaking is tha t i tÕs spontaneous and r esponsive in an anima ted group

context. The disad vantage is tha t the spe aker is given li t tle or no time to c ontempla te the c entr al

theme o f his or her message. As a result, the message may be disor ganized and dif f icult f or listeners

to f ollo w.

Here is a step-b y-step guide tha t may be useful if y ou are called upon to g ive an impr omptu pr esen-

tation in public:

1. Take a moment to c ollect your thoug hts and plan the main poin t you want to mak e.

2. Thank the person f or in viting y ou to spe ak. Avoid making c ommen ts about being unpr epared,

called upon a t the last momen t, on the spot, or f eeling une asy.

3. Deliver your message, making y our main poin t as brief ly as you can while still c overing i t ade-

quatel y and at a pace your listeners c an follo w.

4. If you can use a struc tur e, using numbers if possible: ÒTwo main r easons . . .Ó or ÒThr ee parts of

our plan. . .Ó or ÒTwo side ef fects of this drug. . .Ó Timeline structur es are also effectiv e, such as

Òpast, pr esent, and futur e or East Coast, Mid west, and West CoastÓ.

5. Thank the person again f or the oppor tuni ty to speak.

6. Stop talking (i t is easy to Òramble onÓ when you don Õt have something pr epared). If in fr ont o f an

audienc e, donÕt keep talking as y ou mo ve back to y our seat.

Impr omptu pr esentations: the pr esentation o f a shor t message wi thout ad vance preparation .

Impr omptu pr esentations ar e generally most suc cessful when the y are brief and f ocus on a sing le

poin t.

For addi tional ad vice on impr omptu spe aking, watch the f ollo wing 4 minute vide o fr om Toastmas-

ters: Impr omptu Speaking
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A YouTube element has been excluded from this ver sion of the text. You can view it online her e:

https:/ / ecampusontario .pressbooks.pub/commbuspr ofcdn/?p=389

Manuscript Presentations

Manuscript pr esentations are the w ord-f or -w ord iter ation o f a wri t ten message. In a manuscript

presentation, the spe aker main tains their a t ten tion on the prin ted page except when using visual

aids. The advantage of r eading fr om a manuscript is the e xact r epeti tion o f orig inal w ords. In some

cir cumstanc es this can be extr emely impor tant. For example, r eading a statemen t about y our or ga-

nization Õs legal responsibili ties to customers ma y requir e that the orig inal w ords be exact.

A manuscript pr esentation ma y be appr opria te at a mor e formal af fair (lik e a repor t to shar eholders ),

when y our pr esentation must be said e xactl y as wri t ten in or der to c onvey the pr oper emotion or

decorum the si tuation deser ves.

However, ther e are costs in volved in manuscript pr esentations. First, i tÕs typic ally an unin ter esting

way to pr esent. Unless the pr esenter has r ehearsed the r eading as a comple te perf ormanc e ani-

mated wi th vocal expr ession and gestur es, the pr esentation tends to be dull. K eeping one Õs eyes

glued to the script pr events eye contact wi th the a udienc e. For this kind o f Òstr aightÓ manuscript
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presentation to hold a udienc e at ten tion, the a udienc e must be alr eady in ter ested in the message

and pr esenter bef ore the deliv ery begins.

It is w or th noting tha t pr ofessional speakers, actors, ne ws repor ters, and poli ticians o ften r ead fr om

an autocue de vice, commonl y called a telepr ompter , especiall y when appe aring on tele vision, wher e

eye contact wi th the c amera is crucial. Wi th pr actic e, a presenter c an achieve a conversational tone

and give the impr ession of speaking extempor aneously and main taining e ye contact while using an

autocue de vice. However, success in this me dium depends on t wo factors: (1) the pr esenter is

already an accomplishe d public spe aker who has le arned to use a conversational tone while deliv er-

ing a pr epared script, and (2) the pr esentation is wri t ten in a st yle tha t sounds c onversational and in

spoken rather than wri t ten, edi ted English.

Extemporaneous Presentations

Extempor aneous pr esentations are carefull y planne d and r ehearsed pr esentations, deliv ered in a

conversational manner using brief notes . By using notes r ather than a full manuscript, the e xtempo-

raneous pr esenter c an establish and main tain e ye contact wi th the a udienc e and assess how well

they are understanding the pr esentation as i t pr ogresses. Without all the w ords on the page to r ead,

you have lit tle choic e but to look up and mak e eye contact wi th y our audienc e.

Watch the f ollo wing 10 minute vide o of a champion spe aker pr esenting his e xtempor aneous speech:

2017 International Extempor aneous Speaking National Champion Ñ Connor R othschild Speech
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A YouTube element has been excluded from this ver sion of the text. You can view it online her e:

https:/ / ecampusontario .pressbooks.pub/commbuspr ofcdn/?p=389

Presenting e xtempor aneously has some advantages. It pr omotes the lik elihood tha t you, the spe aker,

will be per ceived as knowledgeable and cr edible sinc e you kno w the spe ech well enough tha t you

donÕt need to r ead it. In addi tion, y our audienc e is likely to pay bet ter a t ten tion to the message

because it is engag ing both v erball y and non verball y. It also allo ws f lexibili ty; you are working fr om

the str ong foundation o f an outline, but if y ou need to dele te, add, or r ephr ase something a t the last

minute or to adapt to y our audienc e, you can do so.

The disadvantage of extempor aneous pr esentations is tha t i t in some c ases it does not allo w for the

verbal and the non verbal pr eparation tha t ar e almost always requir ed for a good speech.

Adequate pr eparation c annot be achie ved the da y before youÕre scheduled to pr esent, so be aware

that if y ou want to pr esent a cr edibl y deliv ered speech, you will ne ed to pr actic e many times.

Because extempor aneous pr esenting is the st yle used in the gr eat majori ty of business pr esentation

situations, most o f the inf orma tion in the subse quent sections o f this chapter is tar geted to ward this

kind o f speaking.
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Memorized Speaking

Memoriz ed speaking is the r ecitation o f a wri t ten message tha t the spe aker has commi t ted to mem-

or y. Actors , of course, r ecite fr om memor y whene ver the y perf orm fr om a script in a stage pla y, tele-

vision pr ogram, or mo vie scene. When i t comes to speeches, memoriza tion c an be useful when the

message needs to be exact and the spe aker doesnÕt want to be c onf ined by notes.

The advantage to memoriza tion is tha t i t enables the spe aker to main tain e ye contact wi th the a udi-

ence thr oughout the spe ech. Being fr ee of notes me ans that you can move freely around the stage

and use your hands to mak e gestur es. If your spe ech uses visual aids, this fr eedom is even mor e of

an advantage. However, ther e are some real and poten tial c osts.

First, unless y ou also plan and memoriz e every vocal cue (the subtle but me aning ful variations in

speech deliv ery, which c an include the use o f pi tch, tone, v olume, and pac e), gesture, and facial

expr ession, your pr esentation will be f lat and unin ter esting, and e ven the most fascina ting topic will

suffer. Second, if y ou lose your plac e and star t tr ying to ad lib, the c ontr ast in your st yle of deliv ery

will aler t your audienc e that something is wr ong. More frig htening ly, if you go comple tel y blank dur-

ing the pr esentation, i t will be e xtr emely dif f icult to f ind y our plac e and keep going. Obviousl y,

memorizing a t ypic al seven-minute pr esentation tak es a great deal of time and ef for t, and if y ou

arenÕt used to memorizing, i t is very dif f icult to pull o ff. Realistic ally, you pr obably will not ha ve the

time ne cessary to g ive a comple tel y memoriz ed speech. However, if you pr actic e adequatel y, your

approach will still f eel lik e you are being extempor aneous.
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40. Preparing For Your Delivery

Your audienc es, circumstanc es, and physical contexts f or pr esenting will v ary, but will arise r egular ly

in any business envir onmen t. Being pr epared to de al wi th dif ferent pr esenting si tuations will help

reduce anxiety you may have about g iving a speech, so letÕs look at some c ommon fac tors y ou need

to k eep in mind as y ou pr epare for a t ypic al business pr esentation.

Using Lecterns : Lecterns add f ormali ty to the pr esentation si tuation, but i t can be tempting to hide

behind i t. Use it to hold y our notes onl y. This will enhanc e your eye contact as well as free up your

hands for gesturing, and g ive the appearance of conf idenc e.

Lar ge spaces: audi toriums or other lar ge spaces can be intimida ting. Pr eparation and pr actic e will

prevent poor perf ormanc e; a rehearsal, if available, can also ease nerves. Slowing y our spe ech to

allow for echo, and adjust visual aids so the y can be seen by those in the back o f the hall.

Small spaces: these are usually easier to manage f or pr esenters, but use note c ards and visual aids

carefull y, as your audienc e will be able to se e everything. I deally, arriv e early to set up y our pr esen-

tation ma terial to pr event fumbling and dela ys.

Outdoor s: Noise (cars, wind), inse cts, weather , sunshine and other en vir onmen tal fac tors ma y be

hard to c ontr ol. Do your best to pr oject your v oice wi thout y elling, and choose loc ations tha t ar e

quiet and shelter ed, if possible.

Using a M icr ophone : you can avoid dif f iculties wi th micr ophones b y doing a r ehearsal or test ahe ad

of time. Ensur e you enuncia te cle arly and give a few inches be tween your fac e and the micr ophone.

Small A udience S ize: A small audienc e will allo w for gr eater c ontact, but ma y invite in terruptions.

Deal wi th an y questions poli tel y and say youÕll try to answ er tha t question a t the end o f the pr esen-

tation. Or , set the agenda a t the beg inning so tha t the a udienc e knows ther e will be a question and

answer period a t the end.

The follo wing w eb pages provide some addi tional c oncepts and str ateg ies

for pr esentations:

Five Presentation Mistak es Everyone Makes

The Ten Most Common Pr esentation Mistak es

8 Tips on Giving Pr esentations Lik e a Pro
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41. Practising Your Delivery

Ther e is no foolpr oof r ecipe f or good deliv ery. You are a unique person, and y ou embod y dif ferent

experienc es and inter ests fr om others. This me ans you have an approach, or a st yle, that is ef fectiv e

for you. It also means that your c oncern about wha t others think o f you can cause anxiety, even dur-

ing the most c arefull y researched and in ter esting pr esentation. B ut ther e are some techniques y ou

can use to minimiz e that anxious f eeling and put y ourself in the best possible posi tion to suc ceed on

presentation da y. You need to pr epare for your pr esentation in as r ealistic a simula tion as possible.

What f ollo ws are some general tips y ou should k eep in mind, but the y all essentiall y deriv e from one

very str aight-f orward pr emise: Practic e your pr esentation bef orehand, at home or else wher e, the

way you will g ive it in person.

Practice Your Presentation Out Loud

Practic e allows you to le arn wha t to say, when and ho w to say it, but i t also le ts you kno w wher e

poten tial pr oblems lie. Since you will be spe aking wi th a normal v olume f or your pr esentation, y ou

need to pr actic e that w ay, even at home. This help y ou learn the pr esentation, but i t will help iden-

tif y any places where you tend to mispr onounc e words. Also, sentenc es on paper do not al ways

tr anslate w ell to the spok en medium. Pr acticing out loud allo ws you to ac tuall y hear wher e you have

tr ouble and f ix i t bef ore get ting up in fr ont o f the audienc e.

Practice Your Presentation Standing Up

Since you will be standing f or your pr esentation (in all lik elihood), y ou need to pr actic e that w ay. As

we mention in mor e detail belo w, the default posi tion f or deliv ering a pr esentation is wi th y our f eet

shoulder -wid th apar t and y our kne es slightl y bent. Practising this w ay will help de velop muscle

memor y and will mak e it f eel mor e natur al when y ou are doing i t f or r eal.

Practice Your Presentation with an Audience

The best w ay to pr epare for the f eeling o f having someone watch y ou while g iving a pr esentation is

to have someone watch y ou while y ou pr actic e. Ask your c olleagues, friends, famil y, or signif icant

other to listen to y ou while running thr ough what you will sa y. Not onl y will y ou get pr actic e in fr ont

of an audienc e, but the y may be able to tell y ou about an y par ts tha t w ere unclear or pr oblems you

mig ht enc ounter when deliv ering i t on the da y. During pr actic e, it may help to pick out some str ate-
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gically placed objects around the r oom to oc casionally glance at just to ge t in to the habi t o f looking

around mor e often and making e ye contact wi th multiple pe ople in y our audienc e.

Practice Your Presentation for Time

YouÕll likely have a time limi t f or pr esentation. As a rule o f thumb, plan to ha ve a 60-second ÒbufferÓ

at the end o f your pr esentation, in c ase something goes wr ong. For example, if y our pr esentation is

set f or 10 minutes, plan f or nine minutes. Should y ou rush thr ough or end e arly, make sure you can

add mor e detail to the end o f your pr esentation if ne eded. With all o f this in mind, pr actising a t least

thr ee times at home will ensur e your pr esentation is pr oper ly time d.

Practice Your Presentation by Filming Yourself

Ther e is nothing tha t gets you to change wha t youÕre doing or c orr ect a pr oblem quick er than se eing

yourself doing some thing y ou don Õt like on video. By watching y ourself, y ou will notic e all the small

things y ou do tha t mig ht pr ove to be distr acting during the ac tual pr esentation.

It is impor tant enoug h tha t i t deser ves reiter ating: Practic e your spe ech beforehand, at home or

elsewher e, the way you will g ive it on the sche duled day.

Practising Your Deliv ery | 151



42. What to Do When Delivering Your
Speech

The in terpla y between the v erbal and non verbal componen ts of your spe ech can either bring the

message vividly to lif e or confuse or bor e the audienc e. Therefore, it is best tha t you nei ther o ver-

dramatiz e your spe ech deliv ery behaviors nor do wnpla y them. This is a balanc e achieved thr ough

rehearsal, trial and err or, and experienc e. One way to think o f this is in terms o f the Goldilocks par a-

digm: you don Õt want to o verdo the deliv ery because you mig ht distr act your audienc e by looking

hyper or o verly animated. Conversely, someone whose deliv ery is too understa ted (meaning the y

donÕt move their hands or f eet at all) looks unna tur al and unc omf or table, which c an also distr act.

Just like Goldilocks, y ou want a deliv ery tha t is Òjust rightÓ. This middle gr ound be tween too much

and too li t tle is a much mor e natur al approach to public spe aking deliv ery, which will be c overed in

mor e detail in the f ollo wing sections wher e we discuss aspects of your deliv ery and wha t you need

to think about while ac tuall y giving y our spe ech.

Watch the f ollo wing 10 minute vide o: Use Body Language to Rock Your Next Presentation
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A YouTube element has been excluded from this ver sion of the text. You can view it online her e:

https:/ / ecampusontario .pressbooks.pub/commbuspr ofcdn/?p=395

Hands: Use your hands as natur ally as you would in normal c onversation. T ry to pay at ten tion to

what you do wi th y our hands in r egular c onversations and inc orpor ate tha t in to y our deliv ery. If

youÕre not c omf or table wi th tha t, r est them on the le ctern or f old them in fr ont o f your bod y.

Feet: stand shoulder -wid th apar t, keeping your kne es slightl y bent. I f you are comf or table, tr y walk-

ing ar ound a bi t if spac e allows and i t appears natur al in pr actic e. Avoid shif ting fr om foot-to-f oot,

or bouncing ner vously.

Objects: bring onl y what you need to g ive your pr esentation. An ything else will be a distr action. T urn

off any personal de vices (cell phones, table ts) so ther e are no in terruptions.

Clothing: dress professionally, based on the cultur e of your or ganization. A void jewelr y tha t could

make noise, uncomf or table shoes or an y item tha t hangs fr om you. Tie back long hair so y ou are not

tempte d to touch or mo ve it.

Eye Contact: Eye contact is an extr emely impor tant elemen t o f your deliv ery. The general rule o f

thumb is to aim f or 80 per cent o f your total spe ech time be spen t making e ye contact wi th y our

audienc e (Lucas, 2015, p. 250).

Watch the f ollo wing vide os for addi tional visual ad vice:

5 minute vide o: How to M ake Eye Contact When Presenting
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A YouTube element has been excluded from this ver sion of the text. You can view it online her e:

https:/ / ecampusontario .pressbooks.pub/commbuspr ofcdn/?p=395

8 minute vide o: Video For Practicing Ey e Contact Ð FOUR Difficulty Levels
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A YouTube element has been excluded from this ver sion of the text. You can view it online her e:

https:/ / ecampusontario .pressbooks.pub/commbuspr ofcdn/?p=395

Volume: The volume y ou use should f it the siz e of the audienc e and the r oom.

Rate: How quickl y or slo wly you say the w ords of your spe ech is the r ate. You especiall y will w ant to

main tain a good, deliber ate r ate at the beg inning o f your spe ech because your audienc e will be ge t-

ting use d to y our v oice.

Vocalized P auses: Everyone uses vocalized pauses to some degr ee, but not e veryoneÕs are problem-

atic. This ob viousl y becomes an issue when the v ocalized pauses become distr acting due to their

overuse. Identif y your o wn c ommon v ocalized pauses and tr y to c atch y ourself to beg in the pr ocess

of r educing y our dependenc e on them.

The i tems liste d above represent the major deliv ery issues you will w ant to be a ware of when g iving

a speech, but i t is by no means an exhaustiv e list.

Ther e is however, one f inal piec e of deliv ery advice. No mat ter ho w har d you pr actic e and how dili-

gent you are in pr eparing f or your pr esentation, y ou are most lik ely going to mess up some aspe ct at

some poin t. ThatÕs normal. Everyone does i t. The key is to not mak e a big deal about i t or le t the

audienc e know you messed up. Odds are that the y will ne ver even realize your mistak e if you don Õt

tell them ther e was a mistake.
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43. Conclusion

Good deliv ery is meant to a ugment your pr esentation and help c onvey your inf orma tion to the a udi-

ence. Anything tha t poten tiall y distr acts your audienc e means that f ewer people will be inf orme d,

persuaded, or en ter taine d by what you have said. Practicing y our pr esentation in an en vir onmen t

that closel y resembles the ac tual si tuation tha t you will be spe aking in will be t ter pr epare you for

what to do and ho w to deliv er your spe ech when i t r eally counts.

Returning to Abe Õs stor y, wher e she felt w ell-pr epared but be came ner-

vous in the momen t o f her pr esentation, wha t did y ou learn in this chap-

ter tha t mig ht be useful f or her ( or f or yourself ) related to last minute

ner ves? What about Abe Õs colleague Chris. He was very unpr epared for his

presentation. W hat have you learned in this chapter about pr eparation ?

Something to Think About

Most people strugg le wi th at least one aspect o f deliv ery: voice, postur e, eye contact, distr acting

movement, vocalized pauses, etc. W hat do y ou strugg le wi th? Based on this chapter and wha t you

have already experienc ed in class, wha t is your biggest tak eaway about impr oving deliv ery?

Check your Understanding

An inter active or media element has been excluded from this ver sion of the text. You can view

it online her e:

https:/ / ecampusontario .pressbooks.pub/commbuspr ofcdn/?p=397

An inter active or media element has been excluded from this ver sion of the text. You can view

it online her e:

https:/ / ecampusontario .pressbooks.pub/commbuspr ofcdn/?p=397
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An inter active or media element has been excluded from this ver sion of the text. You can view

it online her e:

https:/ / ecampusontario .pressbooks.pub/commbuspr ofcdn/?p=397

An inter active or media element has been excluded from this ver sion of the text. You can view

it online her e:

https:/ / ecampusontario .pressbooks.pub/commbuspr ofcdn/?p=397

An inter active or media element has been excluded from this ver sion of the text. You can view

it online her e:

https:/ / ecampusontario .pressbooks.pub/commbuspr ofcdn/?p=397

Additional Resources

Duar te, N. (2011). The secret struc tur e of great talks [ Video]. Retrie ved fr om ht tps:/ / www.ted.com/

talks/ nancy_duar te_the_se cret_struc tur e_o f_gr eat_talks [i]

Chapter Glossary

Extem por aneous pr esentations Ð carefull y planne d and r ehearsed pr esentations, deliv ered in a

conversational manner using brief notes.

Goldilocks par adigm Ð you don Õt want to o verdo (or understa te) the deliv ery of your pr esentation

because you mig ht distr act your audienc e by looking h yper or o verly animated.

Impr omptu pr esentation Ð the presentation o f a shor t message wi thout ad vance preparation.

Impr omptu speaking Ð the presentation o f a shor t message wi thout ad vance preparation.

Manuscript pr esentations Ð the word-f or -w ord iter ation o f a wri t ten message.

Memorized speaking Ð the recitation o f a wri t ten message tha t the spe aker has commi t ted to mem-

or y.

Rate Ð how quickl y or slo wly you say the w ords of your spe ech.
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Chapter References

Tucker, B., & Barton, K. (2016). Exploring public speaking: 2nd r evision. Retrie ved

fr om ht tp:/ / oer.galileo.usg.edu/c ommunic ation-te xtbooks / 1
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PART VII

CHAPTER 7: PRESENTATIONS TO
INFORM
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44. Introduction

Chapter 7 Learning Outcomes

1. Describe the func tions o f the spe ech to inf orm.

2. Provide examples of four main t ypes of speech to inf orm.

3. Articula te and demonstr ate an audienc e-c enter ed perspe ctiv e.

4. Provide and demonstr ate examples of ways to facili tate activ e listening.

5. Discuss and pr ovide examples of ways to inc orpor ate ethics in a spe ech.

Dhavit is passionate about the en vir onmen t and is planning on using his kno wledge

to de velop a speech to help mak e his colleagues more aware of the impac t people

are having on the w or ld in terms o f pollution. As y ou r ead thr ough this chapter ,

consider ho w Dhavit mig ht adapt his planning and deliv ery to te ach and inf orm his

colleagues.

Stor ytelling is a basic par t o f human c ommunic ation. Wi th each stor y you were sharing inf orma tion,

but is sharing the same as inf orming ?

At some poin t in y our business c areer you will be c alled upon to te ach someone something. I t may

be a customer , coworker, or super visor , and in each case you are perf orming an inf orma tiv e speech.

It is distinc t fr om a sales speech, or persuasiv e speech, in tha t your goal is to c ommunic ate the

inf orma tion so tha t your listener understands. The inf orma tiv e speech is one perf ormanc e youÕll give

many times acr oss your c areer, whether y our audienc e is one person, a small gr oup, or a lar ge audi-

torium full o f listeners. Onc e you master the ar t o f the inf orma tiv e speech, you may mix and ma tch i t

wi th other st yles and techniques.

Watch the f ollo wing 2 min ute video fr om Commander Chris H adfield: How Astr onauts Wash Their

Hands in Space
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A YouTube element has been excluded from this ver sion of the text. You can view it online her e:

https:/ / ecampusontario .pressbooks.pub/commbuspr ofcdn/?p=416

Chapter Preview

¥ Functions o f the Pr esentation to I nform

¥ Types of Presentations to I nform

¥ Adapting Your Pr esentation to T each

¥ Preparing to P erf orm

¥ Creating an I nforma tiv e Presentation

¥ Conclusion
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45. Functions of the Presentation to Inform

Informa tiv e presentations f ocus on helping the a udienc e to understand a topic, issue, or te chnique

mor e clearly. There are distinc t func tions inher ent in a speech to inf orm, and y ou may choose to use

one or mor e of these func tions in y our spe ech. LetÕs take a look at the func tions and se e how the y

relate to the c entr al objectiv e of facili tating a udienc e understanding.

Share

ÒSpeechÒby Schill is shar ed under a CC BY license

The basic def ini tion o f communic ation hig hlig hts the pr ocess of understanding and sharing me an-

ing. An inf orma tiv e speech follo ws this def ini tion when a spe aker shares conten t and inf orma tion

wi th an audienc e. As part o f a speech, you wouldn Õt typic ally be asking the a udienc e to r espond or

solve a problem. I nstead youÕd be offering to shar e wi th the a udienc e some of the inf orma tion y ou

have gather ed related to a topic.

Increase Understanding

How well does your audienc e grasp the inf orma tion ? This should be a guiding question to y ou on

two levels. The f irst in volves what the y already knowÑor don Õt knowÑabout y our topic, and wha t key

terms or ide as might be necessary for some one comple tel y unfamiliar wi th y our topic to gr asp the

ideas you are presenting. The se cond in volves your pr esentation and the illustr ation o f ideas. The

audienc e will r espond to y our at ten tion sta temen t and hopefull y main tain in ter est, but ho w will y ou
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take your spe ech beyond superf icial c overage of conten t and ef fectiv ely communic ate key relation-

ships tha t incr ease understanding ? These questions should ser ve as a challenge for your inf orma tiv e

speech, and by looking a t your spe ech fr om an audienc e-orien ted perspe ctiv e, you will incr ease your

abili ty to incr ease the audienc eÕs understanding.

Change Perceptions

How you per ceive something has e verything to do wi th a r ange of factors tha t ar e unique to y ou. We

all want to mak e sense of our w or ld, share our experienc es, and learn tha t man y people face the

same challenges we do. For instanc e, many people per ceive the pr ocess of speaking in public as a

signif icant challenge, and in this te xt, w e have broken down the pr ocess into several manageable

steps. In so doing, w e have to some degr ee changed your per ception o f public spe aking.

When you pr esent your spe ech to inf orm, y ou may want to change the a udienc e memberÕs percep-

tions o f your topic. Y ou may pr esent an inf orma tiv e speech on air pollution and w ant to change

common per ceptions such as the ide a that most o f Nor th Americ aÕs air pollution c omes fr om priv ate

cars. You wonÕt be asking people to go out and v ote, or change their choic e of automobiles, but y ou

will help y our audienc e change their per ceptions o f your topic.

Gain Skills

Just as you want to incr ease the audienc eÕs understanding, y ou may want to help the a udienc e mem-

bers gain skills. I f you are presenting a speech on ho w to mak e a meal fr om fr esh ingr edien ts, your

audienc e may thank y ou for not onl y the kno wledge of the k ey ingr edien ts and their pr eparation but

also the pr oduc t available at the c onclusion. I f your audienc e members have never made their o wn

meal, they may gain a new skill fr om your spe ech.

Exposition versus Interpretation

When you share informa tion inf ormall y, you often pr ovide your o wn perspe ctiv e and at ti tude f or

your o wn r easons. The speech to inf orm the a udienc e on a topic, ide a, or area of conten t is not

intende d to be a displa y of at ti tude and opinion.

The speech to inf orm is lik e the classr oom set ting in tha t the goal is to inf orm, not to persuade,

enter tain, displa y at ti tude, or cr eate comedy. If you have analyzed your audienc e, youÕll be bet ter

prepared to de velop appr opria te w ays to gain their a t ten tion and inf orm them on y our topic. Y ou

want to c ommunic ate thoug hts, ideas, and relationships and allo w each listener spe cif ically, and the
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audienc e generally, to dr aw their o wn c onclusions. The spe ech to inf orm is all about sharing inf or-

mation to me et the a udienc eÕs needs, not y our o wn.

Exposition

This r elationship be tween inf orming as oppose d to persuading y our audienc e is often expr essed in

terms o f exposi tion v ersus in terpr etation.

Exposition me ans a public exhibi tion or displa y, often expr essing a comple x topic in a w ay tha t

makes the r elationships and c onten t cle ar. The goal is to c ommunic ate the topic and c onten t to y our

audienc e in ways that illustr ate, explain, and r einf orce the overall conten t to mak e your topic mor e

accessible to the a udienc e. The audienc e wants to le arn about y our topic and ma y have some knowl-

edge on i t as you do. I t is your r esponsibili ty to c onsider w ays to displa y the inf orma tion ef fectiv ely.

Interpretation and Bias

Interpr etation in volves adapting the inf orma tion to c ommunic ate a message, perspectiv e, or agenda.

Your insig hts and at ti tudes will guide y our selection o f material, wha t you focus on, and wha t you

delete (choosing wha t not to pr esent to the a udienc e). Your in terpr etation will in volve personal bias.

Bias is an unr easoned or not-w ell-thoug ht-out judgmen t. Bias involves beliefs or ide as held on the

basis of conviction r ather than curr ent evidenc e. Beliefs are often c alled Òhabits of the mindÓ

because we come to r ely on them to mak e decisions. W hich is the be t ter , cheapest, most e xpensive,

or the middle-pric ed pr oduc t? People o ften choose the middle-pric ed pr oduc t and use the belief Òif

it costs mor e it must be be t terÓ (and the opposi te: Òif it is che ap it must not be v ery goodÓ). The mid-

dle-pric ed item, r egardless of actual pric e, is often per ceived as Ògood enoug h.Ó All these perceptions

are based on beliefs, and the y may not appl y to the g iven decision or e ven be based on any evidenc e

or r ational thinking.

We take mental shor tcuts all da y long, but in our spe ech to inf orm, w e have to be careful not to r ein-

force bias.

Point of View

Clearly no one c an be comple tel y objectiv e and remove themsel ves from their o wn per ceptual

process. People expr ess themselves and natur ally relate wha t is happening no w to wha t has hap-

pened to them in the past. Y ou are your o wn ar tist, but y ou also contr ol your cr eations.

Objectivi ty involves expr essions and per ceptions o f facts tha t ar e free from distor tion b y your pr eju-
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dices, bias, feelings or in terpr etations. For e xample, is the post o ff ice box blue? An objectiv e

response would be y es or no, but a subje ctiv e response mig ht sound lik e ÒWell, i tÕs not r eally blue as

much as i t is navy, even a bit o f purple. Ó Subjectivi ty involves expr essions or per ceptions tha t ar e

modif ied, alter ed, or impac ted by your personal bias, e xperienc es, and background. I n an inf orma-

tiv e speech, your audienc e will e xpect you to pr esent the inf orma tion in a r elativ ely objectiv e form.

The speech should me et the a udienc eÕs need as they learn about the c onten t, not y our f eelings, at ti-

tudes, or c ommen tar y on the c onten t.

Here are five suggestions to help y ou pr esent a neutr al speech:

Keep your language neutr al.

Keep your sour ces credible and not fr om biased or ganizations.

Keep your pr esentation balanc ed. If you use a source that suppor ts one cle ar side of an issue,

include an alterna tiv e source and view. Give each equal time and r espectful c onsider ation.
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Keep your audienc e in mind. N ot everyone will agr ee wi th every poin t or sour ce of evidenc e, but

diversi ty in your spe ech will ha ve mor e to o ffer everyone.

Keep who y ou r epresent in mind: Y our business and y ourself.

To summariz e, the purpose o f an informa tiv e speech is to shar e ideas with the a udienc e, incr ease

their understanding, change their per ceptions, or help them gain ne w skills.

An inf orma tiv e speech inc orpor ates the spe akerÕs poin t o f view but not a t ti tude or in terpr etation.
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46. Types of Presentations to Inform

Speaking to inf orm ma y fall in to one o f several categories. The pr esentation to inf orm ma y be

¥ an explanation,

¥ a repor t,

¥ a description,

¥ or a demonstr ation o f how to do some thing.

In the sections belo w each of these t ypes of inf orma tiv e speech will be describe d.

Explanation

Have you ever listene d to a lectur e or speech wher e you just didn Õt get i t? It w asnÕt that you werenÕt

inter ested, at least not a t f irst. Perhaps the pr esenter use d language you didn Õt understand or gave a

confusing e xample. Soon you pr obably lost in ter est and sat ther e, at tending the spe ech in bod y but

certainl y not in mind. An ef fectiv e speech to inf orm will tak e a comple x topic or issue and e xplain i t

to the a udienc e in ways that incr ease audienc e understanding.

No one lik es to feel lef t out. As the spe aker, itÕs your r esponsibili ty to ensur e that this doesn Õt hap-

pen. Also know tha t to te ach someone something ne wÑperhaps a skill tha t the y did not posses or a

perspectiv e that allo ws them to se e new connectionsÑis a r eal gif t, both to y ou and the a udienc e

members. You will f eel rewarded because you made a dif ference and the y will per ceive the gain in

their o wn understanding.

Watch the f ollo wing 2 min ute video: Understand the Block chain in Two M inutes
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A YouTube element has been excluded from this ver sion of the text. You can view it online her e:

https:/ / ecampusontario .pressbooks.pub/commbuspr ofcdn/?p=420

Report

As a business communic ator , you may be called upon to g ive an informa tiv e repor t wher e you com-

munic ate status, tr ends, or r elationships tha t per tain to a spe cif ic topic. The inf orma tiv e repor t is a

speech wher e you or ganize your inf orma tion ar ound k ey events, discoveries, or te chnic al data and

provide context and illustr ation f or your audienc e. They may natur ally wonder , ÒWhy are sales up (or

down)?Ó or ÒWhat is the pr oduc t leader in y our lineup ?Ó and you need to an ticipa te their perspe ctiv e

and pr esent the k ey inf orma tion tha t r elates to y our topic.

