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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 for impr ovement, please let us know using the f ollowing Google
Doc: https:/ / goo.g¥SJ bjUY. Revisions ar e tracked in the Version Histor y available at the end of the
Web version of this book.

You can also send questions or inf ormation about the book to us a t the f ollowing email addr ess:
open@ecampusontario.c a

Communication f or Business Professionals B Canadian Edition is adapted fr om Business Communica-
tion f or Successwhich w as in turn adapte d in 2013 by University of Minnesota Libr aries Publishing
thr ough the eLearning Suppor t I nitiative. The 2018 revision c ontinues to be lic ensed with a Creative
Commons lic ense (CC BY-N C-SA) following the pr ecedent of a publisher who has r equested that
they and the orig inal author not r eceive attribution.

This 2018 adaptation has signif icantly reduced the siz e and scope of the orig inal public ation and
added Canadian examples, wher e practic al, to better suit an Ontario c ommuni ty college context. In
particular , the wri ting chapters 6 thr ough 10 have been moved to a separate supplemen tary
resource Business Communication f or Success Witing W orkbook. This curr ent open te xtbook Com-
munication f or Business Professionals B Canadian Edition by eCampusOntario is licensed with a Cre-
ative Commons Attribution-N _onCommer cial-Shar eAlike license.

Additional ¢ ontent for this te xtbook w as added fr om the f ollowing t wo resources:
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Introduction Canadian Edition:
Communiation for BusinessRofesionals

Communiation for BusinassRofesionals: Canadian Edition 2018

On the first w eekend in Mar ch 2018, Program Managers fr om eCampusOntario ga ther ed with Busi-
ness faculty from Ontario 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 oductor y business outc omes and obje ctives. Two
textbooks f or in tr oductor y-le vel business te aching and le arning w ere created, Business Fundamen-
tals, and this book, Communication f or Business Professionals.

Busies Commuaaitton 6r SucceAdaptations

A group of thr ee college educators, see table below 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 content to align wi th
Canadian college curriculum and adde d Canadian examples were keys for success in the r evision.
The orig inal te xtbook w as reduced from 19 chapters down to 12. Each educator w orked on four
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 te xtbook.

Two additional open te xtbooks w ere used to r emix some of the content of the 12 chapters as follows:

Communication in the R eal World: An Intr oduction to Communication Studies was created by a pub-
lisher who has r equested that the y and the orig inal author not r eceive attribution. | t was originally
released and is used under CC BY-N C-SA. The orig inal work and this adapta tion unless other wise
expr essly stated, are licensed under a Cr eative Commons Attribution-N onCommer cial-Shar eAlike
4.0 International Lic ense.

Additional ¢c ontent was added from Understanding M edia and Cultur e: An Intr oduction to M ass Com-
munication by a publisher who has r equested that the y and the orig inal author not r eceive attribu-
tion, which w as originally released and is used under CC BY-N C-SA. This work, unless other wise
expr essly stated, is licensed under a Cr eative Commons Attribution-N onCommer cial-Shar eAlike 4.0
International Lic ense.
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A graphic designer w as consulte d to cr eate some new graphics to help ¢ 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 with 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 Enhanements

Removal of business wri ting f or communic ation chapters f or a separate w orkbook.

Reordering o f chapters to the curr ent 12 chapters.

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

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

Development of consistent APA style for citations, figur es, tables, and references.

Addition o f new graphics and ic ons to impr ove curriculum design.

Revision and addi tion o f learning outc omes and chapter pr eviews to cr eate a clear learning path.
Threaded real-w orld examples wi th thr ee business personas, Abe, Dhavit, and N aiomi.

Check Your Understanding ac tiv e practic e oppor tuni ties for each chapter .

© Py o s ®N e
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The Teams

Communica tion f or Business Pr ofessionals

(This boo k!) Team Fun: Business Fundamen tals
Michelle Grimes, Conestoga College Nitsa Andres, Fanshawve College
Shauna Roch, Fanshawe College Matt Hutchinson, L ambton College
David Simon, L ambton College Jim Johnston, Fanshawe College
Terry Greene, eCampusOntario Anela Tomac, Conestoga College
Jenni Hayman, eCampusOntario Joanne Kehoe, eCampusOntario

Peggy French, eCampusOntario

About eCampusOntario

eCampusOntario is a not-f or-pr ofit corpor ation funde d by the Government of Ontario. | t serves as a
centr e of excellence in online and te chnolog y-enable d learning f or all publicl y funde d colleges and
univ ersities in On tario and has embar ked on a bold mission to widen ac cess to post-se condary edu-
cation and tr aining in On tario. This te xtbook is par t of eCampusOntario ® open te xtbook libr ary,
which pr ovides fr ee learning r esources in a wide r ange of subject areas. These open textbooks ¢ an
be assigned by instruc tors f or their classes and ¢ an be downloade d by learners to ele ctr onic de vices
or prin ted. These free and open educational r esources are customizable to me et a wide r ange of
learning ne eds, and we invite instruc tors to r eview and adopt the r esources for use in their ¢ ourses.
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1 Introduction

Communic ation is the pr ocess of understanding
and sharing me aning (Pearson & Nelson, 2000).
1t@ an activi ty, skill, and art that inc orpor ates
lessons learned across a wide spectrum o f human
knowledge. You communic ate everyday without
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 N ¢ ommu-
nic ation is a primar y skill y ouOs been pr actising
since birth!

Perhaps the most ¢ 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 orld, anticipa te the futur e, and cer-
tainly to enter tain themsel ves. The art of stor ytelling dr aws on your understanding o f yourself, y our
message, and how you communic ate it to an audienc e that is simultane ously communic ating back to
you. Your anticipa tion, r eaction, and adapta tion to the pr ocess will determine ho w successfully you
are able to communic ate. L earning to ¢ ommunic ate well also requir es you to r ead and study how
others ha ve expr essed themsel ves, then adapt wha t you have learned to y our pr esent task Nwhether
it is wri ting an email, pr esenting y our qualif ications in a job in ter view, or wri ting a business r eport.

You were not born kno wing ho w to wri te or e ven how to talk N 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 fective
communic ation tak es preparation, pr actic e, and persistenc e.

There are many ways to learn communic ation skills; the school o f experienc e, or Ohad knocks,O is
one of them. B ut in the business en vironment, a OknockOq lesson le arned) may come at the

expense of your cr edibili ty thr ough an ineffectiv e presentation to a clien t. The classr oom environ-
ment, wi th inf ormation and r esources such as a textbook, ¢ 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 ¢ ommunic ate
effectively to mak e a sale or form a new par tnership. Listening toy ourself, or per haps the comments
of others, may help you reflect on ne w ways to pr esent, or per ceive, thoug hts, ide as, and concepts.
The net result is y our gr owth; ultima tely your abili ty to communic 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 onfidenc e, and preparation to use ¢ ommunic a-
tion in fur thering y our career.
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Open Textbook [@sign
This open te xtbook is designe d in 12 chapters featuring a spe ctrum o f curr ent and r elevant Canadian
business communic ation topics.