Description

Have you ever listene d to a friend tell y ou about their r ecent trip some wher e and found the de tails

fascinating, making y ou want to tr avel ther e or visi t a similar plac e? Describing inf orma tion r equir es

emphasis on language tha t is vivid, c aptur es at ten tion, and e xcites the imag ination. Your audienc e

will be dr awn to y our ef fectiv e use of color , descriptiv e language, and visual aids. An inf orma tiv e
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speech tha t f ocuses description will be visual in man y ways. Use your imag ination to plac e yourself

in their perspe ctiv e: how would y ou lik e to have someone describe the topic to y ou?

Demonstration

You want to te ach the audienc e how to pr ogram the applic ations on a ne w smar tphone. A demon-

str ativ e speech focuses on clearly showing a pr ocess and telling the a udienc e impor tant details

about each step so tha t the y can imi tate, r epeat, or do the ac tion themsel ves. Consider the visual

aids or supplies y ou will ne ed.

By considering e ach step and f ocusing on ho w to simplif y it, you can understand ho w the a udienc e

mig ht gr asp the new inf orma tion and ho w you can best help them. Also, c onsider the desir ed out-

come; for example, will y our listeners be able to ac tuall y do the task themsel ves? Regardless of the

sequence or pat tern y ou will illustr ate or demonstr ate, consider ho w people fr om your an ticipa ted

audienc e will r espond, and budge t addi tional time f or r epeti tion and clarif ication.

Chefs inf orm thr ough demonstr ation. Althoug h the y make it seem easy, it is comple x and dif f icult.

Canadian chef Susur Lee by NAIT is lic ensed CC BY ND 2.0
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Informa tiv e presentations c ome in all siz es, shapes, and forms. The main goal in an inf orma tiv e pre-

sentation is to inf orm, not to persuade, and tha t r equir es an emphasis on cr edibili ty, for the spe aker

and the da ta or inf orma tion pr esented.

Here are additional, mor e specif ic t ypes of inf orma tiv e presentations:

¥ Biogr aphical inf orma tion

¥ Case study results

¥ Compar ativ e advantage results

¥ Cost-benef it analysis results

¥ Feasibili ty studies

¥ Field stud y results

¥ Financial tr ends analysis

¥ Health, safety, and acciden t r ates

¥ Instruc tion guidelines

¥ Laborator y results

¥ Produc t or ser vice orien tations

¥ Progress repor ts

¥ Research r esults

¥ Technic al specif ications

Depending on the si tuation, the a udienc e, and the specif ic inf orma tion to be pr esented, any of these

types of pr esentation ma y be given as an explanation, a r epor t, a description, or a demonstr ation.

In summar y, an informa tiv e speech may explain, r epor t, describe, or demonstr ate ho w to do some-

thing.
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47. Adapting Your Presentation to Teach

Successfully deliv ering an inf orma tiv e speech r equir es adopting an a udienc e-c enter ed perspe ctiv e.

Imagine tha t you are in the a udienc e. What w ould i t tak e for the spe aker to c aptur e and main tain

your at ten tion ? What w ould enc our age you to listen ? In this se ction w e present several techniques

for achie ving this, including motiv ating y our audienc e to listen, fr aming your inf orma tion in me an-

ing ful w ays, and designing y our pr esentation to appe al to div erse learning st yles.

Motivating the Listener

In an ideal wor ld, every audienc e member w ould be in ter ested in y our topic. Unf or tuna tel y, how-

ever, not everyone will be e qually in ter ested in y our inf orma tiv e speech. So what is a speaker to do

in or der to motiv ate the listener?

The per ception pr ocess involves selection or choic e, and you want your audienc e to choose to listen

to y ou. Begin wi th y our at ten tion sta temen t at the beg inning o f your spe ech and mak e sure it is

dynamic and arr esting. Remember wha t activ e listening in volves, and look for oppor tuni ties

thr oughout y our spe ech to enc our age activ e listening.

Review and consider using the se ven str ateg ies below by posing questions tha t audienc e members

may think, but not ac tuall y say out loud, when de ciding whe ther to listen to y our spe ech. By consid-

ering e ach question, y ou will tak e a more audienc e-c enter ed appr oach to de veloping y our spe ech,

incr easing your ef fectiv eness.

ÒappX Cambridge 2012 Participan tsÓ by bobfamiliar shar ed under a CC BY license
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1. How Is Your Topic Relevant to Me?

A natur al question a udienc e members will ask themsel ves is, what does the topic ha ve to do wi th

me? Why should I c are about i t? Relevance means that the inf orma tion applies, r elates, or has signif-

icance to the listener . Find areas of common gr ound and build on them in y our pr esentation.

2. What Will I Learn from You?

This question in volves several issues. How much does the a udienc e already know about y our sub-

ject? What ar eas do you think the y mig ht not kno w? By building on the inf orma tion the a udienc e

knows, brief ly reviewing i t and then e xtending i t, illustr ating i t, and demonstr ating the impac t, you

inf orm them o f things the y didn Õt already know.

3. Why Are You Interested in This Topic?

Your in ter est in y our topic is an e xcellent w ay to enc our age your audienc e to listen. Y ou pr obably

selected your topic wi th y our audienc e in mind, but also c onsider ed your in ter est in the topic. W hy

did y ou choose i t over other topics? W hat about y our topic ar oused your at ten tion ? Did it stimula te

your curiosi ty? Did i t mak e you excited about r esearching and pr eparing a speech on i t? These ques-

tions will help y ou clarif y your in ter est, and by sharing the answ ers wi th y our listeners, y ou will

stimula te excitemen t on their par t.

4. How Can I Use the Knowledge or Skills You Present to Me?

In an inf orma tiv e speech you are not asking y our listeners to go out and v ote, or to qui t smoking

tomorr ow, as you would in a persuasiv e speech. Nevertheless, you need to c onsider ho w the y will

apply their ne w understanding. Applic ation in volves the individualÕs capacity for pr actic al use of the

inf orma tion, skill, or kno wledge. As a result o f your spe ech, will y our listeners be able to do some-

thing ne w or understand a topic be t ter?

5. What Is New about What You Propose to Present?

People ar e natur ally at tr acted to some thing ne w, unusual or unfamiliar Ðbut we also like predic tabil-

ity. As a speaker, how do you meet the t wo contr asting ne eds for familiari ty and something ne w?

Address both. You may want to star t by forming a cle ar foundation on wha t you have in common
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wi th the a udienc e. Present the kno wn elemen ts of your topic and then e xtend in to ar eas where less

is known, incr easing the ne w inf orma tion as y ou pr ogress. People will f eel comf or table wi th the

familiar , and be intrigue d by the unfamiliar .

6. Are You Going to Bore Me?

You have probably sat thr ough your fair shar e of boring le ctur es where the speaker, teacher, or pr o-

fessor talks at length in a r elativ ely monotone v oice, fails to alterna te his or her pac e, incorpor ates

few visual aids or just r eads from a PowerPoin t show for an hour in a diml y lig hted room. Recall how

you felt. Trapped? Tired? Did you wonder wh y you had to be ther e? Then you kno w wha t you need

to avoid.

Being bor ed means the speaker faile d to stimula te you as the listener , probably incr eased your r esis-

tanc e to listening or par ticipa ting, and be came tir esome. To avoid boring y our audienc e, speak wi th

enthusiasm, and c onsider w ays to gain, and k eep gaining, their a t ten tion. You don Õt have to be a

standup c omedian, however, to avoid being a boring spe aker.

Consider the question, Ò WhatÕs in i t f or me ?Ó from the a udienc eÕs perspectiv e and plan to answ er i t

specif ically wi th vivid e xamples. I f your pr esentation me ets their e xpectations and me ets their

needs, listeners ar e mor e likely to g ive you their a t ten tion.

You may also give some thoug ht and c onsider ation to the or ganizational principle and choose a

str ategy tha t pr omises success. By organizing the inf orma tion in in ter esting w ays wi thin the time

fr ame, you can incr ease your ef fectiv eness.

7. Is This Topic Really as Important as You Say It Is?

No one wants to f eel lik e his or her time is being w asted. What is impor tant to y ou and wha t is

impor tant to y our audienc e may be two dif ferent things. T ake time and plan to r einf orce in your

speech how the topic is impor tant to y our audienc e. Impor tanc e involves perceptions o f wor th,

value, and usefulness.

Framing

The pr esentation o f inf orma tion shapes a t ti tudes and beha vior . This is done thr ough fr aming and

conten t. Framing in volves placing an imag inar y set o f boundaries, much lik e a frame around a pic-

tur e or a windo w, around a stor y, of what is include d and omi t ted, inf luencing the stor y itself. W hat

lies wi thin the fr ame that w e can see? What lies outside the fr ame that w e cannot see?

174 | Adapting Your Pr esentation to T each



Set ting the agenda, just lik e the agenda of a meeting, me ans selecting wha t the a udienc e will see and

hear and in wha t or der. In giving a speech, you select the inf orma tion and se t the agenda. You may

choose to inf orm the a udienc e on a topic tha t gets li t tle pr ess coverage, or use a popular stor y

widel y covered in a new way, with a case example and loc al statistics.

Another aspe ct o f fr aming your message is cultur e. Themes of independenc e, overcoming challeng-

ing cir cumstanc es, and hard-f ought vic tories ma y represent aspects of certain cultur es in the w or ld.

If appr opria te f or your topic, c onsider loc alizing y our pr esentation to inc orpor ate cultur al values in

the r egion or na tion o f your audienc e.

Additional Tips for Success

Andr ews, Andr ews, and Williams (1999) offer eight w ays to help listeners le arn. These are adapted

and augmented her e.

1. Limit the Number of Details

While i t may be tempting to include man y of the fac ts youÕve found in y our r esearch, choose onl y

those tha t cle arly inf orm y our audienc e. You don Õt want the a udienc e focusing on a long list o f facts

and details onl y to miss y our main poin ts.

2. Focus on Clear Main Points

Your audienc e should be able to disc ern y our main poin ts clearly the f irst time. Y ouÕll outline them in

your in tr oduc tion and the y will listen f or them as y ou pr oceed. Connect suppor ting inf orma tion to

your cle ar main poin ts to r einf orce them, and pr ovide verbal cues o f poin ts covered and poin ts to

come.
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3. Pace Yourself

Talking too fast is a c ommon e xpr ession of speech anxie ty. One way to r educe your anxie ty level is

to pr actic e and know your inf orma tion w ell. When you deliv er your spe ech, kno wing y ou have time,

are well-pr epared, and are familiar wi th y our spe ech pat terns will help y ou to pac e yourself mor e

effectiv ely.

4. Speak with Concern for Clarity

Not everyone speaks English as their f irst language, and e ven among Eng lish speakers, ther e is a

wide discr epancy in speaking st yle and language use. When you choose y our language, c onsider

challeng ing terms def ine them ac cording ly. As your r ate of speech picks up, y ou may tend to slur

words together and dr op or de-emphasiz e consonan ts, especiall y at the ends o f words. Doing this

will mak e your spe ech har der to understand and will disc our age listening.

5. Use Restatement and Repetition

Ther e is nothing wr ong wi th r estating main poin ts or r epeating k ey phr ases.

6. Provide Visual Reinforcement

As a speaker giving a pr epared pr esentation, y ou have the luxur y of pr eparing y our visual aids wi th

your audienc e in mind. T ake advantage of the kno wn time fr ame before your spe ech to pr epare

effectiv e visual aids and your spe ech will be mor e effectiv e.

7. Include Time for Questions

You canÕt possibly cover all the inf orma tion about a topic tha t every audienc e member w ould w ant to

know in the normal f ive to seven minutes o f a speech. In some situations, the spe aker will ac cept

and answer questions during the bod y of the pr esentations, but i t is mor e typic al to ask listeners to

hold their questions un til the end.

176 | Adapting Your Pr esentation to T each



8. Look for Ways to Involve Listeners Actively

Instead of let ting y our audienc e sit passively, motiv ate them to ge t in volved in y our pr esentation.

You mig ht ask for a show of hands as you r aise a question lik e, ÒHow many of you have wonder ed

aboutÉ?Ó You mig ht poin t out the windo w, encour aging your audienc e to notic e a weather pa t tern

or an example o f air pollution. Ev en stepping a way fr om the podium f or a momen t can provide vari-

ety and incr ease activ e listening.

To pr esent a successful inf orma tiv e speech, motiv ate your audienc e by making y our ma terial r ele-

vant and useful, f inding in ter esting w ays to fr ame your topic, and emphasizing ne w aspects if the

topic is a familiar one.
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48. Preparing Your Speech to Inform

Now tha t youÕve reviewed issues centr al to the suc cess of your inf orma tiv e speech, ther eÕs no doubt

you want to ge t do wn to w ork. Here are five final suggestions to help y ou succeed.

1. Start with What You Know

Regardless of wher e you dr aw the inspir ation, i tÕs a good str ategy to star t wi th wha t you kno w and

work fr om ther e. YouÕll be more enthusiastic, helping y our audienc e to listen in ten tl y, and youÕll save

yourself time.

2. Consider Your AudienceÕs Prior Knowledge

The audienc e will w ant to le arn something fr om you, not he ar everything the y have heard before.

Think about age, gender , and socioeconomic sta tus, as well as your listenersÕ cultur e or language.

In the same w ay, when you pr epare a speech in a business si tuation, do y our home work. Access the

company website, visi t the loc ation and ge t to kno w people, and even call members o f the c ompany

to discuss y our topic. The mor e informa tion y ou can gather about y our audienc e, the bet ter y ou will

be able to adapt and pr esent an ef fectiv e speech.

3. Adapting Language and Technical Terms

Define and describe the k ey terms f or your audienc e as part o f your spe ech and substi tute c ommon

terms wher e appropria te. Your audienc e will en joy learning mor e about the topic and appr eciate

your c onsider ation as y ou pr esent your spe ech.

4. Using Outside Information

Even if y ou think y ou kno w everything ther e is to kno w about y our topic, using outside sour ces will

contribute depth to y our spe ech, pr ovide suppor t f or your main poin ts, and even enhanc e your

credibili ty as a speaker. There is nothing wr ong wi th using outside inf orma tion as long as y ou clearly

cite your sour ces and do not pr esent someone elseÕs informa tion as y our o wn.
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5. Presenting Information Ethically

Figure 7.1. Presenting inf orma tion e thic ally.

A centr al but o ften unspok en expectation o f the spe aker is tha t w e will be e thic al. This means, fun-

damentall y, that w e perceive one another as human beings wi th c ommon in ter ests and needs, and

that w e at tend to the ne eds of others as w ell as our o wn. An ethic al inf orma tiv e speaker expr esses

respect f or listeners b y avoiding pr ejudic ed commen ts against an y group, and by being honest about

the inf orma tion pr esented, including inf orma tion tha t may contr adict the spe akerÕs personal biases.

The ethic al speaker also admi ts i t when the y do not kno w something. The best salesperson r ecog-

nizes that ethic al communic ation is the k ey to suc cess, as it builds a he alth y relationship wher e the

customerÕs needs are met, ther eby meeting the salesperson Õs own ne eds. When pr esenting inf orma-

tion e thic ally, you must c onsider the f ollo wing:

Reciprocity

Recipr oci ty, or a relationship o f mutual e xchange and in ter dependenc e, is an impor tant char acteris-

tic o f a relationship, par ticular ly between a speaker and the a udienc e. You as the speaker will ha ve

certain e xpectations and r oles, but domina ting y our audienc e will not enc our age them to fulf ill their

roles in terms o f par ticipa tion and ac tiv e listening. Communic ation in volves give and take, and in a

public spe aking set ting, wher e the communic ation ma y be perceived as Òall to one,Ó donÕt forget tha t

the audienc e is also communic ating in terms o f feedback wi th y ou. You have a responsibili ty to

at tend to tha t f eedback, and develop r ecipr oci ty wi th y our audienc e. Without them, y ou don Õt have a

speech.
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Mutuality

Mutuali ty means that you search for c ommon gr ound and understanding wi th the a udienc e, estab-

lishing this spac e and building on i t thr oughout the spe ech. This in volves examining vie wpoin ts

other than y our o wn, and taking steps to insur e the speech in tegr ates an inclusiv e, accessible for-

mat, r ather than an e thnoc entric one.

Nonjudgmentalism

Nonjudgmen talism under lines the ne ed to be open-minde d, an expr ession of oneÕs willingness to

examine div erse perspectiv es. Your audienc e expects you to sta te the truth as y ou per ceive it, wi th

suppor ting and clarif ying inf orma tion to suppor t your posi tion, and to spe ak honestl y. They also

expect you to be open to their poin t o f view and be able to negotia te meaning and understanding in

a construc tiv e way. Nonjudgmen talism ma y include taking the perspe ctiv e that being dif ferent is not

inher entl y bad and tha t ther e is common gr ound to be f ound wi th each other .

Honesty

Honest y, or truthfulness, dir ectl y relates to trust, a c ornerstone in the f oundation o f a relationship

wi th y our audienc e. Without i t, the building ( the r elationship ) would fall do wn. Wi thout trust, a r ela-

tionship will not open and de velop the possibili ty of mutual understanding. Y ou want to shar e infor-

mation and the a udienc e hopefull y wants to le arn fr om you. If you onl y choose the best inf orma tion

to suppor t onl y your poin t and ignor e contr ary or r elated issues, you may turn y our inf orma tiv e

speech in to a persuasiv e one wi th bias as a centr al featur e.

Respect

Respect should be pr esent thr oughout a speech, demonstr ating the spe akerÕs high esteem for the

audienc e. Respect can be def ined as an act o f giving and displa ying par ticular a t ten tion to the v alue

you associate wi th some one or a gr oup. Displa ys of r espect include making time f or c onversation,

not in terrupting, and e ven giving appr opria te eye contact during c onversations.

Trust

Communic ation in volves sharing and tha t r equir es trust. T rust me ans the abili ty to r ely on the char-

acter or truth o f someone, tha t wha t you say you mean and your audienc e knows it. Ackno wledging
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trust and its impor tanc e in your r elationship wi th the a udienc e is the f irst step in f ocusing on this

key char acteristic.

Avoid Exploitation

Finally, when w e speak ethic ally, we do not in ten tionall y exploi t one another . Exploi tation me ans

taking ad vantage, using some one else for one Õs own purposes. P erceiving a r elationship wi th an

audienc e as a means to an end and onl y focusing on wha t you get out o f i t, will le ad you to tr eat peo-

ple as objects. The tempta tion to e xploi t others c an be great in business si tuations, wher e a promo-

tion, a bonus, or e ven oneÕs livelihood ar e at stak e.

Suppose you are a bank loan off icer. Whenever a customer c ontacts the bank to inquir e about appl y-

ing f or a loan, your job is to pr ovide an inf orma tiv e presentation about the t ypes of loans available,

their r ates and terms. I f you are paid a commission base d on the number o f loans you make and their

amoun ts and r ates, wouldn Õt you be tempte d to enc our age them to borr ow the maximum amoun t

they can qualif y for? Or per haps to tak e a loan wi th c onfusing terms tha t will end up c osting much

mor e in fees and inter est than the customer r ealizes? After all, these pr actic es are wi thin the la w;

arenÕt they just par t o f the w ay business is done ? If you are an ethic al loan off icer, you r ealize you

would be exploi ting customers if y ou tr eated them this w ay. You kno w i t is mor e valuable to uphold

your long-term r elationships wi th customers than to e xploi t them so tha t you can earn a bigger

commission.

Consider these e thic al principles when pr eparing and pr esenting y our spe ech, and you will help

address many of these na tur al expectations o f others and de velop healthier , mor e effectiv e

speeches.

Sample Informative Presentation

Here is a generic sample spe ech in outline f orm wi th notes and suggestions .

Attention Statement

Show a pic tur e of a goldf ish and a toma to and ask the a udienc e, ÒWhat do these ha ve in common ?Ó
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Introduction

1. Brief ly in tr oduc e genetic ally modif ied foods.

2. State your topic and spe cif ic purpose: ÒMy speech toda y will inf orm y ou on gene tic ally modif ied

foods tha t ar e incr easingly par t o f our f ood suppl y.Ó

3. Intr oduc e your cr edibili ty and the topic: ÒMy research on this topic has sho wn me tha t our f ood

supply has changed but man y people ar e unaware of the changes.Ó

4. State your main poin ts: ÒToday I will def ine genes, DNA, genome engineering and gene tic

manipula tion, discuss ho w the te chnolog y applies to f oods, and pr ovide common e xamples.Ó

Body

1. Informa tion. Pr ovide a simple e xplanation o f the genes, DNA and genetic modif ication in c ase

ther e are people who do not kno w about i t. Provide cle ar def ini tions o f key terms.

2. Genes and DNA. Provide arguments by generalization and a uthori ty.

3. Genome eng ineering and gene tic manipula tion. Pr ovide arguments by analogy, cause, and prin-

ciple.
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4. Case study. In one early experimen t, GM (genetic ally modif ied) toma toes were developed wi th

f ish genes to mak e them r esistant to c old w eather , althoug h this t ype of toma to w as never mar-

keted.

5. Highlig ht other e xamples.

Conclusion

1. Reiter ate your main poin ts and pr ovide synthesis, but do not in tr oduc e new conten t.

2. State your r esidual message (what you want to a udienc e to r emember most ). ÒGenetic ally modi-

f ied foods are mor e common in our f ood suppl y than e ver before.Ó

In pr eparing an inf orma tiv e speech, use your kno wledge and consider the a udienc eÕs knowledge,

avoid unne cessary jargon, give credi t to y our sour ces, and present the inf orma tion e thic ally.
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49. Creating an Informative Presentation

An inf orma tional pr esentation is c ommon r equest in business and industr y. ItÕs the verbal and visual

equivalent o f a wri t ten r epor t. Informa tiv e presentations ser ve to pr esent specif ic inf orma tion f or

specif ic audienc es for specif ic goals or func tions. T able 7.1 below describes f ive main par ts of a pre-

sentation to inf orm.

Table 7.1. Presentation Components and Their Functions. L ists the five main parts or components of any

presentation (McLean, S., 2003).

Componen t Function

At ten tion S tatemen t Raise inter est and motiv ate the listener

Intr oduc tion Communic ate a poin t and c ommon gr ound

Body Address key poin ts

Conclusion Summariz e key poin ts

Residual M essage Communic ate centr al theme, mor al of stor y, or main poin t

Sample Speech Guidelines

Imagine tha t you have been assigned to g ive an informa tiv e presentation lasting f ive to seven min-

utes. Follow the guidelines in T able 7.2 below and appl y them to y our pr esentation.

Table 7.2. Sample speech guidelines. Seven key items.
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Topic
Choose a produc t or ser vice that in ter ests you (if y ou have the option o f choic e) and repor t
f indings in y our spe ech. Even if y ou are assigned a topic, f ind an aspect or ang le tha t is o f
inter est to r esearch.

Purpose
Your gener al purpose, o f course, is to inf orm. But y ou need to f ormula te a mor e specif ic pur-
pose statemen t tha t expr esses a point you have to mak e about y our topicÑ what you hope to
accomplish in y our spe ech.

Audienc e
Think about wha t your audienc e might alr eady know about y our topic and wha t the y may not
know, and perhaps any at ti tudes to ward or c oncerns about i t. Consider ho w this ma y affect
the w ay tha t you will pr esent your inf orma tion.

Suppor ting
Materials

Using the inf orma tion ga ther ed in y our search for inf orma tion, de termine wha t is most w or th-
while, in ter esting, and impor tant to include in y our spe ech. Time limi ts will r equir e that you be
selectiv e about wha t you use. Use visual aids!

Organization

¥ Wri te a centr al idea statemen t tha t expr esses the message, or poin t, tha t you hope to ge t
across to your listeners in the spe ech.

¥ Determine the t wo to thr ee main poin ts tha t will be ne eded to suppor t your c entr al idea.
¥ Finally, prepare a comple te sentenc e outline o f the bod y of the spe ech.

Intr oduc tion

Develop an opening tha t will

1. get the a t ten tion and in ter est of your listeners,
2. expr ess your c entr al idea or message,
3. lead into the bod y of your spe ech.

Conclusion The conclusion should r eview and/or summariz e the impor tant ide as in your spe ech and bring
it to a smooth close.

Delivery
The speech should be deliv ered extempor aneously (not r eading but spe aking), using speaking
notes and not r eading fr om the manuscript. W ork on maximum e ye contact wi th y our listen-
ers. Use any visual aids or handouts tha t may be help ful.

Informa tiv e presentations illustr ate, explain, describe, and instruc t the a udienc e on topics and

processes.
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50. Conclusion

After r eading this chapter , and returning to D havitÕs challenge r elated to

the de velopmen t o f an informa tional pr esentation on the en vir onmen t,

how mig ht Dhavit ensur e that he communic ates his message to best

inf orm his c olleagues? How can he help ensur e that his pr esentation is

accur ate and balanc ed? How mig ht he avoid in jecting his bias or personal

opinions in to the pr esentation ?

Check your Knowledge

An inter active or media element has been excluded from this ver sion of the text. You can view

it online her e:

https:/ / ecampusontario .pressbooks.pub/commbuspr ofcdn/?p=428

An inter active or media element has been excluded from this ver sion of the text. You can view

it online her e:

https:/ / ecampusontario .pressbooks.pub/commbuspr ofcdn/?p=428

An inter active or media element has been excluded from this ver sion of the text. You can view

it online her e:

https:/ / ecampusontario .pressbooks.pub/commbuspr ofcdn/?p=428

An inter active or media element has been excluded from this ver sion of the text. You can view

it online her e:

https:/ / ecampusontario .pressbooks.pub/commbuspr ofcdn/?p=428
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Additional Resources

Great Canadian Speeches ht tps:/ / greatcanadianspeeches.ca

For inf orma tion on adapting y our spe ech for an audienc e or audienc e members wi th special needs,

explor e this inde x of r esources compile d by Ithac a College. ht tp:/ / www.ithac a.edu/wise /disabili-

ties/

Visit this si te f or a list inf orma tiv e topics f or a business speech. ht tp:/ / smallbusiness.chr on.com/

ideas-inf orma tiv e-speech-topics-business-81465.h tml

Glossary

Atten tion S tatemen t Ð raise inter est and motiv ate the listener .

Bias Ð an unreasoned or not-w ell-thoug ht-out judgmen t.

Body Ð address key poin ts.

Conclusion Ð summarize key poin ts.

Describing Ð using informa tion tha t r equir es emphasis on language tha t is vivid, c aptur es at ten tion,

and excites the imag ination.

Demonstr ation Ð focuses on clearly showing a pr ocess and telling the a udienc e impor tant details

about each step so tha t the y can imi tate, r epeat, or do the ac tion themsel ves.

Exploi tation Ð means taking ad vantage, using some one elseÕs stor y or si tuation f or your o wn pur-

poses.

Exposi tion Ð a public exhibi tion or displa y, often expr essing a comple x topic in a w ay tha t mak es the

relationships and c onten t cle ar.

Honesty Ð or truthfulness, dir ectl y relates to trust, a c ornerstone in the f oundation o f a relationship

wi th y our audienc e.

Inf orma ti ve pr esentations Ð focus on helping the a udienc e to understand a topic, issue, or te ch-

nique mor e clearly.

Inf orma ti ve report Ð a speech wher e you or ganize your inf orma tion ar ound k ey events, discoveries,

or te chnic al data and pr ovide context and illustr ation f or your audienc e.

Interpr etation Ð involves adapting the inf orma tion to c ommunic ate a message, perspectiv e, or

agenda.

Intr oduction Ð communic ate a poin t and c ommon gr ound.

Mutuali ty Ð means that you search for c ommon gr ound and understanding wi th the a udienc e,

establishing this spac e and building on i t thr oughout the spe ech.

Nonjudgmen talism Ð underlines the ne ed to be open-minde d, an expr ession of oneÕs willingness to

examine div erse perspectiv es.

Objecti vi ty Ð involves expr essions and per ceptions o f facts tha t ar e free from distor tion b y your

prejudic es, bias, feelings or in terpr etations.
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Recipr oci ty Ð a relationship o f mutual e xchange and in ter dependenc e.

Residual messag e Ð communic ate the c entr al theme or main poin t.

Respect Ð defined as an act o f giving and displa ying par ticular a t ten tion to the v alue you associate

wi th some one or a gr oup.

Trust Ð means the abili ty to r ely on the char acter or truth o f someone, tha t wha t you say you mean

and your audienc e knows it.

Chapter References

Andr ews, P. H., Andrews, J., & Williams, G . (1999). Public speaking: Connecting you and your audience .

Boston, MA: Houghton Mif f lin Compan y.

McLean, S. (2003). The basics of speech communication. Boston, MA: Allyn & Bacon.

188 | Conclusion



PART VIII

CHAPTER 8: PRESENTATIONS TO
PERSUADE
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51. Introduction

Chapter 8 Learning Outcomes

1. Identif y and demonstr ate ho w to use six principles o f persuasion.

2. Describe similari ties and dif ferences between persuasion and motiv ation.

3. Identif y and demonstr ate the ef fectiv e use of f ive func tions o f speaking to persuade.

4. Label and discuss thr ee componen ts of an argument.

5. Identif y and pr ovide examples of emotional appe als.

6. Demonstr ate the impor tanc e of ethics as par t o f the persuasion pr ocess.

Dhavit is passionate about personal he alth and w ellness and is planning on using

his kno wledge to de velop a speech to help persuade some f ellow colleagues to

stop smoking cigar et tes. As you r ead thr ough this chapter , consider ho w Dhavit

mig ht adapt his planning and deliv ery to help persuade some o f his colleagues to

stop smoking.

No doubt ther e has been a time when y ou wanted to achie ve a goal or

convinc e your manager about a w ork need and you thoug ht about ho w

you were going to pr esent your r equest. Consider ho w often pe o-

pleÑincluding pe ople you have never met and ne ver will me etÑwant

something fr om you? When you watch tele vision, advertisemen ts r each

out f or your at ten tion, whe ther y ou watch them or not. W hen you use the

interne t, pop-up ad vertisemen ts often appe ar. Most people ar e sur-

rounde d, even inunda ted by persuasive messages. Mass and social media

in the 21st centur y have had a signif icant ef fect on persuasiv e communic ation tha t you will c ertainl y

recogniz e. This chapter is about ho w to c ommunic ate wi th persuasion and ho w to c onvinc e others

to c onsider y our poin t o f view.
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52. Principles of Persuasion

Persuasion is an ac t or pr ocess of pr esenting ar guments to mo ve, motiv ate, or change y our audi-

ence. Persuasion c an be implici t or e xplici t and c an have both posi tiv e and negativ e effects. In this

chapter the impor tanc e of ethics will c ontinue d to be r eviewed, especiall y related to pr esenting

motiv ational ar guments to y our audienc e so that the y will c onsider y our poin ts, adopt y our vie w, or

change their beha vior .

Motiv ation is dif ferent fr om persuasion in tha t i t in volves the force, stimulus, or inf luenc e to bring

about change. Persuasion is the pr ocess, and motiv ation is the c ompelling stimulus tha t enc our ages

your audienc e to change their beliefs or beha viour , to adopt y our posi tion, or to c onsider y our ar gu-

ments.

Principles of Persuasion

What is the best w ay to suc ceed in persuading y our listeners? Ther e is no one Òcorr ectÓ answer, but

many exper ts have studie d persuasion and obser ved what w orks and what doesn Õt. Social psycholo-

gist Rober t Cialdini (2006 ) offers us six principles o f persuasion tha t ar e powerful and ef fectiv e:

1. Recipr oci ty

2. Scarcity

3. Authori ty
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4. Commi tmen t and c onsistenc y

5. Consensus

6. Liking

Reciprocity

Recipr oci ty is the mutual e xpectation f or exchange of value or ser vice. In

all cultur es, when one person g ives something, the r eceiver is expected

to r ecipr ocate. I f you are in customer ser vice and go out o f your w ay to

meet the customerÕs need, you are appealing to the principle o f r ecipr oc-

ity wi th the kno wledge that all humans per ceive the need to r ecipr o-

cateÑin this c ase, by incr easing the lik elihood o f making a pur chase from you because you were

especiall y help ful. Recipr oci ty builds trust and the r elationship de velops, reinf orcing everything

fr om personal to br and loyalt y. By taking the le ad and giving, y ou build in a momen t wher e people

will f eel compelle d fr om social norms and customs to g ive back.

Scarcity

You want wha t you canÕt have, and itÕs universal. People ar e natur ally

at tr acted to the e xclusiv e, the r are, the unusual, and the unique. I f the y

are convinc ed tha t the y need to ac t no w or i t will disappe ar, they are

motiv ated to ac tion. Scarcity is the per ception o f inadequate suppl y or a

limi ted resource. For a sales representativ e, scarcity may be a key selling

poin tÑthe par ticular c ar, or the ater tick ets, or pair o f shoes you are considering ma y be sold to

someone else if you dela y making a decision. By reminding customers not onl y of what the y stand to

gain but also o f what the y stand to lose, the r epresentativ e incr eases the chances that the customer

will mak e the shif t fr om contempla tion to ac tion and de cide to close the sale.