In chapters 2 to 12 of this open te xtbook y ou will be in tr oduced to thr ee business professionals in
thr ee different disciplines as f ollows:

Abe is an interna tional gr aduate studen t fr om Ethiopia tha t recently
comple ted her Canadian MBA pr ogram. She is in her first 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 firm in T oronto.

Dhavit is a mid-c areer Canadian human r esources specialist w orking at
an Ontario univ ersity.

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 reflection guidanc e thr ough the te xtbook.

In addition, e ach chapter will pr ovide learning outc omes, a list of chapter topics ( Chapter Pr eview),
GCheck your Kno wledgeO quizes, a chapter glossary, and additional r esources.

Chapter 1 Larning Outomes

1. Recogniz e the impor tance of communic ation.
2. Define communic ation the ¢ ommunic ation pr ocess.
3. ldentif y and describe the eig ht essential c omponen ts of communic ation.

8 | Introduction



Chapter Peview
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2. What is Communation?

All communic ation is c omposed of thr ee parts
that make a whole: sharing, understanding, and
meaning.

Sharing means doing something 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 with y ourself

(a process called intr apersonal communic ation)

when you 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 @ha!O momeri
when some thing be comes clear.

The second key word is under standing . 0o understand is to per ceive, to interpr et, and to r elate our
perception and in terpr etation to wha t we already know O (MLean, 2003) Understanding the w ords
and the c oncepts or obje cts they refer to is an impor tant part of the c ommunic ation pr ocess.

Finally, meaning is what you share thr ough communic ation. For e xample, by looking a t the ¢ ontext
of a word, and by asking questions, y ou can discover the shar ed meaning of the w ord and better
understand the message.

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

10 | What is Communic ation ?



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

https:// ecampusontario .pr esshookgpub/commbuspr_ofcdn/?p=57

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

¥ Written communic ation is an 'y message using the wri tten word.

¥ 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.

What is Communic ation? | 11



3 Communiations Poes: Enoding and
Decoding

In basic terms, humans ¢ 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 belav, 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 they want it to be r eceived.

Encoding is the pr ocess of turning thoug hts into communic ation. The enc oder uses a @edium O to
send the message N a phone call, email, te xt message, face-to-fac e meeting, or other ¢ ommunic a-
tion tool. The le vel of conscious thoug ht that goes into enc oding messages may vary. The encoder
should also tak e into account any @oiseO thamig ht in terf ere with their message, such as other mes-
sages, distractions, or inf luences.

The audienc e then @ecodesQor interpr ets, the message for themsel ves. Decoding is the pr ocess of
turning ¢ ommunic ation in to thoug hts. For example, you may realize you®e hungry and encode the
following message to send to y our r oommate: Ol@ hungr y. Do you want to ge t piz za tonig ht?0 As
your r oommate r eceives the message, they decode your communic ation and turn i t back in to
thoug hts to mak e meaning.

12 | Communic ations Pr ocess: Encoding and De coding



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

Of course, you don Ot just ommunic ate verball yNyou have various options, or channels, f or commu-
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 de coding. W hile communic ation ¢ an be sent and r eceived using any sen-
sory route (sight, smell, touch, taste, or sound), most ¢ ommunic ation oc curs thr ough visual (sight)
and/or a uditory (sound) channels. | f your r oommate has headphones on and is engr ossed in a vide o
game, you may need to get their a ttention b y waving y our hands bef ore you can ask them about din-
ner.

The tr ansmission model of communic ation describes ¢ ommunic ation as a line ar, one-w ay process
in which a sender in tentionall y tr ansmits a message to a receiver (Ellis & M cClintock, 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 target or end poin t rather than par t of an
ongoing pr ocess. You are left to pr esume that the r eceiver either 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 car. The sender is the r adio announc er who enc odes a verbal message
thatis tr ansmitted by a radio to wer thr ough electr omagnetic w aves (the channel) and e ventuall y
reaches your (the r eceiver®) ears via an antenna and spe akers in or der to be de coded. The radio
announc er doesn Ot eally know if y ou receive 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 inter action model of communic ation describes ¢ ommunic ation as a pr ocess in which par tici-
pants alterna te positions as sender and r eceiver and gener ate meaning by sending messages and
receiving f eedback wi thin ph ysical and psychological contexts (Schramm, 1997). Rdher than illus-

tr ating c ommunic ation as a line ar, one-w ay process, the inter action model inc orpor ates feedback,
which mak es communic ation a mor e inter active, two-w ay process. Feedback includes messages sent
in response to other messages. For e xample, your instruc tor may respond to a poin t you raise during
class discussion or y ou may point to the so fa when y our r oommate asks you wher e the remote c on-
trol is. The inclusion o f a feedback loop also le ads to a mor e comple x understanding o f the r oles of
participan ts in a communic ation enc ounter. Raher 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 receiver 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 ¢ onscious thoug ht.

The tr ansaction model of communic ation describes ¢ ommunic ation as a pr ocess in which ¢ ommu-
nic ators gener ate social r ealities wi thin social, r elational, and cultur al contexts. In this model, y ou
don Ot just ommunic 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 short, you don Ot ommunic ate about y our r ealities; communic ation helps to ¢ onstruc t
your r ealities (and the r ealities of others).

Communic ations Pr ocess: Encoding and De coding | 13



The roles of sender and r eceiver in the tr ansaction model o f communic ation dif fer signif icantly from
the other models. | nstead of labeling par ticipan ts as senders and r eceivers, the pe ople in a commu-
nic ation enc ounter ar e referr ed to as communic ators. Unlik e the inter action model, which suggests
that par ticipan ts alterna te positions as sender and r eceiver, the tr ansaction model suggests tha tyou
are simultane ously a sender and a re ceiver. For example, when me eting a new friend, y ou send ver-
bal messages about your in ter ests and backgr ound, y our c ompanion r eacts non verbally. You don Ot
wait until 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. | nstead, you are simultane ously sending y our v erbal message and
receiving y our friend@s 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 ationN for example, adapting a
verbal messageNin the middle o f sending i t based on the c ommunic ation y ou are simultane ously
receiving fr om your communic ation par tner.

14 | Communic ations Pr ocess: Encoding and De coding



4. Eight Esential Components of
Communiation

The communic ation pr ocess can be broken down into a series of eight essential c omponen ts, each
of which ser ves an integr al function in the o verall process:

1. Source

2. Message

3. Channel

4. Receiver

5. Feedback

6. Environment
7. Context

8. Interf erence

Source

The sour ce imagines, creates, and sends the message. The sour ce encodes the message by choosing
just the rig ht or der or the best w ords to convey the in tende d meaning, and pr esents or sends the
information to the a udienc e (receiver). By watching f or the a udienc e® reaction, the sour ce perceives
how well they received the message and r esponds wi th clarif ication or suppor ting inf ormation.

Message

Or'he message is the stimulus or me aning pr oduced by the sour ce for the r eceiver or audienc eO
(McLean, 2005). The message brings toge ther w ords to convey meaning, but is also about ho w it@
conveyed N thr ough nonverbal cues, or ganization, gr ammar, style, and other elemen ts.

Channel

O'he channel is the w ay in which a message or messages tr avel between sour ce and receiver O
(McLean, 2005). Spoken channels include fac e-to-fac e conversations, spe eches, phone conversa-
tions and v oicemail messages, radio, public addr ess systems, and Skype. Written channels include
letters, memor andums, pur chase orders, invoices, newspaper and magazine ar ticles, blogs, email,
text messages, tweets, and so forth.

Receiver

O'he receiver 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 ceO (MLean, 2005).

Feedback
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When you respond to the sour ce, intentionall y or unin tentionall 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 allow the sour ce to see how well, how accurately (or how poor ly and inac cur ately) the
message was received (Leavitt & Mueller , 1951).

Envir onmen t

O'he environment is the atmospher e, physical and psycholog ical, wher e you send and r eceive mes-
sagesO (MLean, 2005). Surr oundings, pe ople, animals, te chnolog y, can all inf luenc e your c ommuni-
cation.

Context

O'he context of the c ommunic ation in ter action in volves the setting, sc ene, and expectations o f the
individuals in volvedO (M:Lean, 2005). A professional communic ation ¢ ontext may involve business
suits (environmental cues) that dir ectly or indir ectly 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 sour ce. Onterf erence is anything tha t blocks or
changes the sour ce® intende d meaning of the messageO (MLean, 2005). This can be external or
internal /psy cholog ical. Noise interf eres with normal enc oding and de coding o f the message carried
by the channel be tween source and receiver.
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5 Why Is It Important ® Communiate
Well?

People share a fundamental driv e to communic ate. You share meaning in wha t you say and how you
say it, both in or al and wri tten forms. Your c ommunic ation skills help y ou to understand othersNnot
just their w ords, but also their tone o fvoice, and their non verbal gestur es. The format of 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 are also part of being a suc cessful communic ator .

Photo by Myung-W on Seo on Unsplash

When you were an infant, you learned to talk o ver a period o f many months. You need to begin the
process of impr oving your spe aking and wri ting wi th the fr ame of mind tha t it will r equir e effort,
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 reflections o f your thoug hts, experienc e, and education. Part of that
combination is y our le vel of experienc e listening to other spe akers, reading documen ts and styles of
wri ting, and stud ying formats similar to wha t you aim to pr oduce.

As you study professional business communic ation, y ou may receive suggestions for 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 field of work, and it makes a difference in your r elation-
ships wi th others.

You want to be pr epared to c ommunic ate well when g iven the oppor tuni ty. Each time you 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 matter wha t
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career you plan to pursue, le arning to e xpress yourself pr ofessionally in your c ommunic ations will
help you get ther e.
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6. Communiation in Context

To begin this section, w atch the f ollowing 18 min ute TED Talk fr om Sam Sommer s, The Hidden
Power of Context

A YouTube element has been &cluded from this ver sion of the text. You can view it online her e:
https:// ecampusontario .pressbookgpub/commbuspr_ofcdn/?p=67

Context is made up o f the par ts of communic ation tha t inf luenc e the meaning of a message. Context
has an influenc e on the communic 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 ouQll be
able to appl y what youOe learned from experienc es in multiple ¢ ontexts to business ¢ ommunic ation.

Intr aper sonal Comm unica tion

Intr apersonal communic ation in volves one person; it is often called Gelf-talkO (Wood, 1997). Donna
Vocate® (1994 book on this topic e xplains how, as you use language to r eflect on y our own e xperi-
ences, you talk y ourself thr ough situations. Your in tr apersonal communic ation ¢ an be positive or
negativ e, and dir ectly inf luenc es how you per ceive and react to si tuations and ¢ ommunic ation wi th
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others. For e xample, before a big presentation, y ou may give yourself a pep talk to ¢ alm feelings of
anxiety and give yourself a boost o f confidence.

What you per ceive in communic ation wi th others is also inf luenced by your cultur e, nativ e language,
and your w orld view. As the German philosopher JYr gen Habermas said, OEery process of reaching
understanding tak es place against the backgr ound of a cultur ally ingr ained pr e-understanding®
(Habermas, 1984).

Interper sonal Comm unica tion

The second major ¢ ontext wi thin the f ield of communic ation is in terpersonal ¢ ommunic ation which
normall y involves two people, and can range from intimate and very personal to f ormal and imper-
sonal. A conversation o ver coffee with a colleague about a pr oject y ou®e working on w ould be a form
of interpersonal c ommunic ation.

Group Comm unica tion

GBroup communic ation is a d ynamic pr ocess where a small number o f people engage in a conversa-
tion O (MLean, 2005). Group communic ation is gener ally defined 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 find several groups within the lar ger
audienc e, such as specific areas of education, and use this kno wledge to incr ease your ef fectiveness
as a business communic ator .

Public Comm unica tion

In public c ommunic ation, one person spe aks to a group of people; the same is true o f public wri tten
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 may 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 of letters to the e ditor), but the d ynamics of
the conversation ar e distinc t fr om gr oup communic ation, wher e different rules appl y.

Mass Communica tion

Through 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. It allows you to c ommunic ate your message to a
large number o f people. Something to ¢ onsider, however, is that you may be limited in y our abili ty to
tailor y our message to spe cific audienc es, groups, or individuals when using mass ¢ ommunic ation.
As a business communic ator, you can use multime dia as a visual aid or r eference common pr ograms,
films, or other images tha t your audienc e finds familiar y et engaging. By choosing messages or r ef-
erences that many audienc e members will r ecognize or can identif y with, you can develop common
ground and incr ease the appeal of your message.
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7. Your Responsibilities as a Commatas

Four Tips for Communation

Whenever you speak or wri te in a business environment, 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 of
expectations tha t is your r esponsibili ty to fulf ill. The specific expectations may change given the
context or en vironment, but t wo centr al ideas will r emain: be pr epared, and be ethic al.

Preparation

Being prepared means that you have selected a topic appr opriate to y our audienc e, gather ed enough
information to ¢ over the topic w ell, puty our inf ormation in to a log ical sequence, and consider ed
how best to pr esent it.

Organization

Being organized involves the steps or poin ts that lead your c ommunic ation to a ¢ onclusion. Onc e
youOe invested time in r esearching y our topic, y ou will w ant to narr ow your focus to a few key
points and consider ho w youOll pesent 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 follow your message fr om poin t to poin t.

Clari ty

You need to have a clear idea in your mind o f what you want to say before you can say it clearly 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 jargon or slang tha t may be unfamiliar to them. Clari ty also involves pre-
sentation and appr opriate use of technology.

Punctuali ty

Concise means to be brief and to the poin t. In most business c ommunic ations y ou are expected to
@et down to businessO right away. Being prepared includes being able to sta te your poin ts clearly and
suppor t them wi th trust worthy evidence in a relativ ely straightforward, line ar way.

Be concise in y our choic e of words, organization, and e ven visual aids. Being concise also in volves
being sensitiv e to time ¢ onstr aints. Be prepared to be punc tual and adher e to de adlines or time lim-
its.