Authority

Trust is c entr al to the pur chase decision. W hom does a customer turn

to? A salesperson may be par t o f the pr ocess, but an endorsemen t by an

authori ty holds cr edibili ty tha t no one wi th a vested in ter est can ever

at tain. Kno wledge of a produc t, f ield, tr ends in the f ield, and even

research can make a salesperson mor e effectiv e by the appe al to the

principle o f authori ty. It may seem lik e extr a work to educate your customers, but y ou need to r eveal
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your exper tise to gain cr edibili ty. Reading the manual o f a produc t is not suf f icien t to gain e xper-

tiseÑyou have to do extr a homework. The principle o f authori ty involves referencing e xper ts and

exper tise.

Commitment and Consistency

People lik e to have consistenc y in wha t is said to them or in wri ting.

Ther efore, it is impor tant tha t all c ommi tmen ts made ar e honor ed at all

times.

Consensus

Testimonials, or f irst person r epor ts on experienc e wi th a pr oduc t or

service, can be highly persuasive. People o ften look to e ach other when

making a pur chase decision, and the her d mentali ty is a powerful f orce

across humani ty. Leverage testimonials fr om clien ts to a t tr act mor e

clien ts by making them par t o f your te am. The principle o f consensus

involves the tendenc y of the individual to f ollo w the le ad of the gr oup or pe ers.

Liking

We tend to be a t tr acted to pe ople who c ommunic ate to us tha t the y lik e

us, and who mak e us feel good about oursel ves. Given a choic e, these are

the pe ople wi th whom w e are likely to associate. The principle o f liking

involves the per ception o f safety and belong ing in c ommunic ation.

To summariz e, a persuasive message can succeed thr ough the principles

of r ecipr oci ty, scarcity, authori ty, commi tmen t and c onsistenc y, consensus, and liking.

Watch the f ollo wing 12 min ute RSA anima ted video; The Science of Persuasion
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A YouTube element has been excluded from this ver sion of the text. You can view it online her e:

https:/ / ecampusontario .pressbooks.pub/commbuspr ofcdn/?p=5 44
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53. Presentations that Persuade

Persuasive presentations ha ve the f ollo wing f eatur es, they:

Stimulate

When you focus on stimula tion as the goal o f your spe ech, you want to r einf orce

existing beliefs, in tensif y them, and bring them to the f orefr ont. By pr esenting

facts, you will r einf orce existing beliefs, in tensif y them, and bring the issue to the

surfac e. You mig ht consider the f oundation o f common gr ound and c ommonl y held beliefs, and then

intr oduc e informa tion tha t a mainstr eam audienc e may not be aware of tha t suppor ts tha t common

ground as a str ategy to stimula te.

Convince

In a persuasive speech, the goal is to change the a t ti tudes, beliefs, v alues, or

judgmen ts of your audienc e. If we look back at the ide a of motiv e, in this

speech the pr osecuting a t torne y would tr y to c onvinc e the jur y members tha t

the def endant is guilt y beyond r easonable doubt. H e or she may discuss

motiv e, present fac ts, all wi th the goal to c onvinc e the jur y to belie ve or f ind tha t his or her posi tion

is true.

Audienc e members will also hold beliefs and ar e likely to in volve their o wn personal bias. Your goal is

to get them to agr ee wi th y our posi tion, so y ou will ne ed to plan a r ange of poin ts and examples to

get audienc e members to c onsider y our topic.

Include a Call to Action

Figure 8.1 below shows the ÒReduce, reuse, recycle, repeatÓ slogan. The recycle

movement is one o f the most suc cessful and persuasiv e call to ac tion c ampaigns

of the past t wenty or mor e years in Canada (Babooram & Wang, 2007).
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Figur e 8.1.Reduce, reuse, recycle, repeat slogan.

ÒReduce-r euse-r ecycle-r epeatÓ by Phil Gibbs is shar ed wi th a CC BY 2.0 Generic lic ense

When you call an audienc e to action wi th a speech, you are indic ating tha t your purpose is not to

stimula te in ter est, reinf orce and accentuate beliefs, or c onvinc e them o f a viewpoin t. Instead, you

want your listeners to do some thing, to change their beha viour in some w ay.

If you were a showr oom salesperson a t Toyota f or example, you mig ht include the c oncept tha t the

pur chase of a Prius hybrid model is a c all to ac tion against issues o f global w arming r elated to f ossil

fuel c onsumption. The e conomics, e ven at curr ent gas pric es, might not c omple tel y justif y the dif-

ference in pric e between a hybrid and a non-h ybrid c ar. However, if you as a salesperson can make a

convincing ar gument tha t choosing a h ybrid c ar is the rig ht and r esponsible de cision, y ou may be

mor e likely to get the customer to ac t. The persuasiv e speech tha t f ocuses on action o ften gener ates

curiosi ty, clarif ies a problem, and as we have seen, proposes a range of solutions. The y key dif fer-

ence here is ther e is a clear link to ac tion associa ted wi th the solutions.

Solu tions lead us to considering the goals o f action. These goals addr ess the question, ÒWhat do I

want the a udienc e to do as a result o f being engaged by my speech?Ó The goals of action include

adoption, disc ontinuanc e, deterr ence, and continuanc e.

Adoption means the speaker w ants to persuade the a udienc e to tak e on a new way of thinking, or

adopt a ne w ide a. Examples could include bu ying a new pr oduc t, or de ciding to dona te blood. The

key is tha t the a udienc e member adopts, or tak es on, a new view, action, or habi t.
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Discon tin uance involves the speaker persuading the a udienc e to stop doing some thing wha t the y

have been doing. Rather than tak e on a new habi t or ac tion, the spe aker is asking the a udienc e mem-

ber to stop an e xisting beha viour or ide a.

Deterr ence is a call to ac tion tha t f ocuses on persuading the a udienc e not to star t something if the y

havenÕt already star ted. The goal of action w ould be to de ter , or encour age the audienc e members to

refr ain fr om star ting or ini tia ting the beha vior .

Finally, with contin uance, the speaker aims to persuade the a udienc e to continue doing wha t the y

have been doing, such as k eep buying a pr oduc t, or sta ying in school to ge t an education.

A speaker may choose to addr ess more than one o f these goals o f action, depending on the a udienc e

analysis. If the audienc e is largely agreeable and suppor tiv e, you may f ind c ontinuanc e to be one

goal, while adoption is se condar y.

Goals in call to ac tion spe eches serve to guide y ou in the de velopmen t o f solution steps. Solution

steps in volve suggestions or w ays the audienc e can take action af ter y our spe ech. Audienc e mem-

bers appr eciate a clear discussion o f the pr oblem in a persuasiv e speech, but the y also appreciate

solutions.

Increase Consideration

In a speech designe d to incr ease consider ation, y ou want to en tic e your audienc e to consider alter-

nate viewpoin ts on the topic y ou have chosen. Audienc e members ma y hold vie ws tha t ar e hostile in

relation to y ours, or per haps they are neutr al and simpl y curious about y our topic. R eturning to the

Toyota salesperson e xample, you mig ht be able to c ompar e and contr ast competing c ars and show

that the c osts over ten y ears are quite similar . But the Prius has addi tional f eatur es that ar e the

equivalent o f a bonus, including hig h gas mileage. You mig ht describe tax inc entiv es for ownership,

main tenanc e schedules and costs, and r esale value. Your ar guments and their suppor t aim at

incr easing the audienc eÕs consider ation o f your posi tion. You wonÕt be asking for action in this pr e-

sentation, but a c orr esponding incr ease of consider ation ma y lead the customer to tha t poin t at a

later da te.

Develop Tolerance of Alternate Perspectives

Finally, you may want to help y our audienc e develop toler ance of alterna te perspe ctiv es and view-

poin ts. Perhaps your audienc e, as in the pr evious example, is in ter ested in pur chasing a car and you

are the lead salesperson on tha t model. As y ou listen, and do y our inf ormal a udienc e analysis, you

may learn tha t horsepo wer and speed are impor tant values to this customer . You mig ht r aise the

issue of tor que versus horsepo wer and indic ate tha t the Òuumph Ó you feel as you star t a car off the
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line is tor que. Many hybrid and e ven electric v ehicles have great tor que, as their systems in volve

fewer par ts and less fric tion than a c orr esponding in ternal c ombustion-tr ansaxle system. Your goal

is to help y our audienc e develop toler ance, but not ne cessarily acceptanc e, of alterna te perspe c-

tiv es. By star ting fr om common gr ound, and in tr oducing a r elated idea, you are persuading y our

audienc e to consider an alterna te perspe ctiv e.

A persuasive speech may stimula te thoug ht, convinc e, call to ac tion, incr ease consider ation, or

develop toler ance of alterna te perspe ctiv es.
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54. Making An Argument

When people ar gue, they are engaged in c onf lic t and i tÕs usually not pr et ty. It sometimes appe ars

that w ay because people r esort to fallacious ar guments or false sta temen ts, or the y simpl y do not

tr eat each other wi th r espect. They get def ensive, tr y to pr ove their o wn poin ts, and fail to listen to

each other .

But this should not be wha t happens in persuasiv e argument. Instead, when you make an argument

in a persuasiv e speech, you will w ant to pr esent your posi tion wi th log ical poin ts, suppor ting e ach

poin t wi th appr opria te sour ces. You will w ant to g ive your audienc e every reason to per ceive you as

an ethic al and trust wor th y speaker. Your audienc e will e xpect you to tr eat them wi th r espect, and to

present your ar gument in w ay tha t does not mak e them def ensive. Contribute to y our cr edibili ty by

building sound ar guments and using str ateg ic arguments wi th skill and planning.

Stephen T oulmin Õs (1958) rhetoric al str ategy focuses on thr ee main elemen ts, shown in T able 8.1 as

claim, data, and warr ant.

Table 8.1 Rhetorical strategy.

Elemen t Description Example

Claim Your sta temen t o f belief or truth It is impor tant to spa y or neuter y our pe t.

Data Your suppor ting r easons for the claim Millions o f unwanted pets are euthaniz ed annuall y.

Warr ant You cr eate the c onnection be tween
the claim and the suppor ting r easons

Pets tha t ar e spayed or neuter ed do not r eproduc e,
preventing the pr oduc tion o f unwanted animals.

This thr ee-par t r hetoric al str ategy is useful in tha t i t mak es the claim e xplici t, clearly illustr ating the

relationship be tween the claim and the da ta, and allo ws the listener to f ollo w the spe akerÕs reason-

ing. You may have a good idea or poin t, but y our audienc e will be curious and w ant to kno w how you

arriv ed at tha t claim or vie wpoin t. The w arr ant o ften addr esses the inher ent and o ften unspok en

question, ÒWhy is this da ta so impor tant to y our topic?Ó and helps you illustr ate r elationships

between inf orma tion f or your audienc e. This model c an help you clearly articula te i t f or your audi-

ence.

Appealing to Emotions

Emotions ar e a psycholog ical and physical reaction, such as f ear or anger , to stimuli tha t w e experi-

ence as a feeling. Our f eelings or emotions dir ectl y impac t our o wn poin t o f view and r eadiness to
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communic ate, but also inf luenc e how, why, and when w e say things. Emotions inf luenc e not onl y

how you say what you say, but also ho w you hear and wha t you hear. At times, emotions c an be chal-

lenging to c ontr ol. Emotions will mo ve your audienc e, and possibly even move you, to change or ac t

in certain w ays.

Be wary of overusing emotional appe als, or misusing emotional manipula tion in pr esentations and

communic ation. You may encounter emotional r esistance from your audienc e. Emotional r esistance

involves get ting tir ed, often to the poin t o f r ejection, o f hearing messages that at tempt to elici t an

emotional r esponse. Emotional appe als can wear out the a udienc eÕs capacity to r eceive the message.

The use of an emotional appe al may also impair y our abili ty to wri te persuasiv ely or ef fectiv ely.

Never use a personal stor y, or even a stor y of someone you do not kno w, if the inclusion o f tha t

stor y causes you to lose c ontr ol. While i tÕs impor tant to discuss r elevant and some times emotionall y

dif f icult topics, y ou need to assess your o wn r elationship to the message. Y our documen ts should

not be an e xercise in ther apy and you will sacrif ice ethos and cr edibili ty, even your ef fectiv eness, if

you become angr y or distr aught because you are really not r eady to discuss an issue y ouÕve selected.

Now tha t youÕve consider ed emotions and their r ole in a speech in gener al and a speech to persuade

specif ically, itÕs impor tant to r ecogniz e the principles about emotions in c ommunic ation tha t ser ve

you well when spe aking in public. De Vito (2003 ) offers f ive key principles to ackno wledge the r ole

emotions pla y in communic ation and o ffer guidelines f or ther e expr ession.
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Emotions Are Universal

Emotions ar e a part o f every conversation or in ter action tha t you have. Whether or not y ou con-

sciousl y experienc e them while c ommunic ating wi th y ourself or others, the y inf luenc e how you

communic ate. By recognizing tha t emotions ar e a componen t in all c ommunic ation in ter actions, y ou

can place emphasis on understanding both the c onten t o f the message and the emotions tha t inf lu-

ence how, why, and when the c onten t is communic ated.

Expression of emotions is impor tant, but r equir es the thr ee Ts: tact, timing, and trust . If you f ind y ou

are upset and at risk o f being less than diploma tic, or the timing is not rig ht, or y ou are unsur e about

the le vel of trust, then c onsider whe ther y ou can effectiv ely communic ate your emotions. B y consid-

ering these thr ee Ts, you can help yourself e xpr ess your emotions mor e effectiv ely.

Emotions Are Communicated Verbally and Nonverbally

You communic ate emotions not onl y thr ough your choic e of words but also thr ough the manner in

which y ou say those w ords. The words themsel ves communic ate par t o f your message, but the non-

verbal cues, including inf lection, timing, spac e, and paralanguage can modif y or c ontr adict your

spoken message. Be aware that emotions ar e expr essed in both w ays and pay at ten tion to ho w ver-

bal and non verbal messages reinf orce and complemen t each other .

Emotional Expression Can Be Good and Bad

Expressing emotions c an be a health y activi ty for a r elationship and build trust. I t can also break

down trust if e xpr ession is not c ombine d wi th judgmen t. WeÕre all dif ferent, and w e all experienc e

emotions, but ho w we expr ess our emotions to oursel ves and others c an have a signif icant impac t

on our r elationships. Expr essing frustr ations ma y help the a udienc e realize your poin t o f view and

see things as the y have never seen them bef ore. However, expr essing frustr ations c ombine d wi th

blaming c an generate def ensiveness and decrease effectiv e listening. W hen youÕre expr essing your-

self, consider the a udienc eÕs poin t o f view, be specif ic about y our c oncerns, and emphasiz e that your

relationship wi th y our listeners is impor tant to y ou.

Emotions Are Often Contagious

It is impor tant to r ecogniz e that w e inf luenc e each other wi th our emotions, posi tiv ely and nega-

tiv ely. Your emotions as the spe aker can be contagious, so use your en thusiasm to r aise the level of

inter est in y our topic. Con versely, you may be subject to ÒcatchingÓ emotions fr om your audienc e.
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In summar y, everyone experienc es emotions, and as a persuasiv e speaker, you can choose how to

expr ess emotion and appe al to the a udienc eÕs emotions.

Elevator Speech

An elevator spe ech is to or al communic ation wha t a Twi t ter message (limi ted to 140 characters ) is to

wri t ten c ommunic ation. An ele vator spe ech is a pr esentation tha t persuades the listener in less than

thir ty seconds, or ar ound a hundr ed words.

Creating an Elevator Speech

An elevator spe ech does not ha ve to be a formal e vent, thoug h it can be. An elevator spe ech is not a

full sales pi tch and should not ge t bloa ted wi th too much inf orma tion. The ide a is not to r at tle o ff as

much inf orma tion as possible in a shor t time, nor to presen t a memoriz ed thir ty-second advertising

message, but rather to g ive a relaxed and genuine ÒnutshellÓ summary of one main ide a. The empha-

sis is on br evity, but a good ele vator spe ech will addr ess several key questions:

1. What is the topic, pr oduc t or ser vice?

2. Who are you?

3. Who is the tar get mar ket? (if applic able)

4. What is the r evenue model? (if applic able)

5. What or who is the c ompeti tion and wha t ar e your ad vantages?

The follo wing ar e the f ive key par ts of your message:

¥ At ten tion S tatemen t Ð Hook + inf orma tion about y ou

¥ Intr oduc tion Ð W hat you offer

¥ Body Ð Benefits; whatÕs in i t f or the listener

¥ Conclusion Ð Example tha t sums i t up

¥ Residual M essage Ð Call for action

Example:

Person youÕve just met: How are you doing ?

You: IÕm great, how are you? [ensure that your c onversation par tner f eels the conversation is a t wo-

way str eet and tha t the y mig ht be in ter ested in he aring y our ele vator spe ech]

Person youÕve just met: Very well thanks, wha t brings y ou to this c onference?
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You: Glad you asked. IÕm wi th (X Compan y) and we just r eceived this ne w (pr oduc t x)Ñi t is amazing. I t

beats the c ompeti tion hands do wn f or a thir d of the pric e. Smaller , faster, and less expensive make it

a winner . ItÕs already a sales leader. Hey, if you kno w anyone who mig ht be in ter ested, call me!

(Hands business card to the listener as visual aid). So wha t brings y ou to this c onference? [be a good

listener ]

You often don Õt know when oppor tuni ty to inf orm or persuade will pr esent i tself, but wi th an ele va-

tor spe ech, you are prepared!
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55. Speaking Ethically and Avoiding Fallacies

What comes to mind when y ou think o f speaking to persuade ? Perhaps the ide a of persuasion may

bring to mind pr opaganda and issues of manipula tion, de ception, in ten tional bias, briber y, and even

coercion. Each elemen t r elates to persuasion, but in distinc t w ays. We can recogniz e that each of

these elemen ts in some w ays has a negativ e connota tion associa ted wi th i t. Why do you think tha t

deceiving y our audienc e, bribing a judge, or c oercing pe ople to do some thing against their wishes is

wr ong? These tactics viola te our sense o f fairness, fr eedom, and ethics.

Manipula tion involves the managemen t o f facts, ideas or poin ts of view to pla y upon inher ent inse-

curi ties or emotional appe als to oneÕs own advantage. Your audienc e expects you to tr eat them wi th

respect, and deliber atel y manipula ting them b y means of fear, guilt, dut y, or a relationship is une thi-

cal.

In the same w ay, deception involves the use of lies, par tial truths, or the omission o f r elevant inf or-

mation to de ceive your audienc e. No one lik es to be lie d to, or made to belie ve something tha t is not

true. De ception c an involve inten tional bias, or the sele ction o f inf orma tion to suppor t your posi tion

while fr aming negativ ely any inf orma tion tha t mig ht challenge y our belief.

Briber y involves the giving o f something in r eturn f or an expected favour , consider ation, or privi-
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lege. It cir cumvents the normal pr otoc ol for personal gain, and again is a str ategy tha t misle ads your

audienc e.

Coercion is the use o f power to c ompel ac tion. You make someone do some thing the y would not

choose to do fr eely. While y ou may raise the issue tha t the ends justif y the me ans, and you are

Òdoing i t f or the a udienc eÕs own good,Ó recogniz e the une thic al natur e of coercion.

Eleven Points for Speaking Ethically

In his book Ethics in H uman Communication Johannesen (1996) offers eleven poin ts to c onsider

when speaking to persuade. H is main poin ts r eiter ate man y of the poin ts acr oss this chapter and

should be k ept in mind as y ou pr epare, and present, your persuasiv e message.

Do not:

¥ use false, fabric ated, misr epresented, distor ted or irr elevant evidenc e to suppor t ar guments or

claims

¥ inten tionall y use unsuppor ted, misleading, or illog ical reasoning

¥ represent yourself as inf orme d or an Òexper tÓ on a subject when y ou are not

¥ use irr elevant appeals to div ert at ten tion fr om the issue a t hand

¥ ask your audienc e to link y our ide a or pr oposal to emotion-laden v alues, motiv es, or goals to

which i t is actuall y not r elated

¥ deceive your audienc e by concealing your r eal purpose, b y concealing self -in ter est, by conceal-

ing the gr oup you r epresent, or b y concealing your posi tion as an advocate of a viewpoin t

¥ distor t, hide, or misr epresent the number , scope, in tensi ty, or undesir able featur es of conse-

quences or ef fects

¥ use Òemotional appe alsÓ that lack a suppor ting basis o f evidenc e or r easoning.

¥ oversimplif y comple x, gradation-laden si tuations in to simplistic, t wo-v alued, either -or , polar

views or choic es

¥ pretend c ertain ty wher e tentativ eness and degrees of pr obabili ty would be mor e accur ate

¥ advocate something which y ou yourself do not belie ve in

In your spe ech to persuade, c onsider honest y and in tegri ty as you assemble your ar guments. Your

audienc e will appr eciate your thoug htful c onsider ation o f mor e than one vie w, your understanding

of the c omple xity, and you will build y our e thos, or cr edibili ty, as you pr esent your documen t. Be

careful not to str etch the fac ts, or assemble them onl y to pr ove yourself, and inste ad prove the ar gu-

ment on i ts own meri ts. Deception, c oercion, in ten tional bias, manipula tion and briber y should ha ve

no plac e in your spe ech to persuade.
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Avoiding Fallacies

Fallacies are another w ay of saying false log ic. These tricks de ceive your audienc e wi th their st yle,

drama, or pat tern, but add li t tle to y our spe ech in terms o f substanc e and can actuall y detr act fr om

your ef fectiv eness. In Table 8.2 below, eight classic al fallacies ar e describe d. Learn to r ecogniz e

these fallacies so the y canÕt be used against you, and so tha t you can avoid using them wi th y our

audienc e.

Table 8.2 Eight f allacies

Fallacy Def ini tion Example

1. Red Herring
Any diversion in tende d to distr act at ten tion
fr om the main issue, par ticular ly by relating the
issue to a common f ear.

ItÕs not just about the de ath penalt y; itÕs
about the vic tims and their rig hts. You
wouldn Õt want to be a vic tim, but if y ou
were, youÕd want justic e.

2. Str aw Man A weak argument set up to be e asily refute d,
distr acting a t ten tion fr om str onger ar guments

What if w e released criminals who c om-
mi t mur der af ter just a f ew years of
rehabili tation ? Think o f how unsafe our
str eets would be then!

3. Begging the
Question

Claiming the truth o f the v ery mat ter in ques-
tion, as if i t w ere already an obvious conclusion.

We know tha t the y will be r eleased and
unleashed on socie ty to r epeat their
crimes again and again.

4. Circular
Argument

The pr oposi tion is use d to pr ove itself. Assumes
the very thing i t aims to pr ove. Related to beg-
ging the question.

Once a killer , always a killer .

5. Ad Populum

Appeals to a common belief o f some people,
often pr ejudicial, and sta tes everyone holds this
belief. Also called the Band wagon Fallacy, as
people Òjump on the band wagonÓ of a perceived
popular vie w.

Most people w ould pr efer to ge t rid o f a
few Òbad applesÓ and keep our str eets
safe.

6. Ad Hominem

ÒArgument against the man Ó instead of against
his message. Stating tha t someoneÕs argument is
wr ong solel y because of something about the
person r ather than about the ar gument i tself.

Our r epresentativ e is a drunk and phi-
lander er. How can we trust him on the
issues of safety and famil y?

7. Non Sequi tur ÒIt does not f ollo w.Ó The conclusion does not f ol-
low fr om the pr emises. They are not r elated.

Since the liber al anti-w ar demonstr a-
tions o f the 1960s, weÕve seen an
incr ease in convicts who got le t o ff
death r ow.

8. Post Hoc
Ergo Propter
Hoc

ÒAfter this, ther efore because of this,Ó also called
a coinciden tal corr elation. I t tries to establish a
cause-and-ef fect r elationship wher e only a cor-
relation e xists.

Violen t death r ates went do wn onc e they
star ted publicizing e xecutions.
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Avoid false log ic and mak e a strong case or argument f or your pr oposi tion. Finall y, here is a five-step

motiv ational che cklist to k eep in mind as y ou bring i t all toge ther:

1. Get their a t ten tion

2. Identif y the ne ed

3. Satisf y the ne ed

4. Present a vision or solution

5. Take action

This simple or ganizational pa t tern c an help you focus on the basic elemen ts of a persuasive message

when time is shor t and y our perf ormanc e is cri tic al. Speaking to persuade should not in volve manip-

ulation, c oercion, false log ic, or other une thic al techniques.
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56. Conclusion

After r eading this chapter , and returning to D havitÕs challenge r elated to cr eating a

persuasive presentation, ho w mig ht Dhavit plan and deliv er his inf orma tion to help

persuade some o f his colleagues to stop smoking ?

Check Your Understanding

An inter active or media element has been excluded from this ver sion of the text. You can view

it online her e:

https:/ / ecampusontario .pressbooks.pub/commbuspr ofcdn/?p=55 4

An inter active or media element has been excluded from this ver sion of the text. You can view

it online her e:

https:/ / ecampusontario .pressbooks.pub/commbuspr ofcdn/?p=55 4

An inter active or media element has been excluded from this ver sion of the text. You can view

it online her e:

https:/ / ecampusontario .pressbooks.pub/commbuspr ofcdn/?p=55 4

An inter active or media element has been excluded from this ver sion of the text. You can view

it online her e:

https:/ / ecampusontario .pressbooks.pub/commbuspr ofcdn/?p=55 4
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An inter active or media element has been excluded from this ver sion of the text. You can view

it online her e:

https:/ / ecampusontario .pressbooks.pub/commbuspr ofcdn/?p=55 4

Additional Resources

Justthink.or g promotes cri tic al thinking skills and a wareness of the impac t o f images in the me dia

among young people. ht tp:/ / www.change.org/or ganizations /just_think_f oundation

Visit this si te f or a vide o and other r esources about Maslo wÕs hierarchy of needs. ht tp:/ / www.abra-

ham-maslo w.com/m_motiv ation /H ierarchy_o f_N eeds.asp

Read an inf orma tiv e article on negotia ting fac e-to-fac e across cultur es by Stella Ting-T oomey,

ht tps:/ / www.sfu.ca/da vidlamc entr e/f orum /past_P RF/P RF_1999/in ter cultur al-c onf lic t-c ompe-

tenc e-eastern-and-w estern-lenses.h tml

Purdue Univ ersi tyÕs Online W ri ting L ab (OWL) provides a guide to persuasiv e speaking str ateg ies.

ht tp:/ / owl.english.pur due.edu/o wl/r esource/588 /04

Visit the CBC Podcasts page and assess the persuasive message of various pr o-

grams. ht tp:/ / www.cbc.ca/r adio/podcasts /

Glossary

Adoption Ð means the speaker w ants to persuade the a udienc e to tak e on a new way of thinking, or

adopt a ne w ide a.

Authori ty Ð involves referencing e xper ts and exper tise.

Briber y Ð involves the giving o f something in r eturn f or an expected favour , consider ation, or privi-

lege.

Call to action Ð you want your listeners to do some thing, to change their beha viour in some w ay.

Claim Ð your sta temen t o f belief or truth when making an e videnc e-based argument.

Coercion Ð the use of power to c ompel ac tion.

Commi tmen t and Consistency Ð means ensuring tha t you follo w thr ough on wha t you say you will

do.

Consensus Ð is the tendenc y of the individual to f ollo w the le ad of the gr oup or pe ers.

Contin uance Ð the speaker aims to persuade the a udienc e to continue doing wha t the y have been

doing, such as k eep buying a pr oduc t, or sta ying in school to ge t an education.
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Data Ð your suppor ting r easons for a claim when y ou are making an evidenc e-based argument.

Deception Ð involves the use of lies, par tial truths, or the omission o f r elevant inf orma tion to

deceive your audienc e.

Deterr ence Ð call to ac tion tha t f ocuses on persuading a udienc e not to star t something if the y

havenÕt already star ted.

Discon tin uance Ð involves the speaker persuading the a udienc e to stop doing some thing the y have

been doing.

Fallacies Ð another w ay of saying false log ic. These tricks de ceive your audienc e wi th their st yle,

drama, or pat tern, but add li t tle to y our spe ech in terms o f substanc e and can actuall y detr act fr om

your ef fectiv eness.

Goals of action ( solu tions ) Ð include adoption, disc ontinuanc e, deterr ence, and continuanc e.

Liking Ð involves the per ception o f safety and belong ing in c ommunic ation.

Manipula tion Ð involves the managemen t o f facts, ideas or poin ts of view to pla y upon inher ent

insecuri ties or emotional appe als to oneÕs own advantage.

Moti vation Ð different fr om persuasion in tha t i t in volves the force, stimulus, or inf luenc e to bring

about change.

Persuasion Ð an act or pr ocess of pr esenting ar guments to mo ve, motiv ate, or change y our audi-

ence.

Recipr oci ty Ð is the mutual e xpectation f or exchange of value or ser vice.

Scarci ty Ð is the perception o f inadequate suppl y or a limi ted resource.

Stim ula tion Ð reinf orce existing beliefs, in tensif y them, and bring them to the f orefr ont.

Warr ant Ð you cr eate the c onnection be tween a claim and suppor ting r easons when making an e vi-

dence-based argument.
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PART IX

CHAPTER 9: INTRAPERSONAL AND
INTERPERSONAL COMMUNICATION
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57. Introduction

Chapter 9 Learning Outcomes

1. Def ine in tr apersonal and in terpersonal c ommunic ation.

2. Give examples of in terpersonal ne eds in the c ommunic ation pr ocess.

3. Discuss social pene tr ation the or y and self -disclosur e and its principles.

4. List f ive steps in any conversation.

5. Describe several str ateg ies for r esolving w orkplace conf lic t r elated to evaluations and

cri ticism.

Dhavit will be in ter viewing a gr oup o f poten tial emplo yees to f ill a r ole called

ÒLibrary Coor dinator .Ó In this r ole, an emplo yee will ne ed to ha ve excellent commu-

nic ation skills to in ter act wi th a variety of visi tors to the libr ary including facult y

members, staf f, and studen ts. Dhavit w ants to ensur e he includes some good ques-

tions in his in ter view script to de termine in terpersonal skills among the applic ants.

What t ypes of questions mig ht Dhavit ask to f ind out mor e from each candidate?

When asked the question, ÒWhat ar e you doing ?Ó in a professional context, the answ er t ypic ally

involves communic ation; c ommunic ation wi th self, wi th others, in v erbal (oral and wri t ten) and non-

verbal w ays. How well do y ou communic ate, and ho w does i t inf luenc e your experienc e wi thin the

business envir onmen t? Thr ough communic ation, ho w mig ht you negotia te r elationships, demands

for space and time, acr oss meetings, c ollabor ativ e effor ts, and solo pr ojects? In this chapter y ou will

explor e several concepts and at tempt to answ er the question, ÒWhat ar e you doing ?Ó with the

answer: communic ating.

Chapter Preview

¥ What is communic ation ?

¥ Self-Conc ept

¥ Interpersonal ne eds

¥ Rituals o f Conversation
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¥ Employment I nter viewing

¥ Conf lic t in the W ork Envir onmen t

¥ Conclusion
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58. What is Intrapersonal Communication?

Intr apersonal c ommunic ation can be def ined as communic ation wi th one Õs self, and that may include

self-talk, ac ts of imag ination and visualiza tion, and e ven recall and memor y (McLean, 2005). You

read on your phone tha t your friends ar e going to ha ve dinner a t your fa vouri te r estaurant. What

comes to mind? S ights, sounds, and scents? Something spe cial tha t happene d the last time y ou were

ther e? Do you contempla te joining them ? Do you star t to w ork out a plan o f get ting fr om your pr e-

sent loc ation to the r estaurant? Do you send your friends a te xt asking if the y want company? Until

the momen t when y ou hi t the ÒsendÓ button, y ou are communic ating wi th y ourself.

Communic ations e xper t Leonard Shedletsky examine d in tr apersonal c ommunic ation thr ough the

eight basic c omponen ts of the c ommunic ation pr ocess (i.e., source, receiver, message, channel,

feedback, envir onmen t, context, and in terf erence) as transactional, but all the in ter action oc curs

wi thin the individual ( Shedletsky, 1989).

From planning to pr oblem sol ving, in ternal c onf lic t r esolution, and e valuations and judgmen ts of self

and others, w e communic ate wi th oursel ves thr ough in tr apersonal c ommunic ation.

All this in ter action tak es place in the mind wi thout e xternaliza tion, and all o f i t r elies on pr evious

inter action wi th the e xternal w or ld.

Watch the f ollo wing 1 min ute video on Intr apersonal Communication
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A YouTube element has been excluded from this ver sion of the text. You can view it online her e:

https:/ / ecampusontario .pressbooks.pub/commbuspr ofcdn/?p=601
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59. Self-Concept

Returning to the question Òwha t ar e you doing ?Ó is one way to appr oach self -c oncept. I f we define

oursel ves thr ough our ac tions, wha t mig ht those ac tions be, and ar e we no longer oursel ves when

we no longer engage in those ac tivi ties? Psycholog ist Steven Pinker def ines the c onscious pr esent as

about thr ee seconds for most pe ople. Everything else is past or futur e (Pinker, 2009). Who are you at

this momen t in time, and will the self y ou become an hour fr om no w be dif ferent fr om the self tha t is

reading this sen tenc e rig ht no w?

Just as the communic ation pr ocess is dynamic, not sta tic (i.e., always changing, not sta ying the

same), you too ar e a dynamic system. P hysiolog ically your bod y is in a constan t sta te of change as

you inhale and e xhale air , digest f ood, and cle anse waste fr om each cell. Psycholog ically you are con-

stantl y in a state of change as well. Some aspects of your personali ty and char acter will be c onstan t,

while others will shif t and adapt to y our en vir onmen t and c ontext. These comple x combina tions

contribute to the self y ou call you. You may choose to def ine yourself b y your o wn sense of individu-

ality, personal char acteristics, motiv ations, and ac tions (M cLean, 2005), but an y def ini tion y ou cr eate

will lik ely fail to c aptur e all of who y ou are, and who you will be come.

Self-Concept

Self-concept is Òwhat w e perceive oursel ves to be,Ó (McLean,, 2005) and involves aspects of image

and esteem. How we see oursel ves and how we feel about oursel ves inf luenc es how we communi-

cate wi th others. W hat you are thinking no w and ho w you communic ate impac ts and inf luenc es how

others tr eat you. In a previous chapter y ou r eviewed the c oncept o f the looking g lass self. We look at

how others tr eat us, wha t the y say and how the y say it, for clues about ho w the y view us to gain

insig ht in to our o wn iden ti ty. Developing a sense of self as a communic ator in volves balance

between construc tiv e feedback fr om others and c onstruc tiv e self-af f irma tion. You judge y ourself, as

others do, and both vie ws count.
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Photo b y Pablo Guerr ero on Unsplash

Self-r ef lection is a tr ait tha t allo ws us to adapt and change to our c ontext or en vir onmen t, to ac cept

or r eject messages, to examine our c oncept o f oursel ves and choose to impr ove.

Internal mono logue refers to the self -talk o f in tr apersonal c ommunic ation. I t can be a running
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monologue tha t is r ational and r easonable, or disor ganized and illog ical. Your self -monologue c an

empower and ener gize you or i t can unin ten tionall y in terf ere wi th listening to others, impe de your

abili ty to f ocus, and become a barrier to ef fectiv e communic ation.

You have to mak e a choice to listen to others when the y communic ate thr ough the wri t ten or spo-

ken word. Refraining fr om pr eparing y our r esponses before others f inish spe aking (or bef ore you

finish r eading wha t the y have said) is good listening, and essen tial f or r elationship-building. I tÕs good

listening pr actic e to tak e mental note o f when y ou jump to c onclusions fr om onl y par tiall y at tending

to the spe aker or wri terÕs message. There is certainl y value in choosing to listen to others in addi tion

to y ourself.

One principle o f communic ation is tha t in ter action is d ynamic and chang ing. Inter action c an be

internal, as in in tr apersonal c ommunic ation, but c an also be external. W e may communic ate wi th

one other person and engage in pair ed in terpersonal c ommunic ation. I f we engage two or mor e

individuals, gr oup communic ation is the r esult.

To summariz e, self-c oncept in volves multiple dimensions and is e xpr essed as internal monologue

and social c omparisons. Self -c oncept c an be inf orme d by engaging in dialogue wi th one or mor e

people, and thr ough reading or listening to spok en works; at tending to wha t others c ommunic ate

can add value to y our self -c oncept.
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60. Interpersonal Needs

We communic ate wi th each other to me et our ne eds, regardless of how we define those ne eds. From

the time y ou are a newborn infan t cr ying f or f ood or the time y ou are a toddler le arning to sa y

ÒpleaseÓ when requesting a cup o f milk, to the time y ou are an adult le arning the ri tuals o f the job

inter view and the c onference room, you learn to c ommunic ate in or der to gain a sense o f self wi thin

the gr oup or c ommuni tyÐmeeting y our basic ne eds as you gr ow and learn.

Interper sonal comm unica tion is the pr ocess of exchanging messages between t wo people whose

lives mutuall y inf luenc e one another in unique w ays in r elation to social and cultur al norms (Univ er-

sity of Minnesota Libr aries Publishing, 2013). A brief exchange wi th a gr ocery stor e cler k who y ou

donÕt know wouldn Õt be consider ed in terpersonal c ommunic ation, be cause you and the cler k are not

inf luencing e ach other in signif icant w ays. If the cler k were a friend, famil y member , coworker, or

romantic par tner , the communic ation w ould fall in to the in terpersonal c ategor y.

Aside fr om making y our r elationships and he alth be t ter , interpersonal c ommunic ation skills ar e

highly sought af ter b y poten tial emplo yers, consisten tl y ranking in the top ten in na tional sur veys

(National Associa tion o f Colleges and Emplo yers, 2010). Interpersonal c ommunic ation me ets our

basic needs as humans for securi ty in our social bonds, he alth, and c areers. But w e are not born wi th

all the in terpersonal c ommunic ation skills w eÕll need in lif e.

Social Penetration Theory

How do you get to kno w other pe ople? If the answ er springs imme diatel y to mind, w eÕre get ting

somewher e: communic ation. Communic ation allo ws us to shar e experienc es, come to kno w our-

selves and others, and f orm r elationships, but i t r equir es time and ef for t. I rwin Altman and D almas

Taylor describe this pr ogression fr om superf icial to in tima te levels of communic ation in social pene-

tr ation the or y, which is o ften c alled the Onion The or y because the model looks lik e an onion and

involves layers tha t ar e peeled away (Altman & T aylor , 1973). According to social pene tr ation the or y,

we fear tha t which w e do not kno w. That includes pe ople. Str angers go fr om being unkno wn to

known thr ough a series of steps tha t w e can observe thr ough conversational in ter actions.

At the outermost la yer of the onion, in this model, ther e is only tha t which w e can observe. We can

observe characteristics about e ach other and mak e judgmen ts, but the y are educated guesses at

best. Our non verbal displa ys of aff ilia tion, lik e a team jacket, a unif orm, or a badge, ma y communi-

cate something about us, but w e only peel away a layer when w e engage in conversation, or al or

wri t ten.

As we move from public to priv ate inf orma tion w e make the tr ansition fr om small talk to substan tial,

and eventuall y in tima te, conversations. Communic ation r equir es trust and tha t o ften tak es time.
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Beginnings ar e fragile times and when e xpectations, r oles, and ways of communic ating ar e not cle ar,

misunderstandings c an occur .

According to the social penetr ation theor y, people go fr om superf icial to in tima te conversations as

trust de velops thr ough repeated, positiv e inter actions. Self-disclosur e is Òinforma tion, thoug hts, or

feelings w e tell others about oursel ves that the y would not other wise kno wÓ (McLean, 2005). Taking

it step b y step, and not rushing to self -disclose or asking personal questions too soon, c an help

develop posi tiv e business relationships. Figur e 9.1 below, an image of onion la yers resembles the

process of building in terpersonal c ommunic ation r elationships.

Figur e 9.1.Layers of disclosur e in in terpersonal c ommunic ation.

Principles of Self-Disclosure

From your in ternal monologue and in tr apersonal c ommunic ation, to v erbal and non verbal commu-

nic ation, c ommunic ation is c onstan tl y occurring. W hat do y ou communic ate about y ourself b y the

clothes (or br ands) you wear, the ta t toos you displa y, or the pier cing y ou r emove before you enter

the w orkplace? Self-disclosur e is a process by which y ou in ten tionall y communic ate inf orma tion to

others, but c an involve unin ten tional, but r evealing slips.
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Interpersonal Relationships

Interpersonal c ommunic ation c an be def ined as communic ation be tween t wo people, but the def ini-

tion fails to c aptur e the essence of a relationship. This br oad def ini tion is useful when w e compar e it

to in tr apersonal c ommunic ation, or c ommunic ation wi th oursel ves, as opposed to mass communi-

cation, or c ommunic ation wi th a lar ge audienc e, but i t r equir es clarif ication. The de velopmen tal

view of in terpersonal c ommunic ation plac es emphasis on the r elationship r ather than the siz e of the

audienc e, and draws a distinc tion be tween impersonal and personal in ter actions.

For example, one day your c oworker and best friend, I ris, whom y ouÕve come to kno w on a personal

as well as a professional level, gets pr omote d to the posi tion o f manager . She didnÕt tell you ahead of

time be cause it w asnÕt certain, and she didn Õt know how to bring up the possible change o f r oles.

Your r elationship wi th I ris will change as y our r oles tr ansform. H er perspe ctiv e will change, and so

will y ours. You may stay friends, or she ma y not ha ve as much time as she onc e did. Over time, y ou

and Iris gr adually grow apar t, spending less time toge ther . You eventuall y lose touch. W hat is the

status o f your r elationship ?

If you have ever had even a minor in terpersonal tr ansaction such as bu ying a cup o f coffee from a

cler k, you kno w tha t some pe ople can be personable, but does tha t mean youÕve developed a rela-

tionship wi thin the tr ansaction pr ocess? For many people the tr ansaction is an impersonal e xperi-

ence, however ple asant. What is the dif ference between the brief in ter action o f a tr ansaction and

the in ter actions y ou periodic ally have wi th y our c olleague, Iris, who is no w your manager?

The developmen tal vie w plac es an emphasis on the prior histor y, but also f ocuses on the le vel of

familiari ty and trust. Ov er time and wi th incr eased fr equency we form bonds or r elationships wi th

people, and if time and fr equency are diminishe d, we lose that familiari ty. The relationship wi th the

cler k may be impersonal, but so c an the r elationship wi th the manager af ter time has passe d and the

familiari ty is lost. Fr om a developmen tal vie w, interpersonal c ommunic ation c an exist acr oss this

range of experienc e and in ter action.

Regardless of whe ther w e focus on c ollabor ation or c ompeti tion, w e can see that in terpersonal c om-

munic ation is ne cessary in the business en vir onmen t. We want to kno w our plac e and role wi thin

the or ganization, ac cur atel y pr edic t those wi thin our pr oximi ty, and create a sense of safety and

belong ing. Family for man y is the f irst e xperienc e in in terpersonal r elationships, but as w e develop

professionally, our r elationships a t w ork may take on many of the a t tributes w e associate wi th famil y

communic ation. W e look to e ach other wi th similar sibling riv alries, competi tion f or at ten tion and

resources, and suppor t. The w orkplace and our pe ers can become as close, or closer , than our bir th

families, wi th similar challenges and r ewards.

To summariz e, interpersonal r elationships ar e an impor tant par t o f the w ork envir onmen t. We come

to kno w one another gr adually (layer by layer). The principle o f self-disclosur e is a normal par t o f

communic ation.

224 | Interpersonal N eeds



61. Rituals of Conversation

You no doubt ha ve participa ted in c ountless conversations thr oughout y our lif e, and the pr ocess of

how to c onduc t a conversation ma y seem so obvious tha t i t needs no examination. Yet, all cultur es

have ri tuals o f various kinds, and c onversation is one o f these univ ersal ri tuals. A skille d business

communic ator kno ws when to spe ak, when to r emain silen t, and to al ways stop speaking bef ore the

audienc e stops listening. Expectations ma y dif fer based on the t ype of conversation and the kno wl-

edge and experienc e of par ticipan ts, but her e are the basic f ive steps of a conversation.

Photo b y Kawtar CHERKAOUI on Unsplash

Conversation as a Ritual

Steven Beebe, Susan Beebe, and Mark Redmond o ffer us f ive stages of conversation tha t ar e adapted

here for our discussion (Be ebe, Beebe, & Redmond, 200 2).

1. Initiation

The f irst stage o f conversation is c alled ini tia tion, and r equir es you to be open to in ter act. How you

communic ate openness is up to y ou; i t may involve nonverbal signals lik e eye contact or bod y posi-

tions, y ou may be smiling or facing the other person and making e ye contact. For some, this ma y

produc e a degree of anxie ty. If status and hier archic al relationships ar e present, i t may be a question

of who spe aks when, according to cultur al norms.
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2. Preview

The pr eview is an indic ation, v erbal or non verbal, o f what the c onversation is about, both in terms o f

conten t and in terms o f the r elationship. A w ord or t wo in the subje ct line o f an email ma y signal the

topic, and the r elationship be tween individuals, such as an emplo yee-super visor r elationship, ma y

be understood. A pr eview can serve to r educe uncertain ty and signal in ten t.

3. Talking Point(s)

Joseph DeVito char acteriz es this step as get ting do wn to business, r einf orcing the goal orien tation

of the c onversation (De Vito, 2003 ). In business communic ation, w e often have a specif ic goal or

series of poin ts to addr ess, but we cannot lose sig ht o f the r elationship messages wi thin the discus-

sion of conten t. By clearly articula ting, ei ther in wri t ten or or al form, the main poin ts, you pr ovide

an outline or struc tur e to the c onversation.

4. Feedback

Similar to a pr eview step, this stage allo ws the c onversational par tners to clarif y, restate, or discuss

the poin ts of the c onversation to arriv e at a sense of mutual understanding. W estern cultur es often

get to the poin t r ather quickl y and onc e an understanding is establishe d ther e is a quick mo ve to the

conclusion.

Feedback is an oppor tuni ty to mak e sure the in ter action w as successful the f irst time. Failur e to

at tend to this stage c an lead to the ne ed for addi tional in ter actions, r educing ef f icienc y across time.

5. Closing

The acceptanc e of feedback on both sides o f the c onversation o ften signals the tr ansition to the

conclusion o f the c onversation.

Ther e are times when a c onversational par tner in tr oduc es new inf orma tion in the c onclusion, which

can star t the pr ocess all over again. You may also note tha t if w ords like Òin conclusion Ó or ÒohÑone

mor e thingÓ are used, a set o f expectations is no w in f orce. A conclusion has be en announc ed and

the listener e xpects i t. I f the spe aker continues to r ecycle at this poin t, the listenerÕs listening skills

are often not as k een as they were during the he at o f the main engagemen t, and i t may even pr oduc e

frustr ation. People men tall y shif t to the ne xt or der o f business and this tr ansition must be negoti-

ated successfully.
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By mentioning a time, da te, or plac e for futur e communic ation y ou can clearly signal tha t the c on-

versation, althoug h curr entl y conclude d, will c ontinue la ter . In this w ay, you can often disengage

successfully while demonstr ating r espect.
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62. Employment Interviewing

Source: Photo b y Dylan Gillis on Unsplash

In or der to mak e the tr ansition fr om an outsider to an insider in the business w or ld, youÕll have to

pass a series of tests, both inf ormal and f ormal. One o f the most c ommon tests is kno wn as an

emplo yment in ter view. An emplo yment in ter view is an exchange between a candidate and a

prospectiv e employer (or their r epresentativ e). It is a formal pr ocess with several consisten t ele-

ments tha t you can use to guide y our pr eparation.

Employment in ter views come in all shapes and siz es, and may not be limi ted to onl y one exchange

but one in ter action. A poten tial emplo yee may very well be scr eened by a computer ( as the rŽsumŽ is

scanned) and in ter viewed online or via the telephone bef ore the applic ant ever meets a representa-

tiv e or panel o f r epresentativ es. The screening pr ocess may include f ormal tests tha t include per-

sonali ty tests, backgr ound in vestigations, and c onsulta tions wi th pr evious emplo yers.

Depending on the t ype of job you are seeking, you can anticipa te answering questions, o ften mor e

than onc e, to a series of people as you pr ogress thr ough a formal in ter view pr ocess. Just as you have

the advantage of pr eparing f or a speech wi th an ticipa tion, y ou can apply the same r esearch and pub-

lic speaking skills to the emplo yment in ter view.

The invitation to in ter view means you have been iden tif ied as a candidate who me ets the minimum

qualif ications and demonstr ate poten tial as a viable candidate. Your c over let ter , rŽsumŽ, or related

applic ation ma terials ma y demonstr ate the c onnection be tween your pr eparation and the job duties,

but no w comes the momen t wher e you will ne ed to ar ticula te those poin ts out loud.

If we assume that you would lik e to be successful in y our emplo yment in ter viewing, then i t mak es

sense to use the c ommunic ation skills gaine d to da te wi th the kno wledge of in terpersonal c ommuni-

cation to maximiz e your perf ormanc e. There is no one rig ht or wr ong way to pr epare and pr esent at

228 | Employment I nter viewing



your in ter view, just as each audienc e is unique, but w e can prepare and anticipa te several common

elements.

Watch the f ollo wing 5 minute vide o: Common Interview Questions and A nswers

A YouTube element has been excluded from this ver sion of the text. You can view it online her e:

https:/ / ecampusontario .pressbooks.pub/commbuspr ofcdn/?p=609

Preparation

Would y ou pr epare yourself bef ore wri ting f or public ation or spe aking in public? Of c ourse. The

same preparation applies to the emplo yment in ter view. Brief ly, the emplo yment in ter view is a con-

versational e xchange (even if i t is in wri ting a t f irst ) wher e the par ticipan ts tr y to le arn mor e about

each other . Both conversational par tners will ha ve goals in terms o f conten t, and explici tl y or implic-

itl y across the conversational e xchange will be r elational messages. At tending to both poin ts will

str engthen y our perf ormanc e.

On the c onten t side, if y ou have been invited for an in ter view, you can rest assured tha t you have

met the basic qualif ications the emplo yer is looking f or. Hopefull y, this ini tia tion signal me ans that

the c ompany or or ganization y ou have thor oughly researched is one you would c onsider as a poten-
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tial emplo yer. Perhaps you have involved colleagues and curr ent emplo yees of the or ganization in

your r esearch pr ocess and learned about several of the or ganization Õs at tr activ e quali ties as well as

some of the challenges e xperienc ed by the pe ople w orking ther e.

Businesses hir e people to sol ve problems, so you will w ant to f ocus on ho w your talen ts, exper tise,

and experienc e can contribute to the or ganization Õs need to sol ve those pr oblems. The mor e

detaile d your anal ysis of their curr ent challenges, the be t ter . You need to be pr epared for standar d

questions about y our education and backgr ound, but also se e the opening in the c onversation to

discuss the job duties, the challenges inher ent in the job, and the w ays in which y ou belie ve you can

meet these challenges. T ake the oppor tuni ty to demonstr ate the fac t tha t you have Òdone your

homeworkÓ in researching the c ompany. Table 9.1 ÒInter view Preparation Che cklistÓ presents a

checklist o f what you should tr y to kno w before you consider y ourself pr epared for an in ter view.

Table 9.1 Interview Pr eparation Checklist

What to Kno w Examples

Type of Inter view

Will i t be a behaviour al inter view, wher e the emplo yer w atches wha t you do in a g iven
situation ? Will you be asked technic al questions or g iven a work sample? Or will y ou
be inter viewed over lunch or c offee, wher e your table manners and social skills will be
assessed?

Type of Dr ess
Off ice at tir e varies by industr y, so stop by the w orkplace and observe what w orkers
are wearing if y ou can. If this isn Õt possible, call and ask the human r esources off ice
what to w earÑthey will appr eciate your wish to be pr epared.

Company or Or gani-
zation

Do a thor ough explor ation o f the c ompanyÕs website. I f i t doesn Õt have one, look f or
business listings in the c ommuni ty online and in the phone dir ector y. Contact the
local chamber o f commer ce. At your libr ary, you may have access to subscription si tes
such as HooverÕs Online (ht tp:/ / www.hoovers.com).

Job

Carefull y read the ad you answered tha t got y ou the in ter view, and memoriz e what i t
says about the job and the qualif ications the emplo yer is seeking. Use the in terne t to
f ind sample job descriptions f or your tar get job ti tle. Mak e a wri t ten list o f the job
tasks and annota te the list wi th y our skills, kno wledge, and other a t tributes tha t will
enable you to perf orm the job tasks wi th excellenc e.

EmployerÕs Needs

Check for any items in the ne ws in the past c ouple o f years involving the c ompany
name. If i t is a small c ompany, the loc al town ne wspaper will be y our best sour ce. In
addi tion, look f or any advertisemen ts the c ompany has placed, as these can give a
good indic ation o f the c ompanyÕs goals.

Performance

You may want to kno w how to pr epare for an emplo yment in ter view, and weÕre going to tak e it f or

granted tha t you have researched the c ompany, market, and even individuals in y our ef for t to le arn
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mor e about the oppor tuni ty. From this solid base o f pr eparation, y ou need to beg in to pr epare your

responses. Would y ou lik e some of the test questions bef ore the test? Luckil y for you, emplo yment

inter views involve a degree of unif ormi ty across their man y representations. H ere are eleven com-

mon questions y ou are likely to be asked in an emplo yment in ter view (McLean, 2005):

1. Tell me about y ourself.

2. Have you ever done this t ype of work before?

3. Why should w e hir e you?

4. What ar e your gr eatest str engths? Weaknesses?

5. Give me an example o f a time when y ou worked under pr essure.

6. Tell me about a time y ou encounter ed (X) type of pr oblem at w ork. How did y ou solve the pr ob-

lem?

7. Why did y ou leave your last job ?

8. How has your education and /or e xperienc e prepared you for this job ?

9. Why do you want to w ork her e?

10. What ar e your long-r ange goals? Where do you see yourself thr ee years fr om no w?

11. Do you have any questions?

When you are asked a question in the in ter view, look f or i ts purpose as w ell as its li ter al meaning.

ÒTell me about y ourselfÓ may sound lik e an invitation f or you to shar e your te xt message win in last

yearÕs competi tion, but i t is not. The emplo yer is looking f or some one who c an address their ne eds.

In the same w ay, responses about your str engths ar e not an opening to br ag, and your w eakness not

an invitation to c onfess. If your w eakness is a tendenc y to ward perf ectionism, and the job y ou are

applying f or in volves a detail orien tation, y ou can highlig ht ho w your w eaknesses may serve you well

in the posi tion.

You may be invited to par ticipa te in a c onference call, and be told to e xpect i t will last ar ound t wenty

minutes. The telephone c arries y our v oice and your w ords, but doesn Õt carr y your non verbal ges-

tur es. If you r emember to spe ak dir ectl y in to the telephone, look up and smile, y our v oice will c ome

thr ough clearly and you will sound c ompeten t and ple asant. When the in ter viewers ask you ques-

tions, k eep tr ack of the time, limi ting e ach response to about a minute. I f you kno w tha t a t wenty-

minute c all is scheduled for a certain time, y ou can anticipa te tha t your phone ma y ring ma y be a

minute or t wo late, as inter views are often sche duled in a series while the c ommi t tee is all toge ther

at one time. Ev en if y ou onl y have one in ter view, your in ter viewers will ha ve a schedule and y our

sensitivi ty to i t can help impr ove your perf ormanc e.

You can also anticipa te tha t the last f ew minutes will be se t aside f or you to ask y our questions. This

is your oppor tuni ty to le arn mor e about the pr oblems or challenges tha t the posi tion will be

addressing, allowing y ou a f inal oppor tuni ty to r einf orce a positiv e message with the a udienc e. Keep

your questions simple, y our at ti tude posi tiv e, and communic ate your in ter est.

At the same time as y ou are being in ter viewed, know tha t you too ar e inter viewing the pr ospectiv e

Employment I nter viewing | 231



emplo yer. If you have done your home work you may already know wha t the or ganization is all about,

but y ou may still be unsur e whether i t is the rig ht f it f or you. Listen and le arn fr om wha t is said as

well as what is not said, and y ou will add to y our kno wledge base for wise de cision-making in the

futur e.

Above all, be honest, posi tiv e, and brief. You may have heard tha t the w or ld is small and i t is true. As

you develop pr ofessionally, you will c ome to see how f ields, or ganizations, and c ompanies ar e inter-

connected in w ays that you cannot an ticipa te. Your name and r eputa tion ar e yours to pr otect and

promote.

Postperformance

Remember tha t f eedback is par t o f the c ommunic ation pr ocess: follo w up pr omptl y wi th a thank -y ou

note or email, e xpr essing your appr eciation f or the in ter viewerÕs time and in ter est. You may also

indic ate tha t you will c all or email ne xt w eek to see if the y have any fur ther questions f or you.

You may receive a let ter , note, or v oicemail explaining tha t another c andidateÕs combina tion o f expe-

rienc e and education be t ter ma tche d the job description. I f this happens, i t is onl y natur al for you to

feel disappoin ted. It is also onl y natur al to w ant to kno w wh y you were not chosen, but be a ware that

for legal r easons most r ejection notif ications do not go in to de tail about wh y one candidate w as

hir ed and another w as not. Contacting the c ompany wi th a r equest f or an explanation c an be coun-

terpr oduc tiv e, as it may be in terpr eted as a Òsore loserÓ response. If ther e is any possibili ty tha t the y

will k eep your name on f ile f or futur e oppor tuni ties, you want to pr eserve your posi tiv e relationship.

Althoug h you feel disappoin ted, donÕt focus on the loss or all the har d work youÕve produc ed.

Instead, focus your ener gies wher e they will ser ve you best. Review the pr ocess and learn fr om the

experienc e, knowing tha t each audienc e is unique and e ven the most pr epared candidate may not

have been the rig ht Òfit.Ó Stay posi tiv e and connect wi th pe ople who suppor t you. Prepare, practic e,

and perf orm. Kno w tha t you as a person are far mor e than just a list o f job duties. Focus on y our skill

sets: if the y need impr ovement, consider addi tional e ducation tha t will enhanc e your kno wledge and

skills. Seek out loc al resources and keep networking. H ave your pr ofessional in ter view at tir e clean

and ready, and focus on wha t you can contr olÑyour pr eparation and perf ormanc e.

To summariz e, conversations ha ve universal aspects we can predic t and impr ove. We can use the

dynamics o f the ri tual o f conversation to le arn to pr epare for emplo yment in ter views and evalua-

tions, both c ommon c ontexts o f communic ation in the w ork envir onmen t. Emplo yment in ter views

involve preparation, perf ormanc e, and feedback.
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63. Conflict in the Work Environment

The word Òconf lic tÓ produc es a sense of anxie ty for man y people, but i t is par t o f the human e xperi-

ence. Just because conf lic t is univ ersal does not me an that w e cannot impr ove how we handle dis-

agreements, misunderstandings, and strugg les to understand or mak e oursel ves understood.

Photo b y Chris Sabor on Unsplash

Conf lic t is the ph ysical or psycholog ical strugg le associated wi th the per ception o f opposing or

incompatible goals, desir es, demands, wants, or ne eds (McLean, 2005). When inc ompatible goals,

scarce resources, or in terf erence are present, conf lic t is a t ypic al result, but i t doesn Õt mean the

relationship is poor or failing. All r elationships pr ogress thr ough times o f conf lic t and c ollabor ation.

How we navigate and negotia te these challenges inf luenc es, reinf orces, or destr oys the r elationship.

Conf lic t is univ ersal, but ho w and when i t oc curs is open to inf luenc e and in terpr etation. Rather

than vie wing c onf lic t fr om a negativ e frame of r eference, view i t as an oppor tuni ty for clarif ication,

growth, and e ven reinf orcement o f the r elationship.

Conflict Management Strategies

As professional communic ators, w e can acknowledge and anticipa te tha t conf lic t will be pr esent in

every context or en vir onmen t wher e communic ation oc curs. To tha t end, w e can predic t, anticipa te,

and formula te str ateg ies to addr ess conf lic t successfully. How you choose to appr oach conf lic t

inf luenc es its r esolution. Joseph DeVito (2003 ) offers several conf lic t managemen t str ateg ies that

you mig ht adapt and e xpand f or your use.
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Avoidance

You may choose to change the subje ct, leave the r oom, or not e ven enter the r oom in the f irst plac e,

but the c onf lic t will r emain and r esurface when you least expect i t. Your r eluctanc e to addr ess the

conf lic t dir ectl y is a normal r esponse, and one which man y cultur es priz e. In cultur es where inde-

pendenc e is highly valued, dir ect confr ontation is mor e common. I n cultur es where the communi ty

is emphasized over the individual, indir ect str ateg ies may be mor e common. Avoidanc e allows for

mor e time to r esolve the pr oblem, but c an also incr ease costs associated wi th pr oblem in the f irst

place. Your or ganization or business will ha ve policies and pr otoc ols to f ollo w r egarding c onf lic t and

redress, but i t is always wise to c onsider the posi tion o f your c onversational par tner or opponent

and to g ive them, as well as yourself, time to e xplor e alterna tiv es.

Defensiveness versus Supportiveness

Defensive communic ation is char acteriz ed by contr ol, evaluation, and judgmen ts, while suppor tiv e

communic ation f ocuses on the poin ts and not personali ties. W hen we feel judged or cri ticiz ed, our

abili ty to listen c an be diminishe d, and we may onl y hear the nega tiv e message. By choosing to f ocus

on the message inste ad of the messenger , we keep the discussion suppor tiv e and pr ofessional.

Face-Detracting and Face-Saving

Communic ation is not c ompeti tion. Communic ation is the sharing o f understanding and me aning,

but does e veryone always share equally? People strugg le for c ontr ol, limi t access to resources and

inf orma tion as par t o f terri torial displa ys, and other wise use the pr ocess of communic ation to

engage in competi tion. People also use communic ation f or c ollabor ation. Both c ompeti tion and c ol-

labor ation c an be observed in c ommunic ation in ter actions, but ther e are two concepts centr al to

both: fac e-de tr acting and fac e-saving str ateg ies.

Face-de tr acting str ateg ies involve messages or statemen ts tha t tak e away fr om the r espect,

integri ty, or cr edibili ty of a person. Face-saving str ateg ies protect cr edibili ty and separate message

fr om messenger . For example, you mig ht say tha t Òsales were down this quar ter ,Ó without spe cif ically

noting who w as responsible. Sales were simpl y down. I f, however, you ask, ÒHow does the sales man-

ager explain the de cline in sales?Ó you have specif ically connected an individual wi th the nega tiv e

news. While w e may want to spe cif ically connect tasks and job r esponsibili ties to individuals and

depar tmen ts, in terms o f language each str ategy has distinc t r esults.

Face-de tr acting str ateg ies often pr oduc e a defensive communic ation clima te, inhibi t listening, and

allow for li t tle r oom f or c ollabor ation. T o save-fac e is to r aise the issue while pr eserving a suppor tiv e

clima te, allowing r oom in the c onversation f or c onstruc tiv e discussions and pr oblem sol ving. By
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using a face-saving str ategy to shif t the emphasis fr om the individual to the issue, w e avoid po wer

strugg les and personali ties, pr oviding e ach other spac e to save-fac e (Donohue & Klot, 1992).

In collectivist cultur es, where the communi tyÕs well-being is pr omote d or valued above that o f the

individual, fac e-saving str ateg ies are a common c ommunic ativ e str ateg ies. In Japan, for example, to

confr ont someone dir ectl y is per ceived as humilia tion, a gr eat insult. I n the Uni ted States, greater

emphasis is plac ed on individual perf ormanc e, and responsibili ty may be mor e dir ectl y assessed. If

our goal is to sol ve a problem, and pr eserve the r elationship, then c onsider ation o f a face-saving

str ategy should be one option a skille d business communic ator c onsiders when addr essing negativ e

news or inf orma tion.

Empathy

Communic ation in volves not onl y the w ords we wri te or spe ak, but ho w and when w e wri te or say

them. The w ay we communic ate also carries me aning, and empa th y for the individual in volves

at tending to this aspe ct o f in ter action. Empa the tic listening in volves listening to both the li ter al and

implie d meanings wi thin a message. By paying at ten tion to f eelings and emotions associa ted wi th

conten t and inf orma tion, w e can build r elationships and addr ess conf lic t mor e construc tiv ely. In

management, negotia ting c onf lic t is a common task and empath y is one str ategy to c onsider when

at tempting to r esolve issues.

Managing Your Emotions

Ther e will be times in the w ork envir onmen t when emotions run hig h. Your awareness of them c an

help you clear your mind and choose to w ait un til the momen t has passed to tackle the challenge.

Emotions c an be contagious in the w orkplace, and fear of the unkno wn c an inf luenc e people to ac t

in irr ational w ays. The wise business communic ator c an recogniz e when emotions ar e on edge in

themsel ves or others, and choose to w ait to c ommunic ate, pr oblem-sol ve, or negotia te un til af ter

the momen t has passed.