Some cultur es also have a less strict interpr etation o f time sche dules and punc tuality. While it is
impor tant to r ecogniz e that dif ferent cultur es have different expectations, the gener al rule holds
true tha t good business ¢ ommunic ation does not w aste words or time.
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Ethics in Communation

Communic ating e thic ally involves being egalitarian, r espectful, and trust worthyNoverall, practising
the Qgolden rule O étr eating y our audienc e the way you would w ant to be tr eated.

Communic ation ¢ 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 product. The degr ee to which y ou consider
both the ¢ ommon good and fundamen tal principles y ou hold to be true when cr afting y our message
dir ectly relates to ho w your message will af fect others.

The Ethical Comm unicator | s Egalitarian

The word Ggalitarian © omes fr om the r oot Gequal.O © be egalitarian is to belie ve in basic equality:
that all pe ople should shar e equally in the benef its and bur dens of a society. It me ans that everyone
is entitled to the same r espect, expectations, ac cess to information, and r ewards of participa tion in a

group.

To communic ate in an egali tarian manner , speak and wri te in a w ay that is compr ehensible and r ele-
vant to all y our listeners or r eaders, not just those who ar e Olik youO in terms d age, gender, race or
ethnici ty, or other char acteristics. | n business, an effective communic ator se eks to unif y the audi-
ence by using ide as and language that are appropriate for all the message @ readers or listeners.

The Ethical Comm unica tor | s Respectful

People are influenc 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 ® temper and being abusiv e are generally

22 | Your Responsibili ties as a Communic ator



regarded as showing a lack o f professionalism (and could even involve legal consequences for you or
your emplo yer). When you disagr ee strongly with a coworker, feel deeply annoyed with a dif ficult
customer , or find serious fa ult wi th a competitor® product, it is impor tant to e xpr ess such senti-
ments respectfull y.

The Ethical Comm unicator | s Trustw orth y

Trust is a key componen t in c ommunic ation, and this is espe cially true in business. Y our goal as a

communic ator is to build a he althy relationship wi th your 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 ormation y ou are about to shar e with them is belie v-

able.

Your audienc e will e xpect that what you say is the truth as 'y ou understand i t. This me ans that you
have not in tentionall y omitted, deleted, or tak en information out o f context simpl y to pr ove your
points. They will listen to wha t you say and how you say it, but also to wha t you don Ot sg or do.
Being worthy of trust is some thing y ou earn wi th an audienc e. Many wise people have observed that
trust is har d to build but e asy to lose.

The OGdden RuleO

When in doubt, r emember the Ogolden rule, O which is to treat others the w ay you would lik e to be
treated. In all its many forms, the golden rule inc orpor ates human kindness, ¢ ooper ation, and r eci-
procity across cultur es, languages, backgrounds, and in ter ests. Regardless of wher e you tr avel, with
whom y ou communic ate or wha t your audienc e is like, remember ho w you would f eel if you were on
the r eceiving end o f your c ommunic ation and ac t accordingly.
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8. Conclusion

Communic ation is an essential component of business. While communic ation is a natur al part of the
human e xperienc e, it@ impor tant to ¢ onsider ho w you will c ommunic ate in a posi tive and effectiv e
manner tha t aligns wi th y our r esponsibili ties and r eputation as a business pr ofessional.

Check Your Knowledge

Reflection Activity

1. Describe the process of communic ation.
2. Name at least four essential c omponen ts of communic ation.
3. What r ole does context play in communic ation ?
4. What r esponsibili ties do y ou have as a communic ator?
5. What are thr ee attributes 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 .pressbookspub/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 .pressbookspub/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: m ntario .pr k: mm r_ofcdn/?p=

An inter active or media element has been excluded from this ver sion of the text. You can view
it online her e:
https: m ntario .pr k: mm r_ofcdn/?p=

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

https: m ntario .pr k: mm r_ofcdn/?p=

Glosary

Channel B The channel is the w ay in which a message or messages tr avel between source and
receiver (McLean, 2005).

Communica tion B The process of understanding and sharing me aning (Pearson Nelson, 2000 ).
Context B Involves the setting, sc ene, and expectations o f the individuals in volved (McLean, 2005).
Envir onment B The amospher e, physical and psycholog ical, wher e you send and r eceive messages
(McLean, 2005).

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

Group Comm unica tion B A dynamic pr ocess where a small number o f people engage in a conversa-
tion (M cLean, 2005).

Interf erence B Anything tha t blocks or changes the sour ce®intende d meaning of the message
(McLean, 2005).

Interper sonal Comm unication B Normally involves two people, and can range from intimate and
very personal to f ormal and impersonal.

Intr apersonal Comm unica tion D Involves one person; it is often called Gelf-talkO (Wood, 1997).
Mass Communica tion B Mass communic ation in volves sending a single message to a group.
Message B The stimulus or me aning pr oduc ed by the sour ce for the r eceiver or audienc e (McLean,
2005).

Nonverbal B Any message inferr ed thr ough observation o f another person.
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Public Comm unication B In public c ommunic ation, one person spe aks to a group of people; the
same is true o f public wri tten communic ation, wher e one person wri tes a message to be read by a
small or lar ge group.

Receiver b 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).

Source b Imagines, creates, and sends the message.

Verbal (or or al) Communication B Is any message conveyed thr ough speech.

Wri tten Comm unication B Is any message using the wri tten word.

Additional Resouces

The International Association o f Business Communic ators (IABC) is a global network of communic a-
tion pr ofessionals committed to impr oving or ganizational ef fectiveness thr ough str ategic communi-

cation. http:// www.iabc.com

Purdue Univ ersity® Online Writing L ab (OWL) provides a wealth of resources for wri ting pr ojects.
http:// owl.english.pur due.edu
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All images (unless other wise indic ated) are from the open sharing photo si te Unsplash.com
Habermas, J (1984. The theory of communicative action . Boston, MA: Beacon Press.
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O. Introduction

Chapter 2 Laning Outomes

. Define language and describe i ts role in the ¢ ommunic ation pr ocess.
. Describe how language shapes our e xperienc e of reality.
. Give examples of how language can be a barrier to c ommunic ation.

. Explain the dif ferences between clichZs, jargon, and slang.
. Demonstr ate pr ofessional communic ation r elated to gender and r ace.

1
2
3
4. Give examples of message types and the par ts of a message.
5
6
7. List six str ategies for impr oving verbal communic ation.

Raised in Ethiopia, Abe & first language is Ar abic. Althoug h she speaks English f lu-
ently, and completed her MBA in Canada, she still has some dif ficult y understanding
jargon and slang. She wants to par ticipa te in mor e collegial conversation in her ne w
role. As you read this chapter ¢ onsider some o f the w ays that Abe® colleagues might
support her to pr actise engaging, inf ormal c onversation.

Reminder fr om Chapter One B 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 influenc 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 mattertoy ou?