Evaluations and Criticism in the Workplace

Ther e may come a time, ho wever, when evaluations in volve cri ticism. Kno wing ho w to appr oach this

cri ticism c an give you peace of mind to listen cle arly, separating subje ctiv e, personal at tacks fr om

objectiv e, construc tiv e requests for impr ovement. Guf fey offers us seven str ateg ies for g iving and

receiving evaluations and cri ticism in the w orkplace that w e have adapted her e.
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Listen without Interrupting

If you are on the r eceiving end o f an evaluation, star t by listening wi thout in terruption. I nterruptions

can be internal and e xternal, and w arr ant fur ther discussion. I f your super visor star ts to discuss a

poin t and y ou imme diatel y star t debating the poin t in y our mind, y ou are paying at ten tion to y our-

self and wha t you think the y said or ar e going to say, and not tha t which is ac tuall y communic ated.

Let them spe ak while y ou listen, and if y ou need to tak e notes to f ocus your thoug hts, take clear

notes o f what is said, also noting poin ts to r evisit later .

Determine the SpeakerÕs Intent

We have discussed pr eviews as a normal par t o f conversation, and in this c ontext the y play an

impor tant r ole. People w ant to kno w wha t is coming and gener ally dislik e surprises, par ticular ly

when the c ontext o f an evaluation is pr esent. I f you are on the r eceiving end, y ou may need to ask a

clarif ying question if i t doesn Õt count as an interruption. Y ou may also need to tak e notes and wri te

down questions tha t come to mind to addr ess when i t is your turn to spe ak. As a manager, be clear

and posi tiv e in your opening and le ad wi th pr aise. You can f ind one poin t, even if i t is onl y tha t the

emplo yee consisten tl y shows up to w ork on time, to hig hlig ht bef ore tr ansitioning to a perf ormanc e

issue.

Indicate You Are Listening

In many Western cultur es, eye contact is a signal tha t you are listening and pa ying at ten tion to the

person spe aking. Take notes, nod y our he ad, or lean forward to displa y in ter est and listening.

Regardless of whe ther y ou are the emplo yee receiving the cri ticism or the super visor deliv ering i t,

displaying listening beha viour engenders a posi tiv e clima te tha t helps mi tiga te the challenge o f neg-

ativ e news or c onstruc tiv e cri ticism.

Paraphrase

Restate the main poin ts to par aphrase what has been discussed. This verbal displa y allows for clarif i-

cation and ackno wledges receipt o f the message.

If you are the emplo yee, summariz e the main poin ts and consider steps y ou will tak e to corr ect the

situation. I f none c ome to mind or y ou are nervous and are having a hard time thinking cle arly, state

out loud the main poin t and ask if y ou can provide solution steps and str ateg ies at a later da te. You
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can request a follo w-up me eting if appr opria te, or indic ate you will r espond in wri ting via email to

provide the addi tional inf orma tion.

If You Agree

If an apolog y is well deser ved, offer i t. Communic ate cle arly what will change or indic ate when y ou

will r espond wi th specif ic str ateg ies to addr ess the concern. As a manager you will w ant to f ormu-

late a plan tha t addr esses the issue and outlines r esponsibili ties as well as time fr ames for c orr ectiv e

action. As an emplo yee you will w ant specif ic steps y ou can both agr ee on tha t will ser ve to sol ve the

problem. Clear communic ation and ac ceptanc e of r esponsibili ty demonstr ates maturi ty and r espect.

If You Disagree

If you disagr ee, focus on the poin ts or issue and not personali ties. Do not bring up past issues and

keep the c onversation f ocused on the task a t hand. You may want to suggest, no w tha t you bet ter

understand their posi tion, a f ollo w-up me eting to g ive you time to r ef lect on the issues. You may

want to c onsider in volving a thir d par ty, investigating to le arn mor e about the issue, or taking time

to c ool o ff.

Do not r espond in anger or frustr ation; inste ad, always display pr ofessionalism. I f the cri ticism is

unwarr anted, consider tha t the inf orma tion the y have may be f lawed or biased, and consider w ays to

learn mor e about the c ase to share wi th them, se arching f or a mutuall y benef icial solution.

If other str ateg ies to r esolve the conf lic t fail, c onsider c ontacting y our human r esources departmen t

to le arn mor e about due pr ocess procedur es at your w orkplace. Display respect and ne ver say any-

thing tha t w ould r ef lect poor ly on yourself or y our or ganization. W ords spoken in anger c an have a

lasting impac t and ar e impossible to r etrie ve or tak e back.

Learn from Experience

Every communic ation in ter action pr ovides an oppor tuni ty for le arning if y ou choose to se e it. Some-

times the lessons ar e situational and ma y not appl y in futur e contexts. Other times the lessons

learned may well serve you acr oss your pr ofessional career. Taking notes f or yourself to clarif y your

thoug hts, much lik e a journal, ser ve to documen t and help y ou see the si tuation mor e clearly.

Recogniz e that some aspects of communic ation ar e inten tional, and ma y communic ate meaning,

even if i t is har d to understand. Also, kno w tha t some aspects of communic ation ar e unin ten tional,

and may not impl y meaning or design. P eople mak e mistak es. They say things the y should not ha ve
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said. Emotions ar e revealed tha t ar e not al ways rational, and not al ways associated wi th the curr ent

context. A challeng ing morning a t home c an spill o ver in to the w ork day and someoneÕs bad mood

may have nothing to do wi th y ou.

In summar y, conf lic t is una voidable and c an be oppor tuni ty for clarif ication, gr owth, and e ven rein-

forcement o f the r elationship. T ry to distinguish be tween what you can contr ol and wha t you can-

not, and al ways choose pr ofessionalism.
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64. Conclusion

Returning to D havitÕs inter view pr ocess, what t ypes of questions w ould y ou ask

poten tial c andidates about their in terpersonal and c onf lic t managemen t communi-

cation skills r elated to the busy r ole of Libr ary Coor dinator? I f you were applying f or

this r ole, how would y ou pr epare?

Check Your Knowledge

An inter active or media element has been excluded from this ver sion of the text. You can view

it online her e:

https:/ / ecampusontario .pressbooks.pub/commbuspr ofcdn/?p=613

An inter active or media element has been excluded from this ver sion of the text. You can view

it online her e:

https:/ / ecampusontario .pressbooks.pub/commbuspr ofcdn/?p=613

An inter active or media element has been excluded from this ver sion of the text. You can view

it online her e:

https:/ / ecampusontario .pressbooks.pub/commbuspr ofcdn/?p=613

An inter active or media element has been excluded from this ver sion of the text. You can view

it online her e:

https:/ / ecampusontario .pressbooks.pub/commbuspr ofcdn/?p=613
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An inter active or media element has been excluded from this ver sion of the text. You can view

it online her e:

https:/ / ecampusontario .pressbooks.pub/commbuspr ofcdn/?p=613

Additional Resources

A Liter ary Devices article describes the li ter ary devices of Òinterior monologue Ó and stream of con-

sciousness. ht tp:/ /li ter arydevices.net/str eam-o f-c onsciousness/

Read an inf orma tiv e article on self -c oncept and self -este em by Arash Farzaneh. ht tp:/ / psychol-

ogy.suite101.com/ar ticle.cfm /impac t_o f_self concept_and_self esteem_on_lif e

Advice from M onster .ca on Job Inter views ht tps:/ / www.monster .ca/c areer-ad vice/ar ticle /in ter-

view-perf ormanc e-tips-c anada

Globe and Mail: Conflict-management skills now in high demand in the wor kplace ht tps:/ / www.the-

globeandmail.c om/r epor t-on-business /c areers/c areer-ad vice/lif e-at-w ork/c onf lic t-manage-

ment-skills-no w-in-hig h-demand-in-w orkplaces/ar ticle29 722270/

Glossary

Defensi ve comm unica tion Ð characteriz ed by contr ol, evaluation, and judgmen ts, while suppor tiv e

communic ation f ocuses on the poin ts and not personali ties.

Empath y Ð paying at ten tion to f eelings and emotions associa ted wi th c onten t and inf orma tion so

that r elationships ar e built and c onf lic t is construc tiv ely addr essed.

Face-detr acting Ð strateg ies that in volve messages or statemen ts tha t tak e away fr om the r espect,

integri ty, or cr edibili ty of a person.

Face-saving Ð strateg ies that pr otect cr edibili ty and separate message fr om messenger .

Internal mono logue Ð refers to the self -talk o f in tr apersonal c ommunic ation.

Interper sonal comm unica tion Ð the process of exchanging messages between t wo people whose

lives mutuall y inf luenc e one another in unique w ays in r elation to social and cultur al norms.

Intr aper sonal comm unica tion Ð communic ation wi th one Õs self, and that may include self -talk, ac ts

of imag ination and visualiza tion, and e ven recall and memor y.

Self-concept Ð what w e perceive oursel ves to be.

Self-disclosur e Ð informa tion, thoug hts, or f eelings w e tell others about oursel ves that the y would
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not other wise kno w.

Self-r ef lection Ð a trait tha t allo ws us to adapt and change to our c ontext or en vir onmen t, to ac cept

or r eject messages, to examine our c oncept o f oursel ves and choose to impr ove.

Social penetr ation theor y Ð people go fr om superf icial to in tima te conversations as trust de velops

thr ough repeated, positiv e inter actions.
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65. Introduction

Chapter 10 Learning Outcomes

1. Def ine Cultur e

2. Def ine in ter cultur al communic ation

3. Discuss the ef fects of ethnoc entrism.

4. List several examples of common cultur al characteristics.

5. Describe in terna tional c ommunic ation and the g lobal mar ketplac e

6. Give examples of various st yles of managemen t, including The or y X, Y, and Z.

Before coming to Canada, Abe w orked in Ethiopia. I n her studies in Canada she

learned about ho w dif ferent countries c an be categoriz ed based on their cultur al

dimensions. She is c oncerned tha t business etique t te in her home c ountr y is dif fer-

ent fr om tha t o f Canada. For instanc e, recentl y she was in a situation wher e she felt

that i t w as expected of her to shak e hands wi th a male c o-w orker. This is not an

accepted pr actic e in her home cultur al context. She worries tha t ther e may be many dif ferences

between Canadian and Ethiopian cultur es and hopes she can navigate the dif ferences and adapt to

her ne w envir onmen t.

Cultur e is a complic ated word to def ine, as ther e are several ways that cultur e is used in business

contexts. For the purposes o f this chapter , cul tur e is def ined as the ongoing negotia tion o f learned

and pat terne d beliefs, at ti tudes, values, and behaviours. Unpacking the def ini tion, w e can see that

cultur e shouldn Õt be conceptualiz ed as stable and unchang ing. Cultur e is Ònegotia ted,Ó and as you

will le arn later in this chapter , cultur e is dynamic, and cultur al changes can be tr aced and analyzed

to be t ter understand wh y our socie ty is the w ay it is. The def ini tion also poin ts out tha t cultur e is

learned, which ac counts for the impor tanc e of socializing insti tutions lik e famil y, school, peers, and

the me dia. Cultur e is pat terne d in tha t ther e are recognizable widespr ead similari ties among pe ople

wi thin a cultur al group. Ther e is also deviation fr om and r esistance to those pa t terns b y individuals

and subgr oups within a cultur e, which is wh y cultur al pat terns change o ver time. L ast, the def ini tion

acknowledges that cultur e inf luenc es your beliefs about wha t is true and false, y our at ti tudes

including y our lik es and dislik es, your v alues regarding wha t is rig ht and wr ong, and your beha v-

iours. I t is fr om these cultur al inf luenc es that your iden ti ties ar e forme d.
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66. Intercultural Communication

Source: pixabay.com

Cultur e involves beliefs, at ti tudes, values, and tr aditions tha t ar e shared by a group o f people. Thus,

you must c onsider mor e than the clothes y ou wear, the mo vies you watch, or the vide o games you

play, all representations o f envir onmen t, as cultur e. Cultur e also involves the psycholog ical aspects

of your expectations o f the c ommunic ation c ontext. From the choic e of words (message), to how you

communic ate (in person, or b y email), to ho w you ackno wledge understanding wi th a nod or a

glance (nonverbal f eedback), to the in ternal and e xternal in terf erence, all aspects of communic ation

are inf luenc ed by cultur e.

Watch the f ollo wing 1 minute vide o What is Cultur e?
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A YouTube element has been excluded from this ver sion of the text. You can view it online her e:

https:/ / ecampusontario .pressbooks.pub/commbuspr ofcdn/?p=647

It is thr ough in ter cultur al communic ation tha t you come to cr eate, understand, and tr ansform cul-

tur e and iden ti ty. Inter cultur al communic ation is communic ation be tween people wi th dif fering cul-

tur al iden ti ties. One r eason you should stud y in ter cultur al communic ation is to f oster gr eater self -

awareness (Martin & N akayama, 2010). Your thoug ht pr ocess regarding cultur e is often Òother

focused,Ó meaning tha t the cultur e of the other person or gr oup is wha t stands out in y our per cep-

tion. H owever, the old adage Òknow th yselfÓ is appropria te, as you become mor e aware of your o wn

cultur e by bet ter understanding other cultur es and perspectiv es. Inter cultur al communic ation c an

allow you to step outside o f your c omf or table, usual fr ame of r eference and see your cultur e

thr ough a dif ferent lens. Addi tionall y, as you become mor e self-aware, you may also become mor e

ethic al communic ators as you challenge y our ethnoc entrism , or your tendenc y to vie w your o wn

cultur e as superior to other cultur es.

Ethnocen trism makes you far less lik ely to be able to bridge the gap wi th others and o ften incr eases

intoler ance of dif ference. Business and industr y are no longer r egional, and in y our c areer, you will

necessarily cross borders, languages, and cultur es. You will ne ed toler ance, understanding, pa tienc e,

and openness to dif ference. A skilled business communic ator kno ws tha t the pr ocess of learning is

never comple te, and being open to ne w ide as is a key str ategy for suc cess.
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Communic ation wi th y ourself is c alled in tr aper sonal communic ation , which ma y also be intr acul-

tur al, as you may onl y represent one cultur e. But most pe ople belong to multiple gr oups, each wi th

their o wn cultur e. Does a conversation wi th y ourself e ver in volve competing goals, obje ctiv es, needs,

wants, or v alues? How did y ou learn o f those goals, or v alues? Through communic ation wi thin and

between individuals man y cultur es are represented. You may strugg le wi th the demands o f each

group and their e xpectations and c ould c onsider this in ternal strugg le in ter cultur al conf lic t or sim-

ply in ter cultur al communic ation.

Cul tur e is par t o f the v ery fabric o f our thoug ht, and you cannot separ ate yourself fr om i t, even as

you leave home, def ining y ourself ane w in w ork and achievements. Every business or or ganization

has a cultur e, and wi thin wha t may be consider ed a global cultur e, ther e are many subcultur es or

co-cultur es. For example, consider the dif ference between the sales and accounting depar tmen ts in

a corpor ation. You can quickl y see two distinc t gr oups with their o wn symbols, v ocabular y, and val-

ues. Within e ach group, ther e may also be smaller gr oups, and each member o f each depar tmen t

comes fr om a distinc t backgr ound tha t in i tself inf luenc es behavior and in ter action.

Inter cul tur al comm unica tion is a fascinating ar ea of stud y wi thin business c ommunic ation, and i t is

essential to y our suc cess. One idea to keep in mind as y ou examine this topic is the impor tanc e of

considering multiple poin ts of view. If you tend to dismiss ide as or views tha t ar e Òunalik e cultur ally,Ó

you will f ind i t challeng ing to le arn about div erse cultur es. If you cannot le arn, how can you gr ow

and be successful?

To summariz e, inter cultur al communic ation is an aspe ct o f all communic ativ e inter actions, and

at ten tion to y our perspe ctiv e is key to y our ef fectiv eness. Ethnocentrism is a major obstacle to

inter cultur al communic ation.

How to Understand Intercultural Communication

The Americ an anthr opolog ist Edward T. Hall is often ci ted as a pioneer in the f ield o f in ter cultur al

communic ation ( Chen & Star osta, 2000 ). Born in 1914, Hall spent much o f his early adulthood in the

multicultur al set ting o f the Americ an Southwest, wher e Nativ e Americ ans, Spanish-spe akers, and

descendents of pioneers c ame together fr om div erse cultur al perspectiv es. He then tr aveled the

globe during W or ld War II and la ter ser ved as a U.S. State Depar tmen t o ff icial. W here cultur e had

once been viewed by anthr opolog ists as a single, distinc t w ay of living, H all saw how the perspe ctiv e

of the individual inf luenc es inter action. B y focusing on in ter actions r ather than cultur es as separate

fr om individuals, he ask ed people to e valuate the man y cultur es they belong to or ar e inf luenc ed by,

as well as those wi th whom the y in ter acted. While his vie w makes the stud y of in ter cultur al commu-

nic ation far mor e comple x, it also brings a he alth y dose of r eality to the discussion. H all is generall y

credi ted wi th eig ht contributions to the stud y of in ter cultur al communic ation as f ollo ws:

1. Compar e cultur es. Focus on the in ter actions v ersus gener al observations o f cultur e.
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2. Shift to loc al perspectiv e. Local level versus global perspe ctiv e.

3. You don Õt have to kno w everything to kno w something. Time, spac e, gestures, and gender r oles

can be studie d, even if w e lack a larger understanding o f the en tir e cultur e.

4. Ther e are rules w e can learn. People cr eate rules f or themsel ves in each communi ty tha t w e can

learn fr om, compar e, and contr ast.

5. Experienc e counts. Personal experienc e has value in addi tion to mor e compr ehensive studies o f

inter action and cultur e.

6. Perspectiv es can dif fer. Descriptiv e linguistics ser ves as a model to understand cultur es, and the

U.S. Foreign Service adopted it as a base for tr aining.

7. Inter cultur al communic ation c an be applied to in terna tional business. U .S. Foreign Service

tr aining yielde d applic ations f or tr ade and commer ce and became a point o f stud y for business

majors.

8. It in tegr ates the disciplines. Cultur e and communic ation ar e inter twine d and bring toge ther

many academic disciplines ( Chen & Star osta, 2000; Le eds-H ur wi tz, 1990; McLean, 2005).

Watch the f ollo wing 3 min ute video: Inter cultur al Communication in the W orkplace

A YouTube element has been excluded from this ver sion of the text. You can view it online her e:

https:/ / ecampusontario .pressbooks.pub/commbuspr ofcdn/?p=647

Hall indic ated tha t emphasis on a cultur e as a whole, and how i t oper ated, mig ht lead people to

250 | Inter cultur al Communic ation



neglect individual dif ferences. Individuals ma y hold beliefs or pr actic e customs tha t do not f ollo w

their o wn cultur al norm. W hen you r esort to the men tal shor tcut o f a ster eot ype, you lose these

unique dif ferences. Ster eotypes can be def ined as a generalization about a gr oup o f people tha t

oversimplif ies their cultur e (Rogers & Steinfa t t, 1999).

The Americ an psycholog ist Gor don Allpor t explor ed how, when, and why pe ople f ormula te or use

ster eot ypes to char acteriz e distinc t gr oups. When you do not ha ve enough contact wi th pe ople or

their cultur es to understand them w ell, you tend to r esort to ster eot ypes (Allpor t, 1958).

As Hall notes, experienc e has value. If you do not kno w a cultur e, you should c onsider le arning mor e

about i t f irsthand if possible. The pe ople you in ter act wi th ma y not be r epresentativ e of the cultur e

as a whole, but tha t is not to sa y tha t wha t you learn lacks validi ty. Quite the c ontr ary; Hall asserts

that you can, in fac t, learn something wi thout understanding e verything, and g iven the d ynamic

natur e of communic ation and cultur e, who is to say tha t your lessons will not ser ve you well? Con-

sider a stud y abroad experienc e if tha t is an option f or you, or le arn fr om a classmate who c omes

fr om a foreign countr y or an unfamiliar cultur e. Be open to new ide as and experienc es, and start

investigating. Man y have gone before you, and toda y, unlik e in gener ations past, much o f the inf or-

mation is ac cessible. Your experienc es will allo w you to le arn about another cultur e and yourself,

and help y ou to avoid pr ejudic e.

Read the f ollo wing w eb article

Ster eot ypes Impact Workplace

Behavior I n Comple x Ways

Prejudice involves a negativ e preconceived

judgmen t or opinion tha t guides c onduc t or

social behaviour (M cLean., 2005). As an exam-

ple, imag ine t wo people w alking in to a r oom f or

a job in ter view. You are tasked to in ter view both, and ha ving r ead the pr evious section, y ou kno w

that Allpor t (1958) rings true when he sa ys we rely on ster eot ypes when enc ountering pe ople or cul-

tur es with which w e have had li t tle c ontact. Will the c andidatesÕ dress, age, or gender inf luenc e your

opinion o f them ? Will their r ace or ethnici ty be a conscious or subc onscious fac tor in y our thinking

process? AllportÕs work would indic ate tha t those fac tors and mor e will mak e you lik ely to use

ster eot ypes to guide y our expectations o f them and y our subsequent in ter actions wi th them.

People who tr eat other wi th pr ejudic e often mak e assumptions, or tak e preconceived ideas for

granted wi thout question, about the gr oup or c ommuni ties. As Allpor t illustr ated, you often assume

characteristics about gr oups with which y ou have lit tle c ontact. Sometimes y ou also assume similar-

ity, thinking tha t people ar e all basically similar . This denies cultur al, racial, ethnic, socioe conomic,

and many other v aluable, insig htful dif ferences.

In summar y, ethnoc entric tendencies, ster eot yping, and assumptions o f similari ty can make it dif f i-

cult to le arn about cultur al dif ferences.
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67. Common Cultural Characteristics

Groups come toge ther , form cultur es, and grow apar t acr oss time. H ow do you become a member o f

a communi ty, and how do you kno w when y ou are full member? W hat aspects of cultur e do people

have in common and ho w do the y relate to business c ommunic ation ? Researchers who ha ve studie d

cultur es around the w or ld have identif ied certain char acteristics tha t def ine a cultur e. These char-

acteristics ar e expr essed in dif ferent w ays, but the y tend to be pr esent in ne arly all cultur es.

Rites of Initiation

Cultur es tend to ha ve a ritual f or becoming a ne w member . A newcomer star ts out as a nonen ti ty, a

str anger, an unaff ilia ted person wi th no c onnection or e ven possibl y awareness of the c ommuni ty.

Newcomers who sta y around and le arn about the cultur e become members. M ost cultur es have a

ri te of ini tia tion tha t mar ks the passage of the individual wi thin the c ommuni ty; some of these ri tuals

may be so inf ormal as to be har dly notic ed (e.g., the f irst time a c oworker asks you to join the gr oup

to eat lunch toge ther ), while others ma y be highly formaliz ed (e.g., the ordination o f cler gy in a r eli-

gion). The nonmember be comes a member , the new member be comes a full member , and individuals

rise in terms o f r esponsibili ty and inf luenc e.

Across the course o f your lif e, you have no doubt passe d several ri tes of ini tia tion but ma y not ha ve

taken notic e of them. Did y ou earn a driv erÕs license, register to v ote, or ac quir e the permission to

pur chase alcohol? In Nor th Americ an cultur e, these thr ee common mar kers indic ate the passing

fr om a pr evious stage of lif e to a new one, wi th ne w rig hts and r esponsibili ties.
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Rites of ini tia tion mar k the tr ansition o f the r ole or sta tus o f the individual wi thin the gr oup. Your

f irst da y on the job ma y have been a challenge as you learned your w ay around the ph ysical space,

but the true challenge w as to learn ho w the gr oup members c ommunic ate wi th each other . If you

graduate fr om college wi th a Master o f Business Administr ation (MBA) degr ee, you will alr eady have

passed a series of tests, le arned terms and the ories, and possess a symbol o f accomplishmen t in

your diploma, but tha t onl y grants you the oppor tuni ty to look f or a jobÑto se ek access to a new cul-

tur e.

In every business, ther e are groups, power strugg les, and unspok en ways that members e arn their

way fr om the r ole of a ÒnewbieÓ to that o f a full member . The newbie ma y get the toug h account, the

off ice wi thout a windo w, or the cubicle ne xt to the ba thr oom, denoting lo w status. As the new mem-

ber learns to na vigate thr ough the c ommuni tyÑestablishing a tr ack record and being pr omote dÑhe

passes the ri te of ini tia tion and ac quir es new rig hts and r esponsibili ties.

Over time, the person c omes to be an impor tant par t o f the business, a Òkeeper o f the f lame.Ó The

ÒflameÓ may not e xist in ph ysical space or time, but i t does exist in the minds o f those members in

the c ommuni ty who ha ve invested time and ef for t in the business. I t is not a f lame to be truste d to a

new person, as i t can only be earned wi th time. Along the w ay, ther e may be personali ty conf lic ts

and power strugg les over r esources and perceived scarcity (e.g., there is only one pr omotion and

everyone wants i t ). All these challenges ar e to be expected in any cultur e.

Common History and Traditions

Think f or a momen t about the histor y of a business lik e Tim H or tonsÑwhat ar e your associa tions

wi th Tim H or ton, the r elationship be tween hock ey, coffee, and donuts? T raditions f orm as the or ga-

nization gr ows and expands, and stories ar e told and r etold to e ducate new members on ho w busi-

ness should be conduc ted. The histor y of every cultur e, of every corpor ation, inf luenc es the pr esent.

Ther e are times when the phr ase ÒweÕve trie d tha t bef oreÓ can become stumbling block f or members

of the or ganization as i t gr ows and adapts to ne w mar ket f orces. There may be strugg les between

members who ha ve weather ed many storms and ne w members, who c ome arme d wi th ne w educa-

tional perspe ctiv es, technolog ical tools, or e xperienc es that may contribute to gr owth.

Common Values and Principles

Cultur es all hold values and principles tha t ar e commonl y shared and communic ated fr om older

members to y ounger (or ne wer) ones. Time and length o f commi tmen t ar e associated wi th an aware-

ness of these values and principles, so tha t new members, whe ther the y are socialized at home, in

school, or a t w ork, may not ha ve a thor ough understanding o f their impor tanc e.
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Watch the f ollo wing 2 min ute video: Core Values & Company Cultur e from Jim Collins, T ony Hsieh,

and Steve Jobs

A YouTube element has been excluded from this ver sion of the text. You can view it online her e:

https:/ / ecampusontario .pressbooks.pub/commbuspr ofcdn/?p=649

Common Purpose and Sense of Mission

Cultur es share a common sense o f purpose and mission. W hy are we here and whom do w e serve?

These are fundamen tal questions o f the human c ondi tion tha t philosophers and the olog ians all over

the w or ld have ponder ed for c enturies. I n business, the answ ers to these questions o ften addr ess

purpose and mission, and the y can be found in mission and vision sta temen ts of almost e very orga-

nization. I ndividual members will be e xpected to ackno wledge and share the mission and vision,

actualiz e them, or mak e them r eal thr ough action. Wi thout ac tion, the mission and vision sta te-

ments are simpl y an arr angement o f words. As a guide to individual and gr oup behaviour al norms,

they can serve as a powerful motiv ator and a c all to ac tion. For example, Boeing CanadaÕs Purpose

and Mission, and Aspir ation sta temen ts are as follo ws:

Purpose and M ission: Connect, Protect, Explor e and Inspir e the Wor ld thr ough Aerospace Innova-

tion
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Aspir ation : Best in Aerospace and Enduring Global I ndustrial Champion

Based on these t wo statemen ts, emplo yees might expect a cultur e of inno vation, quali ty, and safety

as core to their w ork. What mig ht those c oncepts mean in your everyday work if y ou were part o f

Boeing Òcultur e?Ó

Common Symbols, Boundaries, Status, Language, and Rituals

Many people learn early in lif e what a stop sign r epresents, but not e veryone kno ws what a ten-y ear

service pin on a lapel, or a c orner o ff ice wi th t wo windo ws means. Cultur es have common symbols

that mar k them as a gr oup; the kno wledge of what a symbol stands f or helps to r einf orce who is a

group member and who is not. Cultur al symbols include dr ess, such as the Western business sui t

and tie. Symbols also include slogans or sa yings, such as ÒMr. Christie y ou make good cookiesÓ or

ÒNoooobod yÓ. The slogan may serve a marketing purpose but ma y also embr ace a mission or purpose

wi thin the cultur e. Family crests and clan tar tan pat terns ser ve as symbols of aff ilia tion. Symbols c an

also be used to c ommunic ate r ank and status wi thin a gr oup.

Space is another c ommon cultur al characteristic; i t may be a nonverbal symbol tha t r epresents sta-

tus and po wer. In most o f the w or ldÕs cultur es, a person occupying superior sta tus is en ti tle d to a

physically elevated posi tionÑa thr one, a dais, a podium fr om which to addr ess subordinates. Subor-

dinates may be expected to bo w, cur tsy, or lo wer their e yes as a sign of r espect. In business, the c or-

ner o ff ice may offer the best vie w wi th the most spac e. Movement fr om a cubicle to a priv ate off ice

may also be a symbol of tr ansition wi thin an or ganization, in volving incr eased responsibili ty as well

as power. Parking spaces, the kind o f vehicle y ou driv e, and the tr anspor tation allo wance you have

may also serve to communic ate symbolic me aning wi thin an or ganization.

The off ice serves our discussion on the se cond poin t concerning boundaries. W ould y ou sit on y our

bossÕs desk or si t in his chair wi th y our f eet up on the desk in his pr esence? Most people indic ate

they would not, be cause doing so w ould c ommunic ate a lack o f r espect, viola te norma tiv e space

expectations, and in vite r etalia tion. Still, subtle challenges to a uthori ty may arise in the w orkplace. A

less than f lat tering photogr aph of the boss at the o ff ice party posted to the r ecreational r oom bul-

letin boar d communic ates mor e than a lack o f r espect f or authori ty. By placing the image anon y-

mousl y in a public plac e, the pr ankster cle arly communic ates a challenge, even if i t is a juvenile one.

Movement fr om the cubicle to the br oom close t may be the r esult f or some one who is f ound

responsible f or the pr ank. Again, ther e are no words used to c ommunic ate meaning, onl y symbols,

but those symbols r epresent signif icant issues.

Communi ties have their o wn vocabular y and way in which the y communic ate. Consider the person

who uses a sewing machine to cr eate a dr ess and the accountant behind the desk; both ar e profes-

sionals and both ha ve specializ ed jargon used in their f ield. I f the y were to change plac es, the lack o f

skills w ould pr esent an obstacle, but the lack o f understanding o f terms, ho w the y are used, and
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what the y mean would also severely limi t their ef fectiv eness. Those terms and ho w the y are used are

learned over time and thr ough in ter action. W hile a te xtbook c an help, i t cannot demonstr ate use in

live inter actions. Cultur es are dynamic systems tha t r ef lect the c ommunic ation pr ocess itself.

Cultur es celebr ate her oes, denigr ate villains, and ha ve specif ic w ays of comple ting jobs and tasks. I n

business and industr y, the emphasis ma y be on ef fectiv eness and eff icienc y, but the pr actic e can

often be Òbecause that is the w ay we have always done i t.Ó Rituals ser ve to guide our perf ormanc e

and behaviour and ma y be limi ted to small gr oups or c elebr ated across the entir e company.

Rituals can serve to bind a gr oup toge ther , or to c onstr ain i t. Insti tutions tend to f ormaliz e processes

and then ha ve a hard time adapting to ne w cir cumstanc es. While the c ore values or mission sta te-

ment may hold true, the me thod o f doing things tha t w orked in the past ma y not be as successful as

it onc e was. Adaptation and change c an be dif f icult f or individuals and c ompanies, and y et all c om-

muni ties, cultur es, and communic ation c ontexts ar e dynamic, or al ways changing. As much as we

mig ht lik e things to sta y the same, the y will al ways changeÑand we will change wi th (and be changed

by) them.

Read the f ollo wing w eb article: Cultur e at Work: The Tyr anny of ÔUnwri t ten RulesÕ

To summariz e, all cultur es have characteristics such as ini tia tions, tr aditions, his-

tor y, values and principles, purpose, symbols, and boundaries.
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68. Divergent Cultural Characteristics

We are not cr eated equal. Cultur es ref lect this ine quali ty, this div ersi ty, and the div ergent r ange of

values, symbols, and meanings acr oss communi ties. People have viewpoin ts, and the y are shaped by

their in ter actions wi th c ommuni ties. LetÕs examine several poin ts of div ergence across cultur es.

Source: Pixabay.com

Individualistic versus Collectivist Cultures

The Dutch r esearcher Geert Hofstede explor ed the c oncepts of individualism and c ollectivism

across diverse cultur es (Hofstede, 2005). He found tha t in individualistic cultur es like the Uni ted

States and Canada, people value individual fr eedom and personal independenc e, and perceive their

wor ld primaril y fr om their o wn vie wpoin t. They perceive themsel ves as empowered individuals,

capable of making their o wn decisions, and able to mak e an impact on their o wn liv es.
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Cultur al viewpoin t is not an ei ther /or dichotom y, but r ather a c ontinu um or r ange. You may belong

to some c ommuni ties tha t expr ess individualistic cultur al values, while others plac e the f ocus on a

collectiv e viewpoin t. Colle ctivist cultur es (Hofstede, 1982), including man y in Asia and South Amer-

ica, focus on the ne eds of the na tion, c ommuni ty, famil y, or gr oup o f workers. Ownership and priv ate

proper ty is one w ay to examine this dif ference. In some cultur es, proper ty is almost e xclusiv ely pri-

vate, while others tend to ward communi ty ownership. The c ollectiv ely owned resource returns ben-

efits to the c ommuni ty. Water , for example, has long be en viewed as a communi ty resource, much

like air, but tha t has been chang ing as business and or ganizations ha ve pur chased water rig hts and

gained contr ol over r esources. How does someone r aised in a cultur e that emphasiz es the commu-

ni ty in ter act wi th some one r aised in a primaril y individualistic cultur e? How could tensions be

expr essed and how mig ht in ter actions be inf luenc ed by this poin t o f div ergence? In the f ollo wing

sections these vie wpoin ts will be e xamine d.

Explicit-Rule Cultures versus Implicit-Rule Cultures

Do you kno w the rules o f your business or or ganization ? Did you learn them fr om an emplo yee man-

ual or b y observing the c onduc t o f others? Your r esponse may include both options, but not all cul-

tur es communic ate rules in the same w ay. In an explici t-rule cultur e, wher e rules ar e clearly

communic ated so that everyone is aware of them, the guidelines and agenda f or a meeting ar e

announc ed prior to the ga thering. I n an implici t-rule cultur e, wher e rules ar e often understood and

communic ated non verball y, ther e may be no agenda. Everyone kno ws wh y the y are gather ed and

what r ole each member pla ys, even thoug h the expectations ma y not be cle arly stated. Power, sta-

tus, and behaviour al expectations ma y all be understood, and to the person fr om outside this cul-

tur e, it may pr ove a challenge to understand the rules o f the c ontext.

Outsiders o ften c ommunic ate their ÒothernessÓ by not kno wing wher e to stand, when to si t, or ho w

to ini tia te a conversation if the rules ar e not cle arly stated. While i t may help to kno w tha t implici t-

rule cultur es are often mor e toler ant o f deviation fr om the understood rules, the ne wcomer will be

wise to le arn by observing quie tl yÑand to do as much r esearch ahead of the e vent as possible.

Uncertainty-Accepting Cultures versus Uncertainty-Rejecting Cultures

When people meet each other f or the f irst time, the y often use wha t the y have previousl y learned to

understand their curr ent context. People also do this to r educe uncertain ty. Some cultur es, such as

the Uni ted States and Bri tain, ar e highly toler ant o f unc ertain ty, while others go to gr eat lengths to

reduce the elemen t o f surprise. Cultur es in the Ar ab wor ld, for example, ar e high in unc ertain ty

avoidanc e; they tend to be r esistant to change and r eluctant to tak e risks. Whereas a U.S. business

negotia tor mig ht en thusiastic ally agree to tr y a new pr ocedur e, the Egyptian c ounterpar t w ould

likely refuse to ge t in volved until all the de tails ar e worked out.
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Charles Berger and Richar d Calabrese (1975)developed Uncertain ty Reduction theor y to examine

this d ynamic aspect o f communic ation. H ere are seven axioms o f unc ertain ty:

1. There is a high level of unc ertain ty at f irst. As w e get to kno w one another , our verbal communic a-

tion incr eases and our unc ertain ty begins to de crease.

2. Following v erbal communic ation, non verbal communic ation incr eases, uncertain ty continues to

decrease, and more nonverbal displa ys of aff ilia tion, lik e nodding one Õs head to indic ate agreement,

will star t to be e xpr essed.

3. When experiencing hig h levels of unc ertain ty, we tend to incr ease our inf orma tion-se eking

behaviour , perhaps asking questions to gain mor e insight. As our understanding incr eases, uncer-

tain ty decreases, as does the informa tion-se eking behaviour .

4. When experiencing hig h levels of unc ertain ty, the communic ation in ter action is not as personal or

intima te. As uncertain ty is reduced, intimac y incr eases.

5. When experiencing hig h levels of unc ertain ty, communic ation will f eatur e mor e recipr oci ty, or

displays of r espect. As uncertain ty decreases, recipr oci ty may diminish.

6. Dif ferences between people incr ease uncertain ty, while similari ties decrease it.

7. Higher le vels of unc ertain ty are associated wi th a decrease in the indic ation o f liking the other

person, while r eductions in unc ertain ty are associated wi th liking the other person mor e.

Time Orientation

Edward T. Hall and Mildr ed Reed Hall (1987) state tha t monochr onic time-orien ted cultur es consider

one thing a t a time, wher eas polychr onic time-orien ted cultur es schedule man y things a t one time,

and time is c onsider ed in a mor e f luid sense. In monochr omatic time, in terruptions ar e to be

avoided, and everything has i ts own specif ic time. Ev en the multi tasker fr om a monochr omatic cul-

tur e will, f or example, r ecogniz e the value of work f irst bef ore play or personal time. Canada, Ger-

many, and Swi tzerland ar e often note d as countries tha t value a monochr omatic time orien tation.

Polychr omatic time looks a li t tle mor e complic ated, wi th business and famil y mixing wi th dinner and

dancing. Gr eece, Italy, Chile, and Saudi Ar abia are countries wher e one can observe this per ception

of time; business me etings ma y be scheduled at a f ixed time, but when the y actuall y begin may be

another stor y. Also note tha t the dinner in vitation f or 8 p.m. ma y in r eality be mor e like 9 p.m. If you

were to show up on time, y ou mig ht be the f irst person to arriv e and f ind tha t the hosts ar e not

qui te r eady to r eceive you.

When in doubt, al ways ask before the event; man y people fr om polychr omatic cultur es will be use d

to f oreignerÕs tendenc y to be punc tual, even compulsiv e, about r especting establishe d times f or
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events. The skille d business communic ator is a ware of this dif ference and takes steps to anticipa te

it. The value of time in dif ferent cultur es is expr essed in man y ways, and your understanding c an

help you communic ate mor e effectiv ely.

Short-Term versus Long-Term Orientation

Source: ecampuson tario

Do you want your r eward rig ht no w or can y ou dedicate yourself to a long-term goal? Y ou may work

in a cultur e whose people value imme diate r esults and gr ow impa tien t when those r esults do not

materializ e. Geert Hofstede discusses this r elationship o f time orien tation to a cultur e as a Òtime

horiz on,Ó and it undersc ores the perspe ctiv e of the individual wi thin a cultur al context. Man y coun-

tries in Asia, inf luenc ed by the te achings o f Confucius, v alue a long-term orien tation, wher eas other

countries, including Canada, ha ve a more shor t-term appr oach to lif e and results. Indigenous pe o-

ples are known f or holding a long-term orien tation driv en by values of deep, long-term r ef lection

and communi ty consulta tion.

If you work wi thin a cultur e that has a shor t-term orien tation, y ou may need to plac e greater

emphasis on r ecipr ocation o f greetings, g if ts, and r ewards. For example, if y ou send a thank -y ou

note the morning af ter being tr eated to a business dinner , your host will appr eciate your pr ompt-

ness. While ther e may be a respect f or tr adition, ther e is also an emphasis on personal r epresenta-

tion and honour , a ref lection o f iden ti ty and in tegri ty. Personal stabili ty and consistenc y are also

valued in a shor t-term orien ted cultur e, contributing to an o verall sense of pr edic tabili ty and famil-

iari ty.

Long-term orien tation is o ften mar ked by persistenc e, thrif t and frugali ty, and an order to r elation-
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ships based on age and status. A sense of shame for the famil y and communi ty is also observed

across generations. W hat an individual does r ef lects on the famil y and is carrie d by imme diate and

extende d famil y members.

Masculine versus Feminine Orientation

Hofstede (2009) describes the masculine-f eminine dichotom y not in terms o f whe ther men or

women hold the po wer in a g iven cultur e, but r ather the e xten t to which tha t cultur e values certain

tr aits tha t may be consider ed masculine or f eminine. Thus, Òthe assertiv e pole has been called Ômas-

culine Õ and the modest, caring pole Ôfeminine.Õ The women in f eminine c ountries ha ve the same mod-

est, caring v alues as the men; in the masculine c ountries the y are somewhat assertiv e and

competi tiv e, but not as much as the men, so tha t these c ountries sho w a gap between menÕs values

and womenÕs valuesÓ (Hofstede, 2009).

You can observe this dif ference in wher e people gather , how the y in ter act, and ho w the y dr ess. You

can see it during business negotia tions, wher e it may make an impor tant dif ference in the suc cess of

the or ganizations in volved. Cultur al expectations pr ecede the in ter action, so some one who doesn Õt

match those e xpectations ma y experienc e tension. Business in Canada still has a masculine orien ta-

tionÑasser tiv eness and competi tion ar e highly valued. In other cultur es, such as Sweden, business

values are mor e at tune d to modest y (lack of self-pr omotion ) and taking c are of societyÕs under-

served members. This r ange of dif ference is one aspect o f in ter cultur al communic ation tha t r equir es

signif icant at ten tion when the business c ommunic ator en ters a new envir onmen t.

Read the f ollo wing w eb article: A Balance of Both Masculine and Feminine

Str engths: The Bot tom-Line Benefit

Direct versus Indirect

In Canada, business corr espondenc e is expected to be shor t and to the poin t. ÒWhat can I do f or

you?Ó is a common question when a business person r eceives a call fr om a str anger; i t is an accepted

way of asking the c aller to sta te his or her business. I n some cultur es it is qui te appr opria te to mak e

dir ect personal obser vation, such as ÒYouÕve changed your hairst yle,Ó while for others i t may be

observed, but ne ver spoken of in poli te company. In indir ect cultur es, such as those in Latin Amer-

ica, business conversations ma y star t wi th discussions o f the w eather , or famil y, or topics other than

business as the par tners gain a sense o f each other , long bef ore the topic o f business is r aised. Again,
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the skille d business communic ator r esearches the ne w envir onmen t bef ore entering i t, as a social

faux pas, or err or, can have a signif icant impac t.

Materialism versus Relationships

Members o f a materialistic cultur e place emphasis on external goods and ser vices as a representa-

tion o f self, power, and social r ank. If you consider the pla te of food bef ore you, and consider the

labour r equir ed to har vest the gr ain, butcher the animal, and c ook the me al, you are focusing mor e

on the r elationships in volved wi th i ts pr oduc tion than the f oods themsel ves. Caviar may be a luxur y,

and i t may communic ate your abili ty to acquir e and offer a delic acy, but i t also r epresents an ef for t.

Cultur es dif fer in ho w the y view material obje cts and their r elationship to them, and some v alue

people and r elationships mor e than the obje cts themsel ves. The United States and Japan are often

note d as materialistic cultur es, while man y Scandinavian nations f eatur e cultur es that plac e mor e

emphasis on r elationships.

Low-Power versus High-Power Distance

In low-po wer distanc e cultur es, according to H ofstede (2009), people r elate to one another mor e as

equals and less as a ref lection o f dominan t or subor dinate r oles, regardless of their ac tual f ormal

roles as employee and manager, for example. I n a high-po wer distanc e cultur e, you would pr obably

be much less lik ely to challenge the de cision, to pr ovide an alterna tiv e, or to g ive input. I f you are

working wi th pe ople fr om a hig h-po wer distanc e cultur e, you may need to tak e extr a care to elici t

feedback and in volve them in the discussion be cause their cultur al fr amework may pr eclude their

par ticipa tion. The y may have learned tha t less powerful pe ople must ac cept de cisions wi thout c om-

ment, even if the y have a concern or kno w ther e is a signif icant pr oblem. Unless y ou are sensitiv e to

cultur al orien tation and po wer distanc e, you may lose valuable inf orma tion.

Read the f ollo wing H arvard Business Review ar ticle: Research: The Biggest Cultur e

Gaps Are Within Coun tries, N ot Between Them

To summariz e, cultur es have distinc t orien tations when i t comes to rules, unc ertain ty, time and time

horiz on, masculini ty, dir ectness, materialism, and po wer distanc e.
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69. International Communication and the
Global Marketplace

In this se ction, w eÕll examine in ter cultur al communic ation fr om the standpoin t o f in terna tional c om-

munic ation. Interna tional c ommunic ation can be def ined as communic ation be tween nations, but

we recogniz e that nations do not e xist independen t o f people. Interna tional c ommunic ation is t ypi-

cally governmen t to go vernmen t or , mor e accur atel y, governmen tal r epresentativ es to governmen tal

representativ es. It o ften in volves topics and issues tha t r elate to the na tions as en ti ties, br oad issues

of tr ade, and conf lic t r esolution. P eople use poli tic al, legal, and economic systems to guide and r eg-

ulate behaviour , and diverse cultur al viewpoin ts necessarily give rise to man y variations. Ethic al sys-

tems also guide beha viour , but o ften in less f ormal, insti tutional w ays. Together these ar eas form

much o f the basis o f in terna tional c ommunic ation, and w arr ant closer e xamination as seen in Figur e

10.1 below.

Figur e 10.1. Global village and inf luenc es.

Political Systems

You may be familiar wi th democr acy, or rule b y the pe ople; and the ocr acy, or rule o f God by his or

her designa tes; but the w or ld pr esents a diverse range of how people ar e governed. It is also impor-

tant to note, as w e examine poli tic al systems, tha t the y are created, main taine d, and changed by

people. Just as people change o ver time, so do all systems tha t humans cr eate. A poli tic al clima te
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that w as once closed to mar ket f orces, including dir ect and indir ect in vestmen t, may change over

time.

Poli tic al systems are often fr amed in terms o f how people ar e governed, and the e xten t to which

they may par ticipa te. Democr acy is one form o f governmen t tha t pr omotes the in volvement o f the

individual, but e ven her e we can observe stark dif ferences. In Canada, people ar e encour aged to

vote, but i t is not manda tor y. When voter turn out is lo w, voting minori ties mig ht have greater inf lu-

ence on the lar ger poli tic al systems. In Chile, voting is manda tor y, so that all individuals ar e

expected to par ticipa te, wi th adverse consequences if the y do not. This doesn Õt mean ther e are not

still v oting minori ties or gr oups with dispr opor tiona te levels of inf luenc e and power, but i t does

undersc ore cultur al values and their man y representations.

Centr alized rule o f the pe ople also comes in man y forms. I n a dic tatorship, the dic tator establishes

and enforces the rules wi th f ew checks and balances, if any. In a totali tarian system, one par ty makes

the rules. The Communist states of the t wentie th c entur y (althoug h egalitarian in the or y) were rule d

in pr actic e by a small centr al commi t tee. In a theocr acy, one relig ion mak es the rules based on their

primar y documen ts or in terpr etation o f them, and r elig ious leaders hold posi tions o f poli tic al power.

In each case, politic al power is centr alized to a small gr oup over the man y.

A thir d t ype of poli tic al system is anarchy, in which ther e is no governmen t. A few plac es in the

wor ld, notabl y Somalia, may be said to exist in a sta te of anarchy. But even in a state of anarchy, the

lack of a centr al governmen t means that loc al warlor ds, elders, and others e xercise a certain amoun t

of poli tic al, mili tar y, and economic po wer. The lack of an establishe d governing system i tself cr eates

the ne ed for inf ormal po wer struc tur es that r egulate behaviour and c onduc t, set and pr omote ide als,

and engage in commer ce and tr ade, even if tha t engagemen t in volves nonstandar d str ateg ies such as

the appr opria tion o f ships via pir acy. In the absenc e of appoin ted or ele cted leaders, emer gent lead-

ers will rise as pe ople at tempt to me et their basic ne eds.

Legal Systems

Legal systems also vary across the plane t and c ome in man y forms. Some legal systems pr omote the

rule o f law while others pr omote the rule o f cultur e, including customs, tr aditions, and r elig ions. The

two most c ommon systems ar e civil and c ommon la w. In civil la w the rules ar e spelled out in de tail,

and judges ar e responsible f or appl ying the la w to the g iven case. In common la w, the judge in ter-

prets the la w and considers the c oncept o f pr ecedent, or pr evious decisions. Common la w natur ally

adapts to changes in te chnolog y and modern c ontexts as precedents accumula te, while civil la w

requir es new rules to be wri t ten out to r ef lect the ne w context even as the context tr ansforms and

changes. Civil law is mor e predic table and is pr actised in the majori ty of countries, while c ommon

law in volves more interpr etation tha t can produc e conf lic t wi th multiple vie ws on the applic ation o f

the law in question. The thir d t ype of law dr aws its rules fr om a the olog ical base roote d in r elig ion.

This system pr esents unique challenges to the outsider , and warr ants thor ough research.
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Economic Systems

Economic systems v ary in similar w ays across cultur es, and again ref lect the norms and customs o f

people. Economies ar e often describe d on the r elationship be tween people and their go vernmen t.

An econom y wi th a hig h degr ee of governmen t in ter vention ma y pr ove challeng ing f or both in ternal

and external businesses. An e conom y wi th r elativ ely li t tle go vernmen t oversight may be said to

ref lect mor e of the mar ket(s) and to be less r estric ted. Along these same lines, go vernmen t may per-

ceive its r ole as a representativ e of the c ommon good, to pr otect individual c onsumers, and to pr e-

vent fr aud and exploi tation.

This continu um or r ange, from hig h to lo w degr ees of governmen t in volvement, r ef lects the c oncept

of governmen t i tself. A governmen t may be designed to g ive everyone access to the mar ket, wi th li t-

tle super vision, in the hope tha t people will r egulate tr ansactions based on their o wn ne eds, wants,

and desir es; in essence, their o wn self -in ter est. If everyone oper ates in one Õs self-in ter est and w ord

gets out tha t one business pr oduc es a produc t tha t fails to w ork as advertised, it is o ften belie ved

that the mar ket will na tur ally gravitate away fr om this fa ult y pr oduc t to a c ompeting pr oduc t tha t

works proper ly. Individual c onsumers, ho wever, may have a hard time kno wing which pr oduc t to

have faith in and ma y look to go vernmen t to pr ovide tha t measure of safety.

Governmen t certif ication o f food, for example, at tempts to r educe disease. Meat fr om unkno wn

sources would lack the se al of certif ication, aler ting the c onsumer to e valuate the pr oduc t closel y or

choose another pr oduc t. From meat to f inancial pr oduc ts, we can see both the dangers and posi tiv e

at tributes o f in ter vention and c an also acknowledge that i ts applic ation ma y be less than consisten t.

Some cultur es that value the c ommuni ty may natur ally look to their go vernmen t f or le adership in

economic ar eas, while those tha t r epresent an individualistic tendenc y may take a more Òhands offÓ

approach.

Ethical Systems

Ethic al systems, unlik e poli tic al, legal, and economic systems, ar e generally not f ormall y insti tution-

alized. This does not impl y, however, that the y are less inf luential in in ter actions, tr ade, and com-

mer ce. Ethics r efers to a set o f norms and principles tha t r elate to individual and gr oup behaviour ,

including businesses and or ganizations. The y may be explici t, in the f orm o f an or ganization Õs code

of conduc t; or ma y ref lect cultur al values in law. What is legal and wha t is ethic al are at times qui te

distinc t.
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Review the f ollo wing link to the Canadian Cer tif ied Professional Accountant

(CPA) Code of Professional Conduc t

Some cultur es have systems of r espect and honor tha t r equir e tribute and

compensation f or ser vice, while others ma y view payment as a form o f bribe. I t

may be legal in one c ountr y to mak e a donation or suppor t a public o ff icial in

order to gain inf luenc e over a decision, but i t may be unethic al. In some countries, i t may be both

illegal and une thic al. Given the c omple xity of human v alues and their e xpr ession across behaviours,

it is wise to r esearch the legal and e thic al norms o f the plac e or communi ty wher e you want to do

business.

Global Village

Interna tional tr ade has advantages and disadvantages, again based on your vie wpoin t and cultur al

reference. If you come fr om a tr aditional cultur e, with str ong gender norms and c odes of conduc t,

you may not appr eciate the impor tation o f some Western tele vision pr ograms that pr omote wha t

you consider to be c onten t tha t contr adicts your cultur al values. You may also take the vie wpoin t

fr om a basic perspe ctiv e and assert tha t basic goods and ser vices that can only be obtaine d thr ough

tr ade pose a securi ty risk. I f you cannot obtain the pr oduc t or ser vice, it may put y ou, your business,

or your c ommuni ty at risk.

Furthermor e, Òjust in timeÓ delivery methods ma y pr oduc e shor tages when the systems br eak down

due to w eather , tr anspor tation dela ys, or conf lic t. People come to kno w each other thr ough in ter ac-

tions ( and tr ansactions ar e fundamen tal to g lobal tr ade), but cultur al viewpoin ts may come in to c on-

f lic t. Some cultur es may want a tr aditional fr amework to c ontinue and will pr omote their tr aditional

cultur al values and norms a t the e xpense of inno vation and tr ade. Other cultur es may come to

embr ace diverse cultur es and tr ade, only to f ind tha t the y have welcomed some who wish to do

harm. I n a modern w or ld, tr ansactions ha ve a cultur al dynamic tha t cannot be ignor ed.

Inter cultur al communic ation and business ha ve been related since the f irst e xchange of value. Peo-

ple, even fr om the same c ommuni ty, had to arriv e at a common understanding o f value. Symbols,

gestur es, and even language r ef lect these v alues. At ten tion to this c entr al concept will enable the

skille d business communic ator to look be yond their o wn vie wpoin t.

It w as once the privilege o f the w ealth y to tr avel, and the mer chant or e xplor er kne w f irsthand wha t

many could onl y read about. Now we can take vir tual tours o f loc ations w e may never tr avel to, and

as the cost o f tr avel decreases, we can incr easingly see the w or ld f or oursel ves. As global tr ade has

developed, and time to mar ket has decreased, the w or ld has effectiv ely grown smaller . While the siz e

has not change d, our abili ty to navigate has been dr amatic ally decreased. Time and distanc e are no

longer the obstacles the y once were. The Canadian philosopher Marshall M cLuhan, a pione er in the

field o f communic ation, pr edic ted what w e now kno w as the Òglobal village.Ó The global village is
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characteriz ed by inf orma tion and tr anspor tation te chnolog ies that r educe the time and spac e

requir ed to in ter act (M cLuhan, M., 1964).

In summar y, people cr eate poli tic al, legal, economic, and e thic al systems to guide them in tr ansact-

ing business domestic ally and in terna tionall y.
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70. Styles of Management

People and their r elationships to dominan t and subor dinate r oles are a ref lection o f cultur e and cul-

tur al viewpoin t. They are communic ated thr ough experienc e and create expectations f or ho w and

when managers in ter act wi th emplo yees. The thr ee most c ommonl y discussed managemen t the ories

are often c alled X, Y, and Z. As seen in Figur e 10.2 below, the thr ee theories and their inf luenc e on

inter cultur al communic ation will be describe d.

Figur e 10.2. Inter cultur al communic ation and the ories X, Y, and Z.

Theory X

In an inf luential book ti tle d The Human Side of Enterprise , M. I. T. management pr ofessor Doug las
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McGregor describe d t wo contr asting per ceptions on ho w and wh y people w ork, formula ting The or y

X and Theor y Y; they are both based on Maslo wÕs hierarchy of needs (Maslow, A., 1954; Maslow, A.,

1970). According to this model, pe ople ar e concerned f irst wi th ph ysical needs (e.g., food, shelter )

and second wi th safety. At the thir d level, people seek love, acceptanc e, and intimac y. Self-este em,

achievement, and r espect ar e the f our th le vel. Finally, the f if th le vel embodies self -ac tualiza tion.

Watch the f ollo wing 5 minute vide o: McGregorÕs Theory X and Y

A YouTube element has been excluded from this ver sion of the text. You can view it online her e:

https:/ / ecampusontario .pressbooks.pub/commbuspr ofcdn/?p=655

Theor y X asserts tha t w orkers are motiv ated by their basic (lo w-le vel) needs and have a general dis-

position against labour . In this vie wpoin t, workers are consider ed lazy and pr edic ted to avoid w ork if

they can, giving rise to the per ceived need for c onstan t, dir ect super vision.

A Theor y X manager may be describe d as authori tarian or a utocr atic, and does not se ek input or

feedback fr om emplo yees. He or she may use contr ol and inc entiv e programs to pr ovide punishmen t

and reward.

In Theor y Y emplo yees are describe d as ambitious, self -dir ected, and capable of self-motiv ation.
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A Theor y Y manager determines tha t a job w ell done is r eward in and o f i tself, and the emplo yee may

be a valuable sour ce of feedback. Collabor ation is vie wed as normal, and the w orker may need li t tle

supervision.

Theor y Z takes the view tha t w orkers are seen as having a hig h need for r einf orcement, wher e

belong ing is emphasiz ed.

In Theor y Z management, workers are truste d to do their jobs wi th excellenc e and super visors ar e

truste d to suppor t them (Massie & Doug las, 1992).

Each of these the ories o f managemen t f eatur es a viewpoin t wi th assumptions about pe ople and wh y

they do wha t the y do. While each has been the subje ct o f debate, and variations on e ach have been

intr oduc ed across organizational c ommunic ation and business, the y serve as a foundation f or

understanding managemen t in an in ter cultur al context.

Management The ories X, Y, and Z are examples of distinc t and div ergent vie ws on w orker motiv a-

tion, ne ed for super vision, and the possibili ty of collabor ation.
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71. Conclusion

After le arning mor e about cultur al dif ferences in business contexts, wha t advice

do you have for Abe, wher e her countr y of orig in cultur e and customs ar e dif fer-

ent fr om the ne w Canadian customs she enc ounters? Should she assimila te and

just shake hands wi th male c olleagues? If i tÕs impor tant f or her to main tain some

of her customs, ho w mig ht she communic ate about tha t wi th her ne w colleagues?

Check Your Understanding

An inter active or media element has been excluded from this ver sion of the text. You can view

it online her e:

https:/ / ecampusontario .pressbooks.pub/commbuspr ofcdn/?p=657

An inter active or media element has been excluded from this ver sion of the text. You can view

it online her e:

https:/ / ecampusontario .pressbooks.pub/commbuspr ofcdn/?p=657

An inter active or media element has been excluded from this ver sion of the text. You can view

it online her e:

https:/ / ecampusontario .pressbooks.pub/commbuspr ofcdn/?p=657

An inter active or media element has been excluded from this ver sion of the text. You can view

it online her e:

https:/ / ecampusontario .pressbooks.pub/commbuspr ofcdn/?p=657
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Glossary

Cul tur e Ð the ongoing negotia tion o f learned and pat terne d beliefs, at ti tudes, values, and behav-

iours.

Dir ect cul tur es Ð business conversations c an move dir ectl y to business wi thout inf ormal c onversa-

tion.

Feminine orien tation Ð a cultur al value of modest, c aring v alues.

High-po wer distance cul tur e Ð there are clear hier archies of power, especiall y in manager -subor di-

nate or ganizational r oles. You may need to tak e extr a care to elici t f eedback and in volve senior

administr ators in discussion be cause their cultur al fr amework may pr eclude their par ticipa tion.

Indir ect cul tur es Ð business conversations ma y star t wi th discussions o f the w eather , or famil y, or

topics other than business as the par tners gain a sense o f each other , long bef ore the topic o f busi-

ness is raised.

Interna tional comm unica tion Ð communic ation be tween nations, or t wo or mor e people fr om dif-

ferent nations.

Long-term orien tation Ð relationships o ften mar ked by persistenc e, thrif t and frugali ty, and an

order to r elationships base d on age and status.

Low-po wer distance cul tur e Ð people r elate to one another mor e as equals and less as a ref lection

of dominan t or subor dinate r oles.

Masculine orien tation Ð a cultur al value of assertiv e and competi tiv e behaviour .

Materialistic cul tur e Ð members place emphasis on external goods and ser vices as a representation

of self, power, and social r ank.

Monochr omatic time Ð interruptions ar e to be avoided, and everything has i ts own specif ic time.

Polychr omatic time Ð more complic ated, wi th business and famil y mixing wi th dinner and dancing,

events do not ne cessarily star t on time.

Poli tical systems Ð framed in terms o f how people ar e governed, and the e xten t to which the y may

par ticipa te.

Relationship cul tur es Ð value people and r elationships mor e than ma terial obje cts.

Rites of I ni tia tion Ð marks the passage of the individual to be come par t o f the c ommuni ty.

Short -term orien tation Ð a cultur e whose people value imme diate r esults and gr ow impa tien t when

those r esults do not ma terializ e.

Additional Resources

Global Af fairs Canada, Cultur al Informa tion: Answ ers to y our in ter cultur al questions fr om a Cana-

dian and a loc al poin t o f view ht tps:/ / www.interna tional.g c.ca/cil-c ai/c ountr y_insig hts-aper-

cus_pa ys/ci-ic_c a.aspx?lang=eng

Cultur es at Work: Inter cultur al Communic ation in the Canadian W orkplace by Ana Maria Fantino
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(2006) ht tp:/ / volun teeralber ta.ab.ca/wp-c onten t/uploads /2016 /0 2/Cultur es-at-W ork-Ana-Maria-

Fantino- 2006.pdf

Conestoga College: Welcome to I nter cultur al Communic ation ht tps:/ / www.conestogac.on.c a/in ter-

cultur al-c ommunic ation /
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PART XI

CHAPTER 11: GROUP COMMUNICATION,
TEAMWORK, AND LEADERSHIP
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72. Introduction

Chapter 11 Learning Outcomes

1. Def ine gr oups and te ams.

2. Identif y the t ypic al stages in the lif e cycle of a group.

3. Describe t ypes of group members and gr oup member r oles.

4. Describe te amwork and how to o vercome challenges to gr oup success.

5. Describe le adership st yles and their lik ely inf luenc e on follo wers.

Abe works in a team wi th other f inancial anal ysts to c omple te pr ojects for the

f inanc e depar tmen t. Each member has a dif ferent level of experienc e in the c om-

pany, and in their c areer. They also have dif ferent perspe ctiv es and ideas on how

the job should be done. One of AbeÕs co-w orkers is unc omf or table using te chnol-

ogy and the ne w software that the c ompany has invested in. Abe has been pr ac-

ticing and taking c ourses to le arn the so ftware and lik es using it. She finds i t

much mor e eff icien t, however the te am needs to be on the same page. W hat should Abe do ?

Interpersonal c ommunic ation oc curs be tween t wo people, but gr oup communic ation ma y involve

two or mor e individuals. Gr oups are a primar y context f or in ter action wi thin the business c ommu-

ni ty. Groups overlap and may share common goals, but the y may also engage in conf lic t. Wi thin a

group, individuals ma y behave in distinc t w ays, use unique or spe cializ ed terms, or displa y symbols

that have meaning to tha t gr oup. Those same terms or symbols ma y be confusing, me aning less, or

even unacceptable to another gr oup. An individual ma y belong to multiple gr oups, adapting their

communic ation pa t terns to me et gr oup norma tiv e expectations.

Chapter Preview

¥ What I s a Group?

¥ Group Lif e Cycles and Member Roles

¥ Group Problem Solving

¥ Business and Professional Meetings
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¥ Teamwork and Leadership

¥ Conclusion
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73. What is a Group?

Most humans f orm self -iden ti ties thr ough their c ommunic ation wi th others, and much o f tha t in ter-

action oc curs in a gr oup context. A group may be def ined as thr ee or mor e individuals who af f ilia te,

inter act, or c ooper ate in a familial, social, or w ork context. Group communic ation may be def ined as

the exchange of inf orma tion wi th those who ar e alike cultur ally, linguistic ally, and/or ge ographically.

Group members ma y be known by their symbols, such as pa tches and insignia on a mili tar y unif orm.

They may be known by their use o f specializ ed language or j argon. Group members ma y also be

known by their pr oximi ty, as in gated communi ties. Regardless of how the gr oup def ines i tself, and

regardless of the e xten t to which i ts bor ders are porous or perme able, a group r ecogniz es itself as a

group. Humans natur ally make groups a par t o f their c ontext or en vir onmen t.

Source: Pixabay.com

Types of Groups in the Workplace

As a skilled business communic ator , learning mor e about gr oups, group dynamics, managemen t, and

leadership will ser ve you well. Mergers, forced sales, downsizing, and en tering ne w mar kets all call

upon individuals wi thin a business or or ganization to be come members o f groups. Groups may be
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def ined by func tion. The y can also be def ined, fr om a developmen tal vie wpoin t, by relationships

wi thin the gr oup. Gr oups can be discussed in terms o f their r elationship to the individual and the

degree to which the y meet in terpersonal ne eds. Some groups may be assembled at w ork to sol ve

problems, and onc e the challenge has be en resolved, they may dissolve into pr evious or y et to be

determine d groups. These tempor ary pr oblem-sol ving gr oups are called func tional gr oups and may

be familiar to y ou.