Watch the f ollowing 10 minute vide o featuring psy cholog ist Steven Pinker describing the in tric acies
of language. RSA Video: Language as a Window | nto Human Natur e
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A YouTube element has been &cluded from this ver sion of the text. You can view it online her e:

https:// ecampusontario .pressbookgpub/commbuspr_ofcdn/?p= 112

In this chapter y ou will le arn mor e about the impor tance of deliv ering y our message in w ords. You
will e xplor e how the char acteristics o f language inter act in w ays that can both impr ove and diminish
effectiv e business communic ation. Y ou will e xamine ho w language plays a significant role in how you
perceive and inter act wi th the w orld, and how cultur e, language, education, gender , race, and eth-
nicity all inf luenc e this d ynamic pr ocess. You will look a t ways to avoid misc ommunic ation and f ocus
on construc tive ways to get your message deliv ered to y our r eceiver wi th the me aning you intende d.

Chapter Peview
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10What is Languag

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

People are raised in dif ferent cultur es, with dif ferent values, beliefs, customs, and dif ferent lan-
guages to expr ess those cultur al attributes. Ev en people who spe ak the same language, lik e speakers
of English in London, N ew Delhi, or Calgar y, speak and inter act using their o wn words that are com-
muni ty-def ined, self-def ined, and have room for in terpr etation. This v ariation in our use o f language
is a creative way to form r elationships and ¢ ommuni ties, but ¢ an also lead to misc ommunic ation.

Words themsel ves, then, actuall y hold no me aning. It tak es at least two people to use them, to g ive
them lif e and purpose. W ords change meaning over time. The dic tionar y entry for the me aning of a
word changes because we change, and multiple me anings can lead to misc ommunic ation.

Read the following w eb page about 20 Words that Onc e Meant Something
Very Different.

Languages are living e xchange systems of meaning and ar e bound by con-

text. If you are assigned to a te am that coor dinates with suppliers fr om

Shanghai, China and a sales staff in London, On tario you may encounter
terms fr om both gr oups that 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 & Richards, 1932). As epresented in Figur e 2.1 belawv, the thoug ht is the concept or
idea a person references. The symbol is the word that r epresents the thoug ht, and the referentis
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 following e xample illustr ates:

Example

Jasper and Abby have been thinking about ge tting a new 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 different. Jasper is thinking about a small dog lik e a dachshund, and
Abby is thinking about an Austr alian shepher d. Since the word dog doesn Ot efer to one spe cific
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 awkw ard momen t when the y get to the shelter and fall in lo ve with their r espective ref-
erents only to find out the other person didn Ot hae the same thing in mind. Abb y could ask ques-
tions f or clarif ication, lik e OSounds lile you®@e saying tha t a smaller dog mig ht be better. Is that
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rig ht?O Geting to a plac e of shared understanding ¢ an be difficult, e ven when w e define our symbols
and describe our r eferents.

Figure 2.1 The triang le of meaning. This figur e illustr ates a symbol and r eferent in r elation to a
thoug ht (Adapted from Ogden & Richards, 1932).
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11Mesa@s

It will be help ful to stop f or a moment and e xamine some char acteristics o f the messages you send
when y ou communic ate. Messages airry far mor e than the li teral meaning of each word and in this
section y ou are invited to e xplor 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 ¢ ommunic ating: primar y, secondary, and auxiliar y (Hasling, 1998).

Primar y M essage b refers to the in tentional ¢ ontent, both v erbal and non verbal.
Secondary M essage D refers to the unin tentional c ontent, both v erbal and non verbal.

Auxiliar y M essage b refers to the in tentional and unin tentional w ays a primar y message is commu-
nicated. Includes: vocal inf lection, gestur es and postur e, or rate of speech that inf luenc e the in ter-
pretation or per ception o f your message.

For example, a coworker stops by your desk to ask a question andE

¥ You say, OHve a seatO (Primary Message)

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

When you create a message, it is often help ful to think o fit as having five parts:

¥ Attention Statement B captur es the attention o f your audienc e.

¥ Introduction B a clear statement about y our topic; this is also the time to establish ar elationship
with your audienc e.

¥ Body b present your message in de tail, using any of a variety of or ganizational struc tur es.

¥ Conclusion B pr ovide the audienc e with a sense of closur e by summarizing y our main poin ts and
relating them to the o verall topics.

¥ Residual M essage B a message or thought that stays with y our audienc e well after the ¢ ommuni-
cation is f inishe d. This can be an impor tant part of your message.

When planning ¢ ommunic ation, ask y ourself o f the f ollowing:
¥ What do | want my listeners or r eaders to r emember?
¥ What inf ormation do | w ant to ha ve the audienc e retain or ac t upon ?

¥ What do | w ant the audienc e to do ?

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

A Vimeo element has been ecluded from this ver sion of the text. You can view it online her e:
https:// ecampusontario .pressbookspub/commbuspr_ofcdn/?p= 139

To summariz e, messages are primar y, secondary, and auxiliar y. A message can be divided into a five-
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part struc tur e composed of an attention sta tement, intr oduction, bod y, conclusion, and r esidual
message.
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12Principles of ¥rbal Communattion

Verbal communic ation is base d on several basic principles. | n this se ction, y ouOll gamine each prin-
ciple and e xplor e how it inf luenc es everyday communic ation. W hether i t@ a simple conversation
with a coworker or a formal sales pr esentation to a boar d of dir ectors, these principles appl y to all
contexts of communic ation.

Languag Has Rles
As mentione d earlier in this chapter , language is a system o f symbo Is, words, and/or g estur es used
to comm unica te meaning.

The words themsel ves have meaning wi thin their spe cific context or language ¢ ommuni ty. Words
only carry meaning if y ou know the understood me aning and have a grasp of their c ontext to in ter-
pret them c orr ectly.

There are thr ee types of rules tha t govern or c ontr ol your use of words.

Syntactic R ules B govern the or der of words in a sentence.

Semantic R ules B govern the me aning of words and how to in terpr et them (Mar tinich, 1996).
Contextual R ules B govern me aning and w ord choic e according to ¢ ontext and social custom.

Consider the e xample of a tr affic lig ht as follows:

Semantics B Green means Go, and Red means Stop

Syntax D Green is on the bot tom, y ellow in the middle, and r ed on top.

Even when y ou follow these linguistic rules, misc ommunic ation is possible. Y our cultur al context or
communi ty may hold dif ferent me anings for the w ords used b different fr om meanings that the
source communic ator in tende d. Words attempt to r epresent the ide as you want to c ommunic ate,
but the y are sometimes limi ted by factors be yond your ¢ ontr ol. Words often r equir e you to negoti-
ate me aning, or to e xplain what you mean in mor e than one w ay, in or der to cr eate a common
vocabulary. You may need to state a word, define it, and pr ovide an example in or der to c ome to an
understanding wi th your audienc e about the me aning of your message.
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As discussed previously, words, by themsel ves, do not have any inher ent me aning. Humans give
meaning to them, and their me anings change acr oss time. The arbi tr ary symbols, including le tters,
numbers, and punc tuation mar ks, stand for concepts in y our e xperienc e. You have to negotia te the

meaning of the w ord OhomeQ and deine it, thr ough visual images or dialogue, in or der to ¢ ommuni-
cate wi th your audienc e.

Words have two types of meanings: denota tive and connota tive.

Denota ti ve B The common me aning, often found in the dic tionar y.

Connota ti ve B Meaning that is not f ound in the dic tionar y
but in the ¢ ommuni ty of users itself. It can involve an
emotional associa tion wi th a word, positive or negative,
and can be individual or ¢ ollective, but is not univ ersal.

With a common v ocabulary in both denota tive and connota tive terms, ef fective communic ation
becomes a mor e distinc t possibili ty. But what if y ou have to tr ansfer me aning fr om one vocabulary

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 its entir e global priv ate banking oper ations af ter bring ing a U.S. cam-
paign overseas. In 2009, the worldwide bank spen t millions o f dollars to scr ap its 5- year-old OAssume
Nothing® campaign. Problems ar ose when the message w as brought overseas, where it was trans-
lated in many countries as ODo Nothing. O ih the end, the bank spen t $10 million to change i ts tagline
to OThe world® priv ate bank,O which has a much friendlier tr anslation.

Read the f ollo wing article f or a few mor e examples of or ganizational
messaging challeng es: Interna tional Mar keting Fails

38 | Principles o f Verbal Communic ation



Languag is Abstact

Words represent aspects of our human en viron-
ment, and can play an impor tant role in tha t
environment. They may describe an impor tant
idea or concept, but the v ery act of labeling and
invoking a w ord simplif ies and distor ts your
concept of the thing i tself. This abili ty to sim-
plif y concepts makes it easier to c ommunic ate,
but it sometimes mak es you lose tr ack of the
specific meaning you are trying to c onvey thr ough abstr action.

The ladder o f abstr action is a model use d to illustr ate how language can range from concr ete to
abstract. If you follow a concept up the ladder o f abstr action, mor e and mor e of the GessenceO 6 the
orig inal obje ct is lost or lef t out, which le aves more room for in terpr etation, which ¢ 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 serves as a shorthand tha t keeps you fr om having a comple tely unmanage able
language fille d with millions o f wordsNeach referring to one spe cific thing (H ayakawa & Hayakawa,
1990). But it requir es you to use c ontext and o ften other w ords to gener ate shared meaning.

Some words are mor e directly related to a concept or ide a than others. | f you were asked to go and
take a pictur e of a book, it mig ht seem lik e a simple task. |f you were asked to go and tak e a pictur e
of Owork,0 pu@ be puzzled because work is an abstract word that was developed to r efer to any
number o f possibili ties fr om the act of wri ting a book, to r epairing an air ¢ onditioner , to fertilizing
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 Ovork.O

Consider the e xample of a cow.

If you were in a barn wi th this ¢ ow, you would actuall y be experi-

encing stimuli tha t would be coming 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 Othing® which is the éwO in

front of you. This would be consider ed concr ete, it would be

unmediated, meaning it w as actuall y the momen t of experienc e.
As represented in Figur e 2.2 below, the ladder o f abstr action beg ins to mo ve away from experienc e
to language and description.
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Figure 2.2 The Ladder of Abstr action. A ladder depic ting incr easing abstr action o f obser vation and
language (Hayakawa & Hayakawa, 1990).

As you move up a level on the ladder o f abstr action, y ou mig ht give your e xperienc e a name N you
are looking at OBessi® So nw, instead of the dir ect experienc e with the Othing® in font of you, you
have given the thing a name, which tak es you one step away from 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 arenOt
dir ectly experiencing her .
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At the ne xt le vel, the word 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 that it becomes incr easingly dif ficult to def ine the me aning of 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.

Languag Oganizes and Clsifies Rality

Humans use language to cr eate and express some sense o or der in their w orld. You often gr oup
words that represent concepts by their ph ysical proximity or their similari ty to one another . For
example, in biolog y, animals wi th similar tr aits are classified together. An ostrich ma y be said to be
related to an emu and a nandu, but y ou wouldn Ot goup 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 of
the natur al world but an e xpr ession of your vie ws about the na tur al world.

What is a doctor? A nurse ? A teacher? If a male came to mind in the ¢ ase of the w ord @octorO and a
female came to mind in r eference to @urse O or OaeherQthen y our habi ts of mind include a gender
bias. In many cultur es, there was a time wher e gender ster eotypes were mor e than just a ster eo-
types, they were the gener al rule, the social custom, the norm. B ut now, in many places in the w orld,
this is no longer true. M ore and mor e men are training to ser ve as nurses. In 2017 for example, data
from the Canadian M edical Association (CMA) indic ated that 41% of pr actising ph ysicians in Canada
were women (Canadian Medical Association, 2017).

You use systems of classification to help y ou navigate the w orld. Imagine how confusing lif e would
be if you had no c ategories such as male /f emale, young/old, tall /shor t, doctor/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 are 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, y our thinking ma vy
become limi ted and your gr asp of reality impair ed. It is often easier to spot these biases in others,
butitis impor tant as an effective communic ator to be come aware of them in y ourself. H olding
biases unconsciously will limi t your thinking, y our gr asp of reality, and your abili ty to communic ate
successfully.
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13Languag Can be an Obstacle to
Communiation

In the past when y ou have used language to mak e sense of your e xperienc es, and to tak e part in dis-
cussions, you no doubt c ame to see that language and v erbal communic ation ¢ ould w ork for you and
sometimes against y ou. Language allowed you to c ommunic ate, but i t also allowed you to misc om-
munic ate and misunderstand.

In an article ti tled Orhe Misc ommunic ation Gap,O 8san Washburn lists se veral undesir able results of
poor c ommunic ation in business:

Damaged relationships

Loss of productivity

Inefficiency and rework

Conflict

Missed oppor tuni ties

Schedule slippage (delays, missed deadlines)

Scope creepEor le ap (gradual or sudden changes in an assignmen t that make it mor e comple x

K K K K K K K

and dif ficult than i t was originally understood to be )

w

Wasted resources
¥ Unclear or unme t r equir ements

Watch the f ollowing 4 minute vide o on misc ommunic ation:
How miscommunication happens ( and how to avoid it ) B Katherine H ampsten
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A YouTube element has been &cluded from this ver sion of the text. You can view it online her e:

https:// ecampusontario .pr esshookgpub/commbuspr_ofcdn/?p= 153

In the following section y ou will e xplor e how words can serve either as a bridge, or a barrier , to
understanding and ¢ ommunic ation o f meaning. Your goals of effective and efficient business com-
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 ¢ ommunic ation in Figur e 2.3 as follows:
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Figure 2.3 Barriers to c ommunic ation.

ClichZ B cultur al references that often mak e no sense in other cultur es. For example, QA clichZ is
something to a void lik e the plague, for it 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. O

Jargon B An occupation-spe cific language used by people in a given profession. Jargon does not
necessarily imply formal e ducation, but inste ad focuses on the language pe ople in a pr ofession use
to communic ate with each other .

Slang B The use of existing or ne wly invented words to tak e the plac e of standar d or tr aditional
words with the in tent of adding an unc onventional, nonstandar d, humor ous, or r ebellious ef fect. It
differs from jargon in tha titis used in inf ormal c ontexts, among friends or members o f a certain age
group, rather than b y professionals in a certain industr .