In an academic or pr ofessional context, to be a member o f a discipline is to adher e to a similar

fr amework to f or vie wing the w or ld. Disciplines in volve a common se t o f the ories tha t explain the

wor ld, terms to e xplain those the ories, and have an applied purpose r elated to incr easing knowl-

edge. In business, you may have colleagues that ar e marketing e xper ts tha t ar e members o f the mar-

keting depar tmen t and per ceive their tasks dif ferentl y fr om a member o f the sales staf f or some one

in accounting. You may work in the mailr oom, and the mailr oom staf f is a group in i tself, both dis-

tinc t fr om and in ter connected wi th the lar ger or ganization.

Relationships ar e part o f any group, and c an be describe d in terms o f status, power, contr ol, as well

as role, func tion, or vie wpoin t. Relationships ar e forme d thr ough communic ation in ter action acr oss

time, and o ften shar e a common histor y, values, and beliefs about the w or ld around us.

Thr ough conversations and a shar ed sense that you and your c oworkers belong toge ther , you meet

many of your basic human ne eds, such as the need to f eel include d, the ne ed for af fection, and the

need for c ontr ol (Schutz, 1966). In a work context, Òaffection Ó may sound odd, but w e all experienc e

affection a t w ork in the f orm o f friendl y commen ts lik e Ògood morning, Ó Òhave a nice weekend,Ó and

Ògood job!Ó Our professional liv es also fulf ill mor e than just our basic ne eds (i.e., air, food, and w ater ,

as well as safety). While y our w ork group may be gather ed toge ther wi th c ommon goals, such as to

deliver the mail in a timel y fashion to the c orr esponding depar tmen ts and individuals, y our dail y

inter actions ma y well go beyond this func tional perspe ctiv e.

Primary and Secondary Groups

Ther e are fundamen tall y t wo types of groups, primar y and secondar y. The hier archy denotes the

degree to which the gr oup(s) meet your in terpersonal ne eds. Primar y groups meet most, if not all, o f

oneÕs needs. Groups tha t meet some, but not all, ne eds are called secondar y groups. Secondar y

groups often include w ork groups, wher e the goal is to c omple te a task or sol ve a problem. Sec-

ondar y groups may meet your ne ed for pr ofessional acceptanc e and celebr ate your suc cess, but

they may not me et your ne ed for understanding and sharing on a personal le vel.

In terms o f pr oblem sol ving, work groups can accomplish mor e than individuals c an. People, each of

whom ha ve specializ ed skills, talen ts, experienc e, or education c ome toge ther in ne w combina tions

wi th ne w challenges, f ind ne w perspe ctiv es to cr eate unique appr oaches that the y themsel ves would

not ha ve formula ted alone.
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If TwoÕs Company and ThreeÕs a Crowd, What Is a Group?

This old clichŽ r efers to the human tendenc y to f orm pairs. P airing is the most basic f orm o f r ela-

tionship f orma tion; i t applies to childhood best friends, c ollege r oommates, romantic c ouples, busi-

ness partners, and man y other d yads (two-person r elationships ). A group, by def ini tion, includes a t

least thr ee people. We can categoriz e groups in terms o f their siz e and comple xity.

The lar ger the gr oup gr ows, the mor e likely it is to subdivide. Anal ysis of these smaller , or

micr ogroups, is incr easingly a poin t o f stud y as the in terne t allo ws individuals to join pe ople o f simi-

lar mind or habi t to shar e vir tuall y anything acr oss time and distanc e. A microgroup is a small, inde-

penden t gr oup tha t has a link, af f ilia tion, or associa tion wi th a lar ger gr oup. Wi th each addi tional

group member the number o f possible in ter actions incr eases (Harris & Sherblom, 1999; M cLean,,

2003).

Small gr oups normall y contain be tween thr ee and eight people. One person ma y involve intr aper-

sonal communic ation, while t wo may consti tute in terpersonal c ommunic ation, and both ma y be

present wi thin a gr oup communic ation c ontext.

Group norms are customs, standar ds, and behaviour al expectations tha t emer ge as a group f orms. I f

you post an upda te every day on your Facebook page and your friends stop b y to post on y our w all

and commen t, not posting f or a week will viola te a group norm. The y will w onder if y ou are sick or in

the hospi tal wher e you have no access to a computer to k eep them upda ted. If, however, you onl y

post onc e a week, the gr oup will c ome to na tur ally expect your customar y post. Norms in volve

expectations tha t ar e self and gr oup impose d and tha t o ften arise as gr oups form and de velop.

If ther e are mor e than eig ht members, i t becomes a challenge to ha ve equal par ticipa tion, wher e

everyone has a chance to speak, listen, and r espond. Some will domina te, others will r ecede, and

smaller gr oups will f orm. Finding a na tur al balance wi thin a gr oup can also be a challenge. Small

groups need to ha ve enough members to gener ate a rich and stimula ting e xchange of ideas, infor-

mation, and in ter action, but not so man y people tha t wha t each brings c annot be shar ed (Galanes,

Adams, & Brilhar t, 2000 ).

What is a Group? | 281



74. Group Life Cycles and Member Roles

Groups are dynamic systems in c onstan t change. Gr oups gr ow toge ther and e ventuall y come apar t.

People join gr oups and others le ave. This dynamic changes and tr ansforms the v ery natur e of the

group. Those who ar e in leadership posi tions ma y ascend or desc end the le adership hier archy as the

needs of the gr oup, and other cir cumstanc es, change over time.

Group socializa tion involves how the gr oup members in ter act wi th one another and f orm r elation-

ships.

Group Life Cycle Patterns

In or der to be t ter understand gr oup developmen t and i ts lif e cycle, many researchers have

describe d the univ ersal stages and phases of groups. While ther e are modern in terpr etations o f

these stages, most dr aw fr om the model pr oposed by Bruc e Tuckman (1965). This model, shown in

Figure 11.1, specif ies the usual or der o f the phases o f group developmen t as a cycle, and allo ws us to

predic t several stages we can anticipa te as we join a new gr oup.
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Figur e 11.1.Tuckman Õs Linear Model o f group developmen t .

Tuckman (1965) describes the fi ve stages as follo ws:

¥ Forming: Members come toge ther , learn about e ach other , and determine the purpose o f the

group.

¥ Storming: Members engage in mor e dir ect communic ation and ge t to kno w each other . Con-

f lic ts between group members will o ften arise during this stage.

¥ Norming: Members establish spok en or unspok en rules about ho w the y communic ate and w ork.

Status, r ank, and r oles in the gr oup ar e established.

¥ Perf orming: Members fulf ill their purpose and r each their goal.

¥ Adjourning: Members le ave the gr oup

Tuckman beg ins wi th the forming stag e as the ini tia tion o f group f orma tion . This stage is also called

the orien tation stag e because individual gr oup members c ome to kno w each other . Group members

who ar e new to e ach other and c anÕt predic t each otherÕs behaviour , can be expected to experienc e

the str ess of unc ertain ty. Uncertain ty the or y states tha t humans choose to kno w mor e about others
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wi th whom the y have inter actions in or der to r educe or r esolve the anxie ty associated wi th the

unkno wn (Berger & Calabr ese, 1975; Berger, 1986; Gudykunst, 1995). The mor e we know about others

and become accustome d to ho w the y communic ate, the be t ter w e can predic t ho w the y will in ter act

wi th us in futur e contexts. I f you learn tha t M onday mornings ar e never a good time f or your super-

visor , you quickl y learn to sche dule me etings la ter in the w eek.

If you don Õt know someone very well, i t is easy to offend. Each group member brings to the gr oup a

set o f experienc es, combine d wi th education and a self -c oncept. You wonÕt be able to read this

inf orma tion on a name tag, but inste ad you will onl y come to kno w i t thr ough time and in ter action.

Since the possibili ty of overlapping and c ompeting vie wpoin ts and perspe ctiv es exists, the gr oup will

experienc e a storming stag e, a time o f strugg les as the members themsel ves sort out their dif fer-

ences. There may be mor e than one w ay to sol ve the pr oblem or task a t hand, and some gr oup mem-

bers may pr efer one str ategy over another . Some members of the gr oup may be mor e senior to the

organization, and members ma y tr eat them dif ferentl y. Some group members ma y be at a similar

level to y ou but ma y be uncertain about e veryoneÕs talents, skills, r oles, and self-per ceptions. The

wise business communic ator will an ticipa te the storming stage and help facili tate oppor tuni ties f or

the members to r esolve uncertain ty before the gr oupÕs work commenc es. There may be challenges

for le adership, and c onf lic ting vie wpoin ts. A clear def ini tion o f the purpose and mission o f the gr oup

can help the members f ocus their ener gies. Inter action prior to the f irst me eting c an help r educe

uncertain ty.

The norming stag e is wher e the gr oup establishes norms, or inf ormal rules, f or behaviour and in ter-

action. W ho speaks first? W ho tak es notes? Who is cr eativ e, who is visual, and who is de tail-ori-

ented? Sometimes job ti tles and func tions spe ak for themsel ves, but human beings ar e comple x. We

are not simpl y a list o f job func tions, and in the d ynamic mar ketplac e of toda yÕs business envir on-

ment you will o ften f ind tha t people have talen ts and skills w ell beyond their Òoff icialÓ role or task.

Drawing on these str engths c an make the gr oup mor e effectiv e.

The norming stage is mar ked by less division and mor e collabor ation. The le vel of anxie ty associated

wi th in ter action is gener ally reduced, making f or a mor e positiv e work clima te tha t pr omotes listen-

ing. When people f eel less thr eatened and their ne eds are met, the y are mor e likely to f ocus their

comple te at ten tion on the purpose o f the gr oup. Tensions ar e reduced when the norma tiv e expecta-

tions ar e known, and the degr ee to which a manager c an describe these a t the outse t can reduce the

amoun t o f time the gr oup r emains in unc ertain ty. Group members gener ally expr ess more satisfac-

tion wi th cle ar expectations and ar e mor e incline d to par ticipa te.

Ultima tel y, the purpose o f a work group is perf ormanc e, and the pr eceding stages lead to the per-

forming stag e, in which the gr oup accomplishes i ts mandate, fulf ills i ts purpose, and re aches its

goals. To facili tate perf ormanc e, group members c anÕt skip the initia tion o f get ting to kno w each

other or the sor ting out o f r oles and norms, but the y can tr y to f ocus on perf ormanc e wi th cle ar

expectations fr om the momen t the gr oup is f orme d. Produc tivi ty is often ho w we measure success

in business and industr y, and the gr oup has to pr oduc e. Outcome assessments may have been built

into the system fr om the beg inning to ser ve as a benchmark for suc cess. If the goal is to cr eate a
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communi ty wher e competi tion pushes e ach member to perf orm, individual hig hlig hts may serve

your ne eds, but if y ou want a group to sol ve a problem or addr ess a challenge, you have to pr omote

group cohesion.

In the adjourning stag e, members le ave the gr oup. The gr oup may cease to exist or i t may be tr ans-

forme d wi th ne w members and a ne w set o f goals. Like lif e, the gr oup pr ocess is normal, and mix ed

emotions ar e to be expected. A wise manager anticipa tes this stage and facili tates the separ ation

wi th skill and e ase. We often close this pr ocess with a ri tual mar king i ts passing. The ri tual ma y be as

formal as an award or as inf ormal as a Òthank youÓ or a verbal ackno wledgement o f a job well done. I t

is impor tant not to f orget tha t gr oups can reach the adjourning stage wi thout ha ving achie ved suc-

cess. Some businesses go bankrupt, some depar tmen ts are closed, and some individuals lose their

positions af ter a gr oup fails to perf orm. Adjournmen t can come suddenl y and unexpectedly, or gr ad-

ually and piece by piece. Either w ay, a skilled business communic ator will be pr epared and r ecogniz e

it as par t o f the classic gr oup lif e cycle.

Watch the f ollo wing 2 min ute video Forming, S torming, N orming, and P erforming: B ruce TuckmanÕs

Team Stages Model Explained

A YouTube element has been excluded from this ver sion of the text. You can view it online her e:

https:/ / ecampusontario .pressbooks.pub/commbuspr ofcdn/?p=699
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Life Cycle of Member Roles

Just as groups go thr ough a lif e cycle when the y form and e ventuall y adjourn, so the gr oup members

fulf ill dif ferent r oles during this lif e cycle. These roles, proposed by Richard Moreland and John

Levine (1982), are summariz ed in Table 11.1.

Table 11.1 Lif e Cycle of Member Roles

Poten tial M ember Curiosi ty and in ter est

New M ember Joined the gr oup but still an outsider and unkno wn

Full M ember Knows the ÒrulesÓ and is looked to f or le adership

Divergent M ember Focuses on dif ferences

Mar ginal M ember No longer in volved

Ex-M ember No longer c onsider ed a member

Using Abe as an example, the f ollo wing is a gr oup member lif e cycle description:

Stage 1:Abe graduated fr om her MBA pr ogram and is working as a financial anal yst. She has decided

that she would lik e to kno w mor e about the Char ter ed Financial Anal yst (CFA) designation. She has

contacted the CFA Insti tute and r eached out to members in her c ompany to discuss wha t the

process is like to become a CFA.

At this stage, Abe is a poten tial member . She is not a member o f the insti tute y et.

Stage 2: Abe reviews the r equir ements on becoming a CFA member , and registers as a CFA candi-

date. She wri tes the e xams and is curr entl y comple ting her w ork experienc e por tion o f the r equir e-

ments. She is not yet a full member , but is enr olled in the insti tute while she c omple tes her w ork

experienc e. She at tends events wi th her loc al CFA society to ne twork, and learn. She finds i t over-

whelming as she is unfamiliar wi th the rules, inf orma tion, and members o f the socie ty.

As a new gr oup member , your le vel of acceptanc e will incr ease as you begin learning the gr oupsÕ

rules, spok en and unspok en (Fisher, 1970). You will gr adually move from the poten tial member r ole to

the r ole of new gr oup member as y ou learn to f it in to the gr oup.

Stage 3: Over time Abe c omple tes her w ork experienc e requir ements, and becomes a full member .

As she comple tes pr ojects, and works wi th others she le arns mor e about the pr ofession and mem-

bership r esponsibili ties, she is no longer c onsider ed a ÒnewbieÓ. Full members en joy knowing the
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rules and customs, and c an even cr eate new rules. N ew gr oup members look to full members f or

leadership and guidanc e.

Stages 4 & 5:Abe sometimes disagr ees with other CFA members a t her or ganization or in her socie ty

on dif ferent appr oaches to pr ojects. As ther e are many ways to appr oach a project, ther e are bound

to be dif ferences in perspe ctiv es. Expressing dif ferent vie ws can cause conf lic t and ma y even in ter-

fere wi th c ommunic ation. W hen this t ype of tension arises, divergent gr oup members pull back,

contribute less, and star t to se e themsel ves as separate fr om the gr oup. Div ergent gr oup members

have less eye contact, seek out e ach otherÕs opinion less fr equentl y, and listen def ensively. In the

beginning o f the pr ocess, you felt a sense of belong ing, but no w you don Õt. Marginal gr oup members

star t to look outside the gr oup f or their in terpersonal ne eds.

Stage 6: Abe works alongside another CFA member name d Sue who seems to always have a different

perspectiv e than Abe on ho w to cr eate r epor ts for managemen t. Abe lik es to use technolog y to mak e

the job go faster , but Sue is uncomf or table wi th te chnolog y and would r ather do i t all b y hand. After

several years of working toge ther , Sue has decided to r etir e from her job and fr om the CFA Insti tute

to pursue other in ter ests.

Some members at this stage c an overcome dif ferences and stay in the gr oup f or years; or mo ve on to

other gr oups. As a skilled business communic ator , you will r ecogniz e the signs o f div ergence, just as

you have anticipa ted the storming stage, and do y our best to facili tate success.

Positive and Negative Member Roles

Source: pixabay.com

If someone in y our gr oup always makes everyone laugh, that can be a distinc t asset when the ne ws is

less than posi tiv e. At times when y ou have to get w ork done, ho wever, the class clown may become a
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distr action. N otions o f posi tiv e and negativ e will o ften depend on the c ontext when discussing

groups. Table 11.2 ÒPositiv e RolesÓ and Table 11.3 ÒNegativ e RolesÓ list both positiv e and negativ e roles

people sometimes pla y in a gr oup set ting (Beene & Sheets, 1948; McLean, 2005).

Table 11.2 Positive Roles.

Ini tia tor -Coor dinator Suggests new ide as of new ways of looking a t the pr oblem

Elaborator Builds on ide as and provides examples

Coordinator Brings ide as, informa tion, and suggestions toge ther

Evaluator -Cri tic Evaluates ideas and provides construc tiv e cri ticism

Recorder Records ideas, examples, suggestions, and cri tiques

Table 11.3 Negative Roles

Domina tor Domina tes discussion, not allo wing others to tak e their turn

Recogni tion Seeker Relates discussion to their ac complishmen ts; seeks at ten tion

Special-I nter est Pleader Relates discussion to spe cial in ter est or personal agenda

Block er Blocks at tempts a t consensus consisten tl y

Joker or Clo wn Seeks at ten tion thr ough humour and distr acts gr oup members

Now tha t youÕve reviewed posi tiv e and negativ e group member r oles, you may examine another per-

spectiv e. While some personali ty tr aits and behaviours ma y negativ ely inf luenc e groups, some tr aits

can be positiv e or negativ e depending on the c ontext.

Just as the class clown c an have a positiv e effect in lif ting spiri ts or a negativ e effect in distr acting

members, a domina tor ma y be exactl y what is needed for quick ac tion. An emer gency physician

doesnÕt have time to ask all the gr oup members in the emer gency uni t ho w the y feel about a c ourse

of action; inste ad, a self-dir ected appr oach based on tr aining and e xperienc e may be necessary. In

contr ast, a teacher may ask studen ts their opinions about a change in the f orma t o f class; in this si t-

uation, the r ole of coor dinator or elabor ator is mor e appropria te than tha t o f domina tor .

The group is toge ther be cause they have a purpose or goal, and normall y the y are capable of mor e

than an y one individual member c ould be on their o wn, so i t w ould be inef f icien t to hinder tha t

progress. But a block er, who cuts o ff collabor ation, does just tha t. I f a group member in terrupts

another and pr esents a viewpoin t or inf orma tion tha t suggests a dif ferent course o f action, the poin t
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may be well tak en and serve the collabor ativ e process. But if tha t same gr oup member r epeatedly

engages in blocking beha viour , then the beha viour be comes a problem. A skille d business communi-

cator will le arn to r ecogniz e the dif ference, even when posi tiv e and negativ e situations and r oles

arenÕt comple tel y clear.
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75. Group Problem Solving

Source: pixabay.com

The pr oblem-sol ving pr ocess involves thoug hts, discussions, ac tions, and de cisions tha t oc cur fr om

the f irst c onsider ation o f a problematic si tuation to the goal. The pr oblems tha t gr oups face are var-

ied, but some c ommon pr oblems include budge ting funds, r aising funds, planning e vents, addr essing

customer or ci tiz en complain ts, cr eating or adapting pr oduc ts or ser vices to f it needs, suppor ting

members, and r aising awareness about issues or c auses.

While ther e are many ways to appr oach a problem, the Americ an educational philosopher J ohn

DeweyÕs ref lectiv e thinking se quence has stood the test o f time. This se ven-step pr ocess (Adler,

1996) has produc ed posi tiv e results and ser ves as a handy organizational struc tur e. If you are mem-

ber o f a group tha t needs to sol ve a problem and don Õt know wher e to star t, consider the se ven sim-

ple steps illustr ated in Figur e 11.2 below:
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Figur e 11.2. Problem-sol ving pr ocess.

Define the Problem

If you don Õt know wha t the pr oblem is, ho w do you kno w you can solve it? Def ining the pr oblem

allows the gr oup to se t boundaries o f what the pr oblem is and wha t i t is not and to beg in to f ormal-

ize a description or def ini tion o f the sc ope, size, or exten t o f the challenge the gr oup will addr ess. A

problem tha t is too br oadly def ined can overwhelm the gr oup. I f the pr oblem is too narr owly

def ined, impor tant inf orma tion will be misse d or ignor ed.

In the f ollo wing e xample, ther e is a web-based company called Favourites that needs to incr ease its

customer base and ultima tel y sales. A problem-sol ving gr oup has been forme d, and the y star t by for-

mulating a w orking def ini tion o f the pr oblem.

Example pr oblems:
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Too br oad: ÒSales are off, our numbers ar e down, and w e need mor e customers.Ó

Mor e pr ecise: ÒSales have been slipping incr ementall y for six o f the past nine mon ths and ar e signif-

icantl y lower than a seasonally adjuste d comparison to last y ear. Overall, this loss r epresents a 4.5

percent r eduction in sales fr om the same time last y ear. However, when w e break it do wn by pr od-

uct categor y, sales of our none dible pr oduc ts have seen a modest but ste ady incr ease, while sales of

edibles account f or the dr op off and w e need to halt the de cline.Ó

Analyze the Problem

The pr oblem-sol ving gr oup Kevin, Mariah, and S uri anal yze the pr oblem and beg in to ga ther inf or-

mation to le arn mor e. The problem is c omple x and r equir es more than one ar ea of exper tise. W hy do

nonedible pr oduc ts continue selling w ell? What is i t about the e dibles tha t is turning customers o ff?

Kevin is responsible f or customer r esource management. He is involved wi th the customer fr om the

poin t o f ini tial c ontact thr ough pur chase and deliv ery. Most o f the in terfac e is automa ted in the f orm

of an online Òbasket model,Ó where photogr aphs and pr oduc t descriptions ar e accompanie d by Òbuy

itÓ buttons. H e is available during normal w orking business hours f or liv e chat and voice chat if

needed, and customers ar e invited to r equest addi tional inf orma tion. M ost Favourites customers do

not ac cess this service, but Kevin is kept qui te busy, as he also handles returns and c omplain ts.

Because Kevin belie ves that superior ser vice retains customers while a t tr acting ne w ones, he is

always inter ested in be t ter w ays to ser ve the customer . Looking a t edibles and none dibles, he will

stud y the c ycle of customer ser vice and see if ther e are any common poin tsÑfr om the main w eb-

page, thr ough the c atalog, to the pur chase process, and to returnsÑa t which customers abandon the

sale. He has existing customer f eedback loops wi th end-o f-sale sur veys, but most customers de cline

to tak e the sur vey and ther e is curr entl y no inc entiv e to par ticipa te.

Mariah is responsible f or pr oduc ts and pur chasing. She wants to o ffer the best pr oduc ts at the lo w-

est pric e, and to o ffer new pr oduc ts tha t ar e unusual, r are, or exotic. She r egular ly adds new pr od-

ucts to the Favourites catalog and culls underperf ormers. Rig ht no w she has the data on every

produc t and i ts sales histor y, but i t is a challenge to r epresent i t. She will anal yze curr ent sales data

and pr oduc e a repor t tha t specif ically iden tif ies how each pr oduc tÑedible and none dibleÑis per-

forming. She w ants to hig hlig ht ÒwinnersÓ and ÒlosersÓ but also recogniz es that toda yÕs ÒlosersÓ may

be the hi t o f tomorr ow. It is har d to pr edic t constan tl y chang ing tastes and pr eferences, but tha t is

par t o f her job. I tÕs not all scienc e, and itÕs not all ar t. She has to have an eye for wha t will c atch on

tomorr ow while c ontinuing to pr ovide wha t is hot toda y.

Suri is responsible f or data managemen t at Favourites . She gathers, anal yzes, and presents inf orma-

tion ga ther ed fr om the suppl y chain, sales, and mar keting. She w orks wi th vendors to mak e sure

produc ts are available when ne eded, makes sales predic tions based on past sales histor y, and

assesses the effectiv eness of mar keting c ampaigns.
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The pr oblem-sol ving gr oup members alr eady have certain inf orma tion on hand. The y know tha t

customer r eten tion is one c ontributing fac tor . At tr acting ne w customers is a c onstan t goal, but the y

are aware of the w ell-kno wn principle tha t i t tak es more effor t to a t tr act new customers than to

keep existing ones. Thus, i t is impor tant to ensur e a quality customer ser vice experienc e for existing

customers and enc our age them to r efer friends. The gr oup needs to de termine ho w to pr omote this

favour able customer beha viour .

Another c ontributing fac tor se ems to be tha t customers o ften abandon the shopping c art bef ore

comple ting a pur chase, especiall y when pur chasing edibles. The gr oup members ne ed to le arn mor e

about wh y this is happening.

Establish Criteria

Establishing the cri teria f or a solution is the ne xt step. A t this poin t, inf orma tion is c oming in fr om

diverse perspectiv es, and each group member has c ontribute d inf orma tion fr om their perspe ctiv e,

even thoug h ther e may be several poin ts of overlap.

Kevin: Customers who c omple te the postsale sur vey indic ate tha t the y want to kno w (1) what is the

estima ted time o f deliv ery, (2) why a specif ic i tem w as not in stock and when i t will be a vailable, and

(3) why their or der some times arriv es with less than a c omple te or der, with some i tems back -

ordered, wi thout prior notif ication.

He notes tha t a very small per centage of customers c omple te the postsale sur vey, and the r esults

are far fr om scien tif ic. He also notes tha t i t appears the in terfac e is not c apable of cr oss-che cking

inventor y to pr ovide imme diate inf orma tion c oncerning back or ders, so tha t the customer Òbu ys itÓ

only to le arn several days later tha t i t w as not in stock. This se ems to be especiall y pr oblematic f or

edible pr oduc ts, because people may tend to or der them f or special oc casions lik e bir thda ys and

anniversaries. But w e donÕt really know this f or sur e because of the lo w par ticipa tion in the postsale

survey.

Mariah: Ther e are four edible pr oduc ts tha t fr equentl y sell out. So far , we havenÕt been able to boost

the appe al of other e dibles so tha t people w ould or der them as a second choic e when these sales

leaders arenÕt available. We also have several rare, exotic pr oduc ts tha t ar e slow mo vers. They have

poten tial, but curr entl y are underperf ormers.

Suri: We know fr om a postal c ode analysis that most o f our customers ar e from a few specif ic geo-

graphic ar eas associated wi th abo ve-average incomes. We have very few cr edit cards decline d, and

the average sale is over $100. Shipping c osts r epresent on average 8 percent o f the total sales c ost.

We do not ha ve suff icien t inf orma tion to pr oduc e a customer pr of ile. Ther e is no specif ic poin t in

the pur chase process where basket abandonmen t tends to happen; i t happens fair ly unif orml y at all

steps.
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Consider Possible Solutions to the Problem

The group has listene d to each other and no w star ts to br ainstorm w ays to addr ess the challenges

they have addressed while f ocusing r esources on those solutions tha t ar e mor e likely to pr oduc e

results.

Kevin: Is it possible f or our pr ogrammers to cr eate a cr oss-inde x featur e, linking the pr oduc t

desir ed wi th a r epor t o f how many are in stock? IÕd lik e the customer to kno w rig ht away whether i t

is in stock, or ho w long the y may have to w ait. As another ide a, is it possible to add inc entiv es to the

pur chase cycle tha t w onÕt negativ ely impac t our o verall pr of it? IÕm thinking a small v olume disc ount

on multiple i tems, or per haps fr ee shipping o ver a specif ic dollar amoun t.

Mariah: I r ecommend w e hold a focus gr oup wher e customers c an sample our e dible pr oduc ts and

tell us wha t the y lik e best and wh y. When the best sellers ar e sold out, c ould w e offer a discount on

related pr oduc ts to pr ovide an instan t alterna tiv e? We might also cull the underperf orming pr oduc ts

wi th a liquida tion sale to gener ate in ter est.

Suri: If we want to kno w mor e about our customers, w e need to g ive them an inc entiv e to comple te

the postsale sur vey. How about a 5 per cent o ff coupon c ode for the ne xt pur chase to get them to

return and to help us be t ter iden tif y our customer base ? We may also want to build in a customer

referr al rewards program, but i t all tak es bet ter da ta in to ge t r esults out. W e should also explor e the

supply side of the business b y get ting a mor e reliable suppl y of the le ading pr oduc ts and tr ying to

get disc ounts tha t ar e mor e advantageous fr om our suppliers, espe ciall y in the e dible c ategor y.

Decide on a Solution

Kevin, Mariah, and S uri ma y want to implemen t all the solution str ateg ies, but the y do not ha ve the

resources to do them all. The yÕll comple te a cost-benef it analysis, which r anks each solution ac cord-

ing to i ts pr obable impac t.

Implement the Solution

Kevin is fac ed wi th the challenge o f designing the c omputer in terfac e wi thout incurring unac cept-

able costs. He str ongly believes that the in terfac e will pa y for i tself wi thin the f irst y earÑor, to put i t

mor e blun tl y, that Favourites Õdeclining sales will ge t w orse if the w ebsite does not ha ve this f eatur e

soon. He asks to meet wi th top managemen t to ge t budge t appr oval and secur es their agr eement, on

one condi tion: he must negotia te a compensation sche dule wi th the inf orma tion te chnolog y consul-

tants tha t includes dela yed compensation in the f orm o f bonuses af ter the f eatur e has been up and

running suc cessfully for six mon ths.
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Mariah kno ws tha t searching f or alterna tiv e produc ts is a never-ending pr ocess, but i t tak es time

and the c ompany needs results. She decides to in vest time e valuating pr oduc ts tha t competing c om-

panies curr entl y offer, especiall y in the e dible c ategor y, on the the or y tha t customers who f ind their

desir ed items sold out on the Favourites website may have been buying alterna tiv e produc ts else-

wher e instead of choosing an alterna tiv e from Favourites Õproduc t lines.

Suri de cides to appr oach the v endors o f the f our fr equentl y sold-out pr oduc ts and ask poin t blank,

ÒWhat w ould i t tak e to get you to pr oduc e these i tems mor e reliably in gr eater quan ti ties?Ó By open-

ing the channel o f communic ation wi th these v endors, she is able to motiv ate them to mak e modif i-

cations tha t will impr ove the r eliabili ty and quanti ty. She also approaches the vendors o f the less

popular pr oduc ts wi th a r equest f or be t ter disc ounts in r eturn f or their c ooper ation in de veloping

and test-mar keting ne w pr oduc ts.

Follow Up on the Solution

Kevin: After several beta tests, the cr oss-inde x featur e was implemen ted and has been in plac e for

thir ty days. Now customers se e either Òin stockÓ or Òavailable [mo/da /yr ]Ó in the shopping basket. As

expected, Kevin notes a de crease in the number o f chat and phone inquiries to the ef fect o f, ÒWill

this i tem arriv e before my wif eÕs bir thda y?Ó However, he notes an incr ease in inquiries asking, ÒWhy

isnÕt this item in stock?Ó It is dif f icult to tell whe ther customer sa tisfac tion is hig her overall.

Mariah: In exploring the mer chandise available fr om competing mer chants, she got several ideas for

modif ying Favourites Õproduc t line to o ffer mor e f lavors and other v ariations on popular e dibles.

Working wi th vendors, she f ound tha t these modif ications c ost very li t tle. Wi thin the f irst thir ty days

of adding these i tems to the pr oduc t line, sales ar e up. Mariah belie ves these addi tions also ser ve to

enhance the Favourites brand iden ti ty, but she has no data to back this up.

Suri: So far, the vendors suppl ying the f our top-selling e dibles have fulf ille d their pr omise of

incr easing quanti ty and r eliabili ty. However, thr ee of the f our i tems have still sold out, r aising the

question o f whe ther Favourites needs to bring in one or mor e additional v endors to pr oduc e these

items. Of the v endors wi th which Favourites asked to negotia te bet ter disc ounts, some r efused, and

two of these w ere Òstolen Ó by a competing mer chant so tha t the y no longer sell to Favourites . In

addi tion, one o f the v endors tha t agr eed to g ive a bet ter disc ount w as unexpectedly forced to c ease

oper ations f or several weeks because of a f ir e.

This scenario allo ws us to see that the pr oblem ma y have several dimensions as w ell as solutions,

that r esources can be limi ted, and not e very solution is suc cessful. Even thoug h the pr oblem is not

imme diatel y resolved, the gr oup pr oblem-sol ving pat tern and c ommunic ation among the gr oup

members ser ves as a useful guide thr ough the pr oblem-sol ving pr ocess.
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76. Teamwork and Leadership

Two impor tant aspects of group communic ationÑespe ciall y in the business en vir onmen tÑar e team-

work and leadership. You will w ork in a te am and at some poin t may be called on to le ad. You may

emerge to tha t r ole as the gr oup r ecogniz es your spe cif ic skill se t in r elation to the task, or y ou may

be appoin ted to a posi tion o f r esponsibili ty for yourself and others. Y our c ommunic ation skills will

be your f oundation f or suc cess as a member and as a leader. Listen and seek to understand both the

task and your gr oup members as y ou become in volved wi th the ne w ef for t. Have conf idenc e in your-

self and inspir e the trust o f others. Kno w tha t leading and f ollo wing ar e both in tegr al aspects of

effectiv e teamwork.