Euphemism B Involves substituting an ac ceptable w ord for an offensive, contr oversial, or unac cept-
able one that conveys the same or similar me aning.

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

Offensive Language B Some language is offensive and has no place in the w orkplace. It may even be
a violation o f company policy.

Each of these six barriers to ¢ ommunic ation ¢ ontributes to misunderstanding and misc  ommunic a-
tion, in tentionall y or unin tentionall y. If you recogniz 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 essential me aning, r ather than le aving wi th a misunderstand-
ing that mig ht impac t a business r elationship. | n business communic ation, y our goal o f clear and
concise communic ation should r emain constant. Never forget that trust is the f oundation f or effec-
tive communic ation.

Part of your ef fort must include r einforcing the r elationship inher ent between source and receiver.
One effectiv e step toward that goal is to r educe obstacles to ef fective communic ation. The mor e you
can learn about y our audienc e, the better y ou can tailor y our chosen w ords. If you lack inf ormation
or want your documen t to be understood b y a variety of readers, it pays to use common w ords and
avoid jargon. 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 following 5 minute ar ticle fr om the UK T elegraph titled:
Revealed: The 10 most scream-inducing business | argon phr ases

Review the f ollowing 3 minute vide o on YouTube titled: Office Jargon by Nina M illns
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A YouTube element has been &cluded from this ver sion of the text. You can view it online her e:
https:// ecampusontario .pr essbooksgpub/commbuspr ofcdn/?p= 153

To summariz e, in or der to defuse ¢ ommon obstacles to ¢ ommunic ation, avoid clichZs, j argon, slang,
sexist and r acist language, euphemisms, and doublespe ak.
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14 Improving \érbal Communattion

In this chapter y ou have reviewed examples and stories tha t hig hlig ht the impor tance of verbal and
wri tten communic ation. T o end the chapter , consider ho w language can be used to enlig hten or
deceive; encour age or discourage; empower or destr oy. By defining the termsy ou use and choosing
precise words, you will maximiz e your audienc e® understanding o f your message. In addition, it is
impor tant to ¢ 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 tsrole
and impact on the ¢ ommunic ation pr ocess.

Be aware of any words you are using that may be unfamiliar toy our
audienc e. When you identif 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.

Define Your Terms

To incr ease understanding, choose pr ecise words that pr ovide the

h Precise Wor . !
Choose Precise Words most ac cur 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.

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

In oral communic ation, f eedback is a core component of the
Check for Understanding communic ation model as w e can often see it, hear it, and it tak es less
effort to assess it.

It can be a challenge to balanc e the need for attention to de tail wi th

Be Results Orien ted the ne ed to arriv e at the end pr oduct

Even when y ou are careful to cr aft your message clearly and concisely, not everyone will understand
every word you say or write. As an ef fective business communic ator, you know it is your r esponsibil-
ity to give your audienc e every advantage in understanding y our me aning. Precise words, clear defi-
nitions, and ¢ 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 word in pr ofessional jargon that may be understood b y
manyNbut not allNo f the pe ople in y our audienc e, follow it by a common r eference that cle arly
relates its essential me aning. Wi th this posi tiv e strategy you will be able to f orge relationships wi th
audienc e members fr om div erse backgrounds.

Getting a handle on ho w to inf luenc e tone and to mak e your v oice match y our in tentions tak es time
and skill. Mak e time f or feedback and plan f or it. Ask clarif ying questions. Shar e your pr esentation
with mor e than one person, and choose pe ople that have similar char acteristics to y our anticipa ted
audienc e. Lastly, finding balanc e while engag ing in an activi ty that r equir es a high level of attention
to detail c an be challenge for any business communic ator, but it is help ful to k eep the end in mind.
The following 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 B Bob left work.
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Revised B Bob left work to go home at5 pm.

Example 2

Original B Colleen presented a proposal.

Revised B Colleen, the mar keting manager , presented a proposal on the mar keting budge t for ne xt
year.

To summariz e, in order 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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15Conclusion

Returning to Abe ® desire to learn mor e about inf ormal ¢ onversation
with colleagues in a Canadian context, what have you learned about
language and communic ation tha t mig ht help y ou be a good suppor t for
Abe® learning ?

Check Your Knowlaelge

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 .pr essbookspub/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 .pr essbookspub/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 .pr essbookspub/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 .pr essbookspub/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:

htt

Glosary

Auxiliar y B Auxiliary messages refer to the in tentional and unin tentional w ays a primar y message is
communic ated. This may include v ocal inf lection, gestur es and postur e, or rate of speech that inf lu-
ences the interpr etation or per ception o f your message.

Connota ti ve B The connota tive meaning is often not f ound in the dic tionar y but in the ¢ ommuni ty
of users itself.

Context B Contextual rules go vern me aning and w ord choic e according to ¢ ontext and social cus-
tom.

Denotative B The denotative meaning is the c ommon me aning, often found in the dic tionary.
Doublespeak D Doublespeak is the deliber ate use of words to disguise, obscur e, or change me aning.
Euphemism B A euphemism involves substituting an ac ceptable w ord for an offensive, contr oversial,
or unac ceptable one tha t conveys the same or similar me aning.

Jargon B &rgon is an oc cupation-spe cific language used by people in a given profession.

Language D A system of symbols, words, and/or gestur es used to communic ate meaning.

Offensive Language B Some language is dffensive and has no place in the w orkplace.

Primar y B Primary messages refer to the in tentional c ontent, both v erbal and non verbal. These are
the words or ways you choose to e xpress yourself and ¢ ommunic ate your message.

Secondary B Primary messages refer to the in tentional ¢ ontent, both v erbal and non verbal. These
are the words or ways you choose to e xpress yourself and c ommunic ate your message.

Semantics B Semartic rules go vern the me aning of words and how to in terpr et them (Mar tinich,
1996)

Slang B The use of existing or ne wly invented words to tak e the plac e of standar d or tr aditional
words with the in tent of adding an unc onventional, nonstandar d, humor ous, or r ebellious ef fect.
Syntax B Syntactic rules go vern the or der of words in a sentence.

Triang le of M eaning B 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 Resouces

Toastmasters | nternational © Public spe aking tips: https:// www.toastmasters.or g/r esources/pub-
lic-spe aking-tips

Harvard psychology professor Steven Pinker is one of toda y® most inno vativ e authori ties on lan-
guage. Explore reviews of books about language Pink er has publishe d. http:// stevenpink er.com/tax-

onomy/term /4265

The Ol Have a DreamO spech by Mar tin Luther King Jr . is one of the most famous spe eches of all

time. View it on vide o and read the te xt. http:// 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 of
Style. http:// www.goodr eads.com/book/sho  w/103362. The Chic ago_Manual o f Style

Chapter Rfeenes

All images used in this chapter ( unless other wise indic ated) are licensed CC 0 from Pixabay.com

Hayakawa, S. I., & Hayakawa, A. R. (1990. Language in thought and action . Orlando, FL: Harcourt
Brace Jovanovich.

Odgen, C., & Richards, I. (1932).The meaning of meaning: A study of the inf luence of language upon
thought and of the science of symbolism. New York, NY: Harcourt Brace World.