Teamwork

Teams are a form o f a group normall y dedicated to pr oduc tion or pr oblem sol ving. Teams can often

achieve higher le vels of perf ormanc e than individuals be cause of the c ombine d ener gies and talen ts

of the members. Collabor ation c an produc e motiv ation and cr eativi ty tha t may not be pr esent in sin-

gle-c ontr actor pr ojects. Individuals also ha ve a sense of belong ing to the gr oup, and the r ange of

views and div ersi ty can energize the pr ocess, helping addr ess creativ e blocks and stalema tes. By

involving members o f the te am in decision-making, and c alling upon e ach memberÕs area of contri-

bution, te ams can produc e positiv e results.

Source: Pixabay.com

Teamwork is not wi thout i ts challenges. The w ork itself ma y pr ove a challenge as members jugg le

competing assignmen ts and personal c ommi tmen ts. The work may also be compr omised if te am

members ar e expected to c onform and pr essured to go along wi th a pr ocedur e, plan, or pr oduc t tha t

they themsel ves have not de veloped. Groupthink , or the tendenc y to accept the gr oupÕs ideas and
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actions in spi te of individual c oncerns, can also compr omise the pr ocess and reduce eff icienc y. Per-

sonali ties and c ompeti tion c an play a role in a te amÕs failur e to pr oduc e.

We can recogniz e that people w ant to belong to a suc cessful te am, and celebr ating incr emental gain

can focus the a t ten tion on the pr oject and i ts goals. Members will be mor e willing to e xpr ess

thoug hts and opinions, and f ollo w thr ough wi th ac tions, when the y perceive that the y are an impor-

tant par t o f the te am. By failing to include all the te am members, v aluable insig hts may be lost in the

rush to judgmen t or pr oduc tion. Making time f or planning, and g iving e ach member time to stud y,

ref lect, and contribute c an allow them to gain v aluable insig hts fr om each other , and may make

them mor e likely to c ontribute inf orma tion tha t challenges the sta tus quo. Unc onventional or ÒdevilÕs

advocateÓ thinking may pr ove insightful and ser ve to challenge the pr ocess in a positiv e way,

impr oving the pr oduc tion o f the te am. Respect f or div ergent vie ws can encour age open discussion.

John Thill and Cour tland Bo vee (2002) provide a valuable list to c onsider when se t ting up a te am as

follo ws:

¥ Select te am members wisel y

¥ Select a responsible le ader

¥ Promote c ooper ation

¥ Clarif y goals

¥ Elici t commi tmen t

¥ Clarif y responsibili ties

¥ Instill pr ompt ac tion

¥ Apply technolog y

¥ Ensure technolog ical compatibili ty

¥ Provide pr ompt f eedback

Group dynamics involve the in ter actions and pr ocesses of a team and inf luenc e the degr ee to which

members f eel a part o f the goal and mission. A te am wi th a str ong iden ti ty can prove to be a power-

ful f orce, but i t r equir es time and c ommi tmen t. A team that exerts too much c ontr ol over individual

members c an run the risk o f r educing cr eativ e inter actions and enc our age tunnel vision. A te am that

exerts too li t tle c ontr ol, wi th at ten tion to pr ocess and areas of specif ic r esponsibili ty, may not be

produc tiv e. The balance between motiv ation and enc our agement, and contr ol and inf luenc e, is chal-

lenging as team members r epresent div erse viewpoin ts and appr oaches to the pr oblem. A skille d

business communic ator cr eates a positiv e team by f irst sele cting members base d on their ar eas of

skill and e xper tise, but a t ten tion to their st yle of communic ation is also w arr anted. Individuals tha t

typic ally work alone or tend to be in tr overted may need addi tional enc our agement to par ticipa te.

Extr overts may need to be enc our aged to listen to others and not domina te the c onversation.
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Leadership

Leadership is one o f the most studie d aspects of group communic ation. Scholars in business, c om-

munic ation, psy cholog y, and many other f ields have wri t ten extensiv ely about the quali ties o f lead-

ers, the ories o f leadership, and ho w to build le adership skills. I tÕs impor tant to poin t out tha t

althoug h a group may have only one off icial le ader, other gr oup members pla y impor tant leadership

roles. Making this distinc tion also helps us dif ferentia te between leaders and leadership (H argie,

2011). The leader is a group r ole tha t is associated wi th a hig h-sta tus posi tion and ma y be formall y or

inf ormall y recogniz ed by group members. Leadership is a comple x of beliefs, c ommunic ation pa t-

terns, and beha viours tha t inf luenc e the func tioning o f a group and mo ve a group to ward the c om-

pletion o f i ts task. A person in the r ole of leader may pr ovide no or poor le adership. Lik ewise, a

person who is not r ecogniz ed as a ÒleaderÓ in title c an provide excellent leadership.

Navigate to the f ollo wing quick quiz: WhatÕs Your Le adership Style?

Leadership Styles

Given the lar ge amount o f r esearch done on le adership, i t is not surprising tha t ther e are several dif-

ferent w ays to def ine or c ategoriz e leadership st yles. In gener al, effectiv e leaders do not f it solel y

into one st yle in any of the f ollo wing classif ications. I nstead, they are able to adapt their le adership

style to f it the r elational and si tuational c ontext (Wood, 1977).

Read and review the f ollo wing ar ticle fr om Mind Tools tha t describes a v ariety of

leadership st yle models: Leadership st yles: Choosing the rig ht appr oach for the situ-

ation .

One common w ay to stud y leadership st yle is to mak e a distinc tion among a utocr atic, democr atic,

and laissez-fair e leaders (Lewin, Lippi t t, & W hite, 1939). These leadership st yles can be describe d as

follo ws:

¥ Autocr atic le aders set policies and mak e decisions primaril y on their o wn, taking ad vantage of

the po wer pr esent in their ti tle or sta tus to se t the agenda f or the gr oup.

¥ Democr atic le aders facili tate gr oup discussion and lik e to tak e input fr om all members bef ore

making a decision.

¥ Laissez-fair e leaders take a Òhands-offÓ approach, pr eferring to g ive group members fr eedom to

reach and implemen t their o wn decisions.
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Thomas Harris and John Sherblom (1999) specif ically note thr ee leadership st yles that char acteriz e

the modern business or or ganization, and r ef lect our modern e conom y. We are not born le aders but

may become them if the c ontext or en vir onmen t r equir es our skill se t. A leader-as-te chnician role

often oc curs when w e have skills tha t others do not. I f you can f ix the c opy machine a t the o ff ice,

your le adership and abili ty to get i t running again ar e priz ed and sought-af ter skills. Y ou may

instruc t others on ho w to load the paper or ho w to change the toner , and even thoug h your pa y

grade may not r ef lect this le adership r ole, you are looked to b y the gr oup as a leader wi thin tha t

context. Technic al skills, fr om in terne t te chnolog y to facili ties main tenanc e, may experienc e

momen ts wher e their par ticular ar ea of kno wledge is requir ed to sol ve a problem. Their le adership

will be in demand.

The leader-as-c onduc tor involves a centr al role of bring ing people toge ther f or a common goal. I n

the c ommon analog y, a conduc tor le ads an orchestr a and integr ates the spe cializ ed skills and

sounds of the v arious c omponen ts the music al group comprises. I n the same w ay, a leader who c on-

ducts may set a vision, cre ate benchmar ks, and collabor ate wi th a gr oup as they in terpr et a set

script. W hether i t is a beautiful mo vement in music or a gr oup o f teams that comes toge ther to

address a common challenge, the le ader-as-c onduc tor k eeps the time and tempo o f the gr oup.

Coaches are often discusse d in business-r elated books as models o f leadership f or good r eason. A

leader-as-c oach combines man y of the talen ts and skills w eÕve discussed her e, serving as a teacher,

motiv ator , and keeper o f the goals o f the gr oup. A coach may be autocr atic a t times, g ive poin ted

dir ection wi thout input fr om the gr oup, and stand on the sidelines while the pla yers do wha t the yÕve

been tr ained to do and mak e the poin ts. The coach may look out f or the gr oup and defend i t against

bad calls, and may motiv ate players wi th w ords of encour agement. Coaches are teachers, motiv a-

tors, and k eepers of the goals o f the gr oup. Coaches serve to r edir ect the a t ten tion and ener gy of

the individuals to the o verall goals of the gr oup. We can recogniz e some of the beha viors o f coaches,

but wha t specif ic tr aits have a positiv e inf luenc e on the gr oup? Thomas Peters and N ancy

Austin (1985) identif y f ive impor tant tr aits tha t pr oduc e results:

1. Orien tation and e ducation

2. Nur turing and enc our agement

3. Assessment and c orr ection

4. Listening and c ounseling

5. Establishing gr oup emphasis
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77. Conclusion

Returning to Abe Õs stor y fr om the beg inning o f this chapter , as a leader on the te ch-

nolog y side of her te amÕs work, how mig ht she share what she kno ws wi thout o ver-

whelming other te am members? W hat t ype of leadership st yle would help Abe ha ve a

positiv e impact on her te amÕs success implemen ting the ne w software requir ed for

Financial Anal ysts?

Check Your Understanding

An inter active or media element has been excluded from this ver sion of the text. You can view

it online her e:

https:/ / ecampusontario .pressbooks.pub/commbuspr ofcdn/?p= 709

An inter active or media element has been excluded from this ver sion of the text. You can view

it online her e:

https:/ / ecampusontario .pressbooks.pub/commbuspr ofcdn/?p= 709

An inter active or media element has been excluded from this ver sion of the text. You can view

it online her e:

https:/ / ecampusontario .pressbooks.pub/commbuspr ofcdn/?p= 709

An inter active or media element has been excluded from this ver sion of the text. You can view

it online her e:

https:/ / ecampusontario .pressbooks.pub/commbuspr ofcdn/?p= 709
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An inter active or media element has been excluded from this ver sion of the text. You can view

it online her e:

https:/ / ecampusontario .pressbooks.pub/commbuspr ofcdn/?p= 709

Glossary

Adjourning stag e Ð members leave the gr oup.

Autocr atic leader s Ð set policies and mak e decisions primaril y on their o wn, taking ad vantage of the

power pr esent in their ti tle or sta tus to se t the agenda f or the gr oup.

Block er Ð blocks at tempts a t consensus consisten tl y.

Coordina tor Ð brings ideas, informa tion, and suggestions toge ther .

Democr atic leader s Ð facilitate gr oup discussion and lik e to tak e input fr om all members bef ore

making a decision.

Domina tor Ð dominates discussion, not allo wing others to tak e their turn.

Elabor ator Ð builds on ide as and provides examples.

Evaluator-cri tic Ð evaluates ideas and provides construc tiv e cri ticism.

Forming stag e Ð individual gr oup members c ome to kno w each other .

Gr oup Ð three or mor e individuals who af f ilia te, in ter act, or c ooper ate in a familial, social, or w ork

context.

Gr oup comm unica tion Ð the exchange of inf orma tion wi th those who ar e alike cultur ally, linguisti-

cally, and/or ge ographically.

Gr oup dynamics Ð involve the in ter actions and pr ocesses of a team and inf luenc e the degr ee to

which members f eel a part o f the goal and mission.

Gr oup norms Ð customs, standar ds, and behavior al expectations tha t emer ge as a group f orms.

Gr oup r elationships Ð can be describe d in terms o f status, power, contr ol, as well as role, func tion,

or vie wpoin t.

Ini tia tor-coor dina tor Ð suggests new ide as of new ways of looking a t the pr oblem.

Joker or Clo wn Ð seeks at ten tion thr ough humour and distr acts gr oup members.

Laissez-fair e leader s Ð take a Òhands-offÓ approach, pr eferring to g ive group members fr eedom to

reach and implemen t their o wn decisions.

Leader ship Ð a comple x of beliefs, c ommunic ation pa t terns, and beha viors tha t inf luenc e the func-

tioning o f a group and mo ve a group to ward the c omple tion o f i ts task.

Norming stag e Ð the group establishes norms, or inf ormal rules, f or behaviour and in ter action.

Perf orming stag e Ð the group accomplishes i ts mandate, fulf ills i ts purpose, and re aches its goals.

Primar y gr oups Ð meet most, if not all, o f oneÕs needs.

Recor der Ð records ideas, examples, suggestions, and cri tiques.
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Recogni tion seek er Ð relates discussion to their ac complishmen ts; seeks at ten tion.

Secondar y gr oups Ð often include w ork groups, wher e the goal is to c omple te a task or sol ve a prob-

lem.

Special -I nter est p leader Ð relates discussion to spe cial in ter est or personal agenda.

Storming stag e Ð a time of strugg les as group members sor t out their dif ferences.

Teams Ð a form o f a group normall y dedicated to pr oduc tion or pr oblem sol ving.

Additional Resources

National R esearch Council Canada. Managemen t Compe tencies (including T eamwork and Commu-

nic ation ) ht tps:/ / www.nrc-cnr c.gc.ca/eng/c areers/beha viour al_c ompetencies /manage-

ment_te amwork.html

Governmen t o f Canada: Teamwork and Cooper ation ht tps:/ / www.canada.ca/en /r evenue-agenc y/

corpor ate/c areers-cr a/inf orma tion-mo ved/cr a-c ompetencies-standar dized-assessment-tools /

canada-r evenue-agenc y-c ompetencies-april- 2016/te amwork-c ooper ation.h tml
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PART XII

CHAPTER 12: DIGITAL MEDIA AND
COMMUNICATIONS
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78. Introduction

Chapter 12 Learning Outcomes

1. Trace the evolution o f online and dig ital me dia.

2. Discuss how dig ital and online me dia are mor e personal and social than tr aditional

media.

3. Identif y social media engagement behaviour t ypes.

4. Explor e ways to use dig ital communic ation as a business pr ofessional.

Dhavit has been asked by his boss to pr epare a repor t about w ays to use online and

dig ital me dia communic ation tools, and wha t dig ital str ateg ies the insti tution mig ht

use to pr omote job oppor tuni ties. He has not used social me dia for personal use,

and is unc ertain about business c ontexts and w ebsite design. As you r ead this chap-

ter , consider the w ays that Dhavit mig ht learn mor e about social me dia in pr ofes-

sional communic ation c ontexts, and ho w he mig ht use wha t he le arns to e xtend the r each of his

depar tmen t when hiring f or hig her education.

In the last 20 y ears, online and dig ital me dia has grown in le aps and bounds to be come a f ixtur e in

the dail y lif e of most pe ople in Canada. Prior to the turn o f the c entur y, tr aditional me dia, which

consiste d of mainl y prin t, r adio, and tele vision /mo vies, was limi ted to a f ew plac es and had a some-

what limi ted pr esence in liv es and societies. For example, in the 20th c entur y radio and tele vision

grew to be come featur es in the home. M ovies were primaril y enjoyed in the aters un til V CRs and

DVD players br ought them in to homes. The closest thing to a por table mass medium in the 20th

centur y was reading a book or paper on a c ommute to and fr om w ork.

Digital me dia in the 21st centur y are mor e personal and mor e social than tr aditional me dia. A small

device that f its in y our pock et has the abili ty to c onnect you wi th the w or ld, fr om anywher e and at

any time. I t has changed the w ay you communic ate, and in par ticular the w ay you appr oach commu-

nic ation in business. I n this chapter , you will le arn mor e about the e volution o f dig ital me dia, con-

sider ho w people engage wi th dig ital me dia, and how you can begin to use dig ital me dia as a

business pr ofessional.

To open this chapter , watch the f ollo wing 16 minute vide o fr om Helen Morris-B rown on The Psychol-

ogy of Communicating E ffectively in a Digital W orld.
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A YouTube element has been excluded from this ver sion of the text. You can view it online her e:

https:/ / ecampusontario .pressbooks.pub/commbuspr ofcdn/?p= 748

Chapter Preview

¥ Evolution o f Dig ital M edia

¥ Social Media

¥ Online Engagemen t

¥ Your Dig ital Footprin t

¥ Conclusion
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79. Digital and Social Media

Digital media, as described in this chapter , couldn Õt exist wi thout the mo ve from analog to dig ital

technolog y, as all the t ypes of new media you will le arn about ar e digitall y based (Siapera, 2012). Dig-

ital me dia are composed of and/or ar e designed to r ead numeric al codes (hence the r oot w ord

Ôdig itÕ). The most c ommonl y used system o f numbers is binar y code, which c onverts inf orma tion in to

a series of 0s and 1s. This shared code system me ans that any machine tha t can decode (read) binar y

code can make sense of, stor e, and replay the inf orma tion. Analog me dia are created by encoding

inf orma tion on to a ph ysical object tha t must then be pair ed wi th another de vice capable of r eading

that specif ic code. In terms o f physicality, analog media are a combina tion o f mechanic al and physi-

cal par ts, while dig ital me dia can be comple tel y electr onic and ha ve no physicality; think o f an MP3

music f ile, for example. To make recordings using tr aditional me dia technolog y, grooves were carved

into vin yl to mak e records or changes w ere made in the ele ctr omagnetic signa tur e of ribbon or tape

to mak e casset te tapes. Each of these ph ysical objects must be pair ed wi th a specif ic device, such as

a record player or a c asset te deck, to be able to de code and listen to the music. Dig ital me dia

changed how most pe ople collect and listen to music. N ow music f iles are stor ed electr onic ally and

can be played on man y dif ferent pla tf orms, including table ts, computers, and smar tphones. Man y

people who c ame of age in the dig ital r evolution ar e now so used to ha ving dig ital music tha t the

notion o f a physical music c ollection is c omple tel y foreign to them.

Analog media lik e videocasset te r ecorders (VCRs) are only compatible wi th specif ic media objects

that have been physically encoded wi th inf orma tion.

VCR Detail is in the public domain

In news coverage and academic scholarship, y ou will se e several dif ferent terms use d when dis-
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cussing dig ital me dia. Other terms use d include new media, online me dia, social media, and personal

media. In this chapter these i tems will be c ombine d and r eferr ed to as digi tal media .

Digital me dia and te chnolog y are now chang ing faster than e ver before. In shor t, wha t is new toda y

may not be c onsider ed new in a w eek. Despite the r apid changes in te chnolog y, the multipla tf orm

compatibili ty of much o f dig ital me dia par adoxically allows for some stabili ty.

Key to dig ital me dia is the notion o f techno logical con vergence. The ongoing dig italiza tion o f tr adi-

tional me dia allows them to cir culate fr eely and be r ead/ac cessed/pla yed by many dig ital me dia

platf orms wi thout the ne ed for c onversion (Siapera, 2012). This multi-pla tf orm c ompatibili ty is rela-

tiv ely new. In the past, e ach t ype of media had a corr esponding pla tf orm. For e xample, you couldn Õt

play records in an eig ht-tr ack casset te tape pla yer or a VHS tape in a D VD player. In the past, the

human eye was the encoding and de coding de vice needed to engage wi th analog f orms o f prin t

media. In the pr esent you can read this te xtbook in prin t, on a computer , or on an e-r eader, tablet,

smartphone, or other handheld de vice. Another char acteristic o f new media is the blurring o f lines

between pr oduc ers and consumers, as individual users no w have a more personal r elationship wi th

their me dia.

Social Media

Media and mass media have long been discussed as a unifying f orce. The shared experienc es of the

Russia-Canada hockey series in 1972, or follo wing the terr orist a t tacks of September 11, 2001, were

facili tated thr ough media. Dig ital me dia, in par ticular , is characteriz ed by its connectivi ty. In the

past, a large audienc e was connected to the same r adio or tele vision br oadcast, newspaper stor y,

book, or mo vie via a one-w ay communic ation channel sen t fr om one plac e to man y. Today, digital

media connects mass media outle ts to pe ople and allo ws people to c onnect back to them via the

interne t. Technolog y has allowed for me diated social in ter action sinc e the days of the telegr aph, but

these connections w ere not at the mass le vel the y are today. Personali ties such as Dr ake and Justin

Bieber , and organizations lik e the Toronto Blue Jays or the CBC can reach millions o f people wi th

just one t weet. Social media doesnÕt just allow for c onnection; i t allo ws us mor e contr ol over the

quali ty and degr ee of connection tha t w e maintain wi th others ( Siapera, 2012).

Read the f ollo wing w eb article on Social Media Use in Canada

The most inf luential par t o f the ne w web is social netw or king si tes (SNSs), which

allow users to build a public or semipublic pr of ile, cr eate a network of connec-

tions to other pe ople, and vie w other pe opleÕs prof iles and networks of connections (Bo yd & Ellison,

2008). Althoug h SNSs have existe d for over a decade, earlier i ter ations such as Friendster and

MySpace have given way to the g iant tha t is Facebook. Facebook, as of April 2018, has mor e than 2.23

billion users w or ldwide (Statista, 2018). More specif ic SNSs, like LinkedIn, focus on pr ofessional net-
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working. The abili ty to self -publish inf orma tion, lik es/dislik es, status upda tes, pr of iles, and links

allows people to cr aft their o wn lif e narr ativ e and share it wi th other pe ople. Lik ewise, users can fol-

low the narr ativ es of others in their ne twork as they are construc ted. The degr ee to which w e

engage with othersÕ narrativ es varies based on the closeness o f the r elationship and si tuational fac-

tors, but SNSs ar e used to sustain str ong, moder ate, and w eak ties wi th others (Richar dson & Hes-

sey, 2009).

Social media enable in ter activi ty between individuals tha t shar e a social network and also allow

people to br oadcast or Ônarr owcastÕ their activi ties and in ter ests.

You mig ht conceptualiz e social media in another w ayÑthr ough the ide a of collabor ation and sharing

rather than just thr ough in terpersonal c onnection and in ter action. The gr owth o f open sour ce pub-

lishing and Cr eativ e Commons lic ensing also pr esents a challenge to tr aditional me dia outle ts and

corpor ations and c opyrig hts. Open sour ce publishing f irst appe ared most notabl y wi th so ftware

programs. The idea was that the users c ould impr ove on openl y available computer pr ograms and

codes and then the ne w versions, some times c alled deriv ativ es, would be made available again to the

communi ty. Crowdsour cing r efers mor e to the ide a stage of developmen t wher e people fr om various

perspectiv es and positions o ffer pr oposals or inf orma tion to sol ve a problem or cr eate something
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new (Brabham, 2008). This type of open access and free collabor ation helps enc our age participa tion

and impr ove creativi ty thr ough the syner gy created by bring ing toge ther dif ferent perspe ctiv es and

has been referr ed to as the biggest shif t in inno vation sinc e the I ndustrial R evolution (Ka ufman,

2008).

Watch the f ollo wing 1 min ute video: Stone Age to Modern Age Ð Evolution Of Communication

A YouTube element has been excluded from this ver sion of the text. You can view it online her e:

https:/ / ecampusontario .pressbooks.pub/commbuspr ofcdn/?p= 750
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80. Online Engagement

The key dif ferentia ting fac tor be tween tr aditional and dig ital me dia is the abili ty to in ter act, or

engage with the c ommunic ator , and others in a c ommuni ty. Think back to the basic pr ocess of com-

munic ation: the messenger ( encoder ) sends a message through a medium, which is r eceived and

decoded by an audienc e. In tr aditional me dia, the pr ocess was primaril y one-w ay. In dig ital me dia,

users have the abili ty to in ter act and r espond to the message Ñ in other w ords, they can ÔengageÕ

wi th the message and messenger .

But wh y are people dr awn to dig ital communic ation ? For the answers to this question, y ou mig ht

consider Maslo wÕs hierarchy of needs, which pr ovides you wi th an understanding o f the motiv ation

that mig ht be behind online engagemen t. Althoug h engaging online doesn Õt really satisf y physiolog i-

cal or safety needs, it certainl y speaks to the other c ategories in the hier archy as see in Figur e 12.1

below:

Figure 12.1. MaslowÕs Hierarchy of Needs. Illustr ation b y Factor yjoe is shared wi th a CC BY-SA 3.0

license

Examples fr om social and dig ital me dia par adigms:

¥ Love and belong ingness needs: engaging online c an provide a tr emendous f eeling o f being

accepted. Online c ommuni ties gr ow friendships, in timac y and a feeling o f aff ilia tion.
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¥ Esteem needs: Engagement fr om friends, c olleagues and even str angers can feed the desir e to

impr ove oneÕs reputa tion or gain r espect.

¥ Self-ac tualiza tion ne eds: Digital me dia is full o f examples of people who ar e working to r ealize

their personal poten tial, Òto become everything one is c apable of becomingÓ (Maslow, 1987, p.

64).

Read the f ollo wing w eb article tha t pr ovides a deeper explor ation o f social me dia

and MaslowÕs hierarchy of needs: The Hierarchy of Needs for an Engaged Social

Media Audienc e.

Social Media Engagement Behaviour Typologies

New r esearch is emer ging to e xplor e how and wh y users engage online, par ticular ly in business. A

stud y by Dolan, Condui t, Fahy and Goodman (2015) broke down customer ( user) experienc es with

social media, based on in tensi ty of activi ty (low/passiv e to hig h/ac tiv e), and the valence, or emo-

tional f orce, of the c ontributions ( negativ e to posi tiv e). Figure 1 from the a uthorsÕ work below pr o-

vides a visual demonstr ation.
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Social Media Engagement Behaviour Construct

Co-cr eation : this is the hig hest level on the ma trix, in which users ar e earning, sharing, ad vocating,

socializing and c o-de veloping. The y are activ ely collabor ating and de veloping c onten t and engag ing

wi th others.

Positi ve contribu tion : users are engaging wi th c onten t and others, but not ne cessarily adding c on-

ten t. They may ÔlikeÕ posts, repost, mar k as a Ôfavouri teÕ or post a positiv e commen t.
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Consum ption : this is a passive form on engagemen t, wher e users are reading and w atching, primar-

ily using social me dia as a source of inf orma tion.

Dormancy: these users may have previousl y been engaged online, but ma y occasionally be describe d

as ÔlurkersÕ. They make no contributions nor do the y engage online. The y have passively disengaged.

Detachmen t: detached users have activ ely disengaged wi th a social me dia platf orm, person or

brand. They will Ôunlik eÕ or adjust set tings so the y do not se e informa tion or c onten t.

Negati ve Contribu tion: users will mak e negativ e activ e commen ts to tr y and inf luenc e others to

change their f eelings or opinions about a br and, subject, person or pla tf orm. N egativ e contributors

are often seen posting c ommen ts on ne ws articles tha t will c ontr adict or slander the a uthor (kno wn

as ÔtrollsÕ).

Co-Destruction: users will cr eate new negativ e conten t wi th the aim o f diminishing the r eputa tion,

trust or v alue of a person /br and/pla tf orm. For e xample, vide os or posts cr eated to hig hlig ht nega-

tiv e at tributes o f a poli tician w ould be c onsider ed co-destruc tiv e.

You may notic e your o wn behaviour pa t terns liste d her e Ñ and note d tha t your beha viours change

based on multiple fac tors. As a business pr ofessional, you will ha ve to consider y our o wn behaviour

type(s), and how you mig ht enc our age others to ac tiv ely and posi tiv ely contribute to y our o wn

brand, organization or c ompany.
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81. Your Digital Footprint

It used to be tha t appl ying f or a job w as fairly simple: send in a re�sume�, wri te a cover let ter , and call

a few r eferences to make sure they will sa y posi tiv e things. H owever, ther e is a new step tha t is no w

a common par t o f this applic ation pr ocessÑhiding (or at least cleaning up ) your vir tual self, or y our

Ôdig ital f ootprin tÕ.

The ubiqui ty of dig ital me dia allows anyone to e asily star t developing an online persona fr om as

early as bir th. Althoug h this f ootprin t may not ac cur atel y ref lect the individual, i t may be one of the

f irst things a str anger sees. Those online photos ma y not look bad to friends and famil y, but y our

online dig ital f ootprin t may be a hiring managerÕs first impr ession of you as a prospectiv e employee.

Someone in char ge of hiring c ould search the in terne t f or inf orma tion on y ou even before calling

references.

First impr essions are an impor tant thing to k eep in mind when making an online persona pr ofes-

sionall y acceptable. Your pr esence online c an be the equivalent o f your f irst w ords to a br and-ne w

acquain tanc e.

While i tÕs possible to de activ ate your social me dia accounts, onc e something is online, i tÕs impossible

to dele te i t comple tel y. Photos, vide os and posts will lik ely outliv e you. As a business professional,

youÕll need to beg in to c arefull y cur ate wha t you post online, and wha t has alr eady been poste d.

This doesnÕt mean you should dele te everything: in fac t, emplo yers and clien ts want to se e that you

have inter ests and connections outside o f work. However, be aware that their f irst impr ession of you

may be dig ital Ð youÕll want to put y our best ÔfootÕ forward!

5 Ways to Improve your Digital Footprint

1. Google yourself. This is the best w ay to see what a poten tial emplo yer or c ontact will se e first, if

they decide to do a se arch on y ou.

2. Edit you own posts, including photos, vide o and multime dia. Conten t tha t in volves drugs, alco-

hol, illegal ac tivi ties, str ong poli tic al views, or an y other c ontr oversial activi ty should be

removed.

3. Ask friends and famil y who ha ve posted contr oversial conten t to tak e it do wn.

4. Set up pr ofessional accounts on one or mor e platf orms, such as Link edIn. This will incr ease the

chances of emplo yers/clien ts seeing your pr ofessional side f irst, and is an ine xpensive way to

build y our pr ofessional network.

5. Keep it posi tiv e wi th futur e posts and contributions. Tha t will gr eatl y reduce the chanc es that

you will post some thing tha t could ge t you in to tr ouble do wn the r oad.
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Read the full ar ticle a t the f ollo wing link: How To Develop A Dig ital Presence For

Professional Success
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82. Conclusion

Returning to D havitÕs situation:

¥ What tools or ide as could D havit suggest to his boss to help pr omote job

oppor tuni ties at his or ganization ?

¥ What fac tors should D havit consider when designing his message to build

engagement?

¥ What kind o f appr oaches should D havit ste er clear of?

¥ What mig ht Dhavit do wi th his o wn dig ital f ootprin t, as an established (but

not v ery dig ital) business pr ofessional?

Check Your Understanding

An inter active or media element has been excluded from this ver sion of the text. You can view

it online her e:

https:/ / ecampusontario .pressbooks.pub/commbuspr ofcdn/?p= 758

An inter active or media element has been excluded from this ver sion of the text. You can view

it online her e:

https:/ / ecampusontario .pressbooks.pub/commbuspr ofcdn/?p= 758

Additional Resources

Social Media Etique t te Rules for Business ht tps:/ / blog.hootsui te.com/social-me dia-e tique t te-rules-

for -business /

The State of Dig ital Li ter acy in Canada (2017). The Brookf ield I nsti tute r epor t ht tp:/ / brookf ieldinsti-

tute.c a/wp-c onten t/uploads /2017/04 /B rookf ield Insti tute_S tate-o f-Dig ital-Li ter acy-in-

Canada_Li ter atur eReview.pdf
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Glossary

Analog media Ð created by encoding inf orma tion on to a ph ysical object tha t must then be pair ed

wi th another de vice capable of r eading tha t specif ic code.

Co-cr eation Ð this is the hig hest level on the ma trix, in which users ar e earning, sharing, ad vocat-

ing, socialising and c o-de veloping.

Co-Destruction Ð users will cr eate new negativ e conten t wi th the aim o f diminishing the r eputa tion,

trust or v alue of a person /br and/pla tf orm.

Consum ption Ð this is a passive form on engagemen t, wher e users are reading and w atching, pri-

maril y using social me dia as a source of inf orma tion.

Crowdsour cing Ð refers to the ide a stage of developmen t wher e people fr om various perspe ctiv es

and posi tions o ffer pr oposals or inf orma tion to sol ve a problem or cr eate something ne w.

Detachmen t Ð detached users have activ ely disengaged wi th a social me dia platf orm, person or

brand. They will Òunlik eÓ or adjust set tings so the y do not se e informa tion or c onten t.

Digi tal media Ð composed of and/or ar e designed to r ead numeric al codes (hence the r oot w ord

dig it).

Digi tal f ootprin t Ð how you are represented on the in terne t. May include images and a v ariety of

social media networks if you par ticipa te in them.

Dormancy Ð these users may have previousl y been engaged online, but ma y occasionally be

describe d as ÔlurkersÕ. They make no contributions nor do the y engage online.

Negati ve contribu tion Ð users will mak e negativ e activ e commen ts to tr y and inf luenc e others to

change their f eelings or opinions about a br and, subject, person or pla tf orm.

Positi ve contribu tion Ð users are engaging wi th c onten t and others, but not ne cessarily adding c on-

ten t.

Social netw or king si tes (SNSs) Ð allow users to build a public or semipublic pr of ile, cr eate a network

of connections to other pe ople, and vie w other pe opleÕs prof iles and networks of connections.

Techno logical con vergence Ð the digitaliza tion o f tr aditional me dia tha t allo ws them to cir culate

fr eely and be r ead/ac cessed/pla yed by many dig ital me dia platf orms wi thout the ne ed for c onver-

sion.
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We are always seeking to impr ove our open te xtbooks. I f you have any questions or c ommen ts about

this te xtbook, ple ase contact eCampusOntario a t open@ecampuson tario.c a
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