Pearson, J., & Nelson, P. (2000). An intr oduction to human communication: Under standing and shar-
ing. Boston, MA: McGraw-Hill.
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CHAPTER 3: ®U AND YOUR AUDIENCE
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16 Introduction

Chapter 3 Larning Outomes

1.
2.
3.
4.
5.
6.

Define per ception and e xplain w ays in which y ou or ganize perceptual inf ormation.
Describe the terms self -c oncept and self -este em.

Discuss how social norms, famil y, cultur e, and media inf luenc e self-per ception.
Give examples of the ef fect of self-fulf illing pr ophecies.

List thr ee ways to better understand and r each your audienc e.

Explain the impor tance of being an activ e listener and ac tiv e reader.

Abe recently started a job as a financial anal yst in a Canadian c ompany. Her boss

asked her to pr epare and deliver a presentation to the boar d of dir ectors on the

budget and forecast she has been working on. She has not had a lot o f practic 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 effectively communic ates her

work to date. As you read this chapter ¢ onsider some o f the w ays that Abe can
ensur e she meets her goals in her pr esentation.

Optical lllusion Example

Optic al illusions ar e one way of demonstr ation ho w one person © perception mig ht dif fer fr om
another®. In Figur e 3.1 below, what can you see?
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Figure 3.10ptic al illusion. The me thod o f dr awing this illustr ation mak es it possible to ei ther see a
white vase in the centre, or two shadowed faces on the rig ht and left.

In the same w ay that your visual per ception ¢ an sometimes ¢ ause confusion or multiple in terpr eta-
tions, y our per ceptions r elated to or al and wri tten communic ation ¢ an also create challenges.

Chapter Peview
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17 Perception

Perception is the pr ocess of selecting, or ganizing, and in terpr eting inf ormation. 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 filters, ar e organized into your existing struc tur es and patterns, 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 respond dif ferently to an obje ct or person tha t you per ceive favorably than y ou
do to some one (or something) y ou find unfa vorable. But how do you filter thr ough the mass amoun ts
of incoming inf ormation, or ganize it, and mak e meaning fr om what makes it thr ough your per cep-
tual filters and in to your social r ealities?

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

Seleting Information

Most people tak e in inf ormation thr ough their f ive senses, but your per ceptual field (the world
around you) includes so many stimuli tha titis impossible f or your br ain to pr ocess and make sense
of it all. So, as information 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 first par t of the
perception pr ocess, in which y ou focus your attention on ¢ ertain inc oming sensor y inf ormation.
Think about ho w, out of many other possible stimuli to pa y attention to, y ou may hear a familiar
voice in the hall way, see a pair of shoes you want to bu y from acr oss the mall, or smell some thing
cooking f or dinner when y ou get home fr om work. 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 what to sele ct
and what to le ave out?
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Watch the following 2 minute viold he MonkeBusies|llusion

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

https:// ecampusontario .pressbookspub/commbuspr ofcdn/?p=231

You tend to pa y attention to inf ormation tha t is salient. Salience is the degr ee to which some thing
attr acts your attention in a par ticular c ontext. The thing a ttr acting y our attention c an be abstract,
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 was subtle. A brig ht f lashlig ht shining in y our fac e while c amping at
nig ht is sur e to be salient. 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 me ets your ne eds or in ter ests, and
whether i t meets or challenges y our e xpectations. Consider the image belo w: The Crashed Nik e Ball
Guerilla Mar keting Example.
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Source: 18 o the M ost M emor able Guerilla Mar keting Campaigns

Related to salienc e, this example may be consider ed visually stimula ting (i t® quite lar ge), it may be
consider ed inter esting, and i t challenges most pe ople® expectations in terms o f size. The artwork is
meant to stimula te one ® imagination to question O wly is the ball so lar ge? What kind o f lar ge person
(or monster per haps) might have kicked it so hard 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 salience.

Visual and A ur al Stim ulation D It is pr obably not surprising to le arn that visually and/or a urally
stimula ting things be come salient in our per ceptual field and get our attention.

Needs and Inter ests B We tend to pay attention to inf ormation tha t we perceive to meet our ne eds
or in ter ests in some w ay. We also find salient inf ormation tha t in ter ests us.

Expectations D The relationship be tween salience and expectations is a li ttle mor e comple x. Basi-
cally, we can find e xpected things salien t and find things tha t are 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. It@ probably better 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 court. Aside from

minimizing distr actions and deliv ering y our messages enthusiastic ally, the content of your c ommu-
nic ation also af fects salienc e. Whether a sign helps y ou find the ne arest gas station, the sound o fa
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, you select and attend to inf ormation tha t me ets your ne eds.
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Likely you have experienc ed the sensation o f being engrossed in a tele vision show, video game, or
random pr oject that you paid attention to a t the e xpense of something tha t actuall y met your ne eds
b like cleaning or spending time wi th a signif icant other . Paying attention to things tha tinterestyou
but don Ot met specific needs seems like the basic formula f or pr ocrastination 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 one® footsteps appr oaching y our fr ont door . Since you expect something to happen,
you may be extr a tuned in to clues tha titis coming. I n terms o f the une xpected, if you have a shy
and soft-spok en friend who y ou overhear raising the v olume and pi tch of his voice while talking to
another friend, y ou may pick up on tha t and assume that something out o f the or dinary is going on.
For something une xpected to be come salient, it has to r each a certain thr eshold of dif ference. If you
walked into your r egular class and ther e were one or t wo mor e students ther e than normal, y ou may
not e ven notic e. If you walked into your class and ther e was someone dr essed up as a wizard, 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. If you experienc e something tha t
you werenOt gpecting and tha t is signif icantly dif ferent fr om your r outine e xperienc es, then you will
likely find it salient. You can also apply this c oncept to y our communic ation. Good instruc tors
encour age their studen ts to include suppor ting ma terial in their spe eches that defies audienc e
expectations. You can help keep your audienc e engaged by emplo ying good r esearch skills to f ind
such inf ormation.

Organizing Information

Organizing is the second part of the per ception pr ocess, in which y ou sort and c ategoriz e informa-
tion tha t you per ceive based on innate and le arned cognitiv e patterns. Thr ee ways you sort things
into patterns ar e by using pr oximity, similari ty, and difference (Coren & Gir gus, 1980).
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Proximi ty B In terms o f proximi ty, we tend to think tha t things tha t are close toge ther go toge ther.

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

Diff erence B We also organize information tha t we 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 doesn Ot belong wth the gr oup.

Since you often or ganize perceptual inf ormation base d on pr oximity, you may automatic ally per-
ceive that t wo people are together, just because they are standing close toge ther in line.

This type of strategy for or ganizing inf ormation is so c ommon tha t it is built in to how you func tion
in your dail y life. If you think o f the li ter al act of or ganizing some thing, lik e your desk at home or
work, you follow these same str ategies. If you have a bunch of papers and mail on the top o fyour
desk, you will lik ely sort papers in to separ ate piles f or separ ate classes or put bills in a separ ate place
than personal mail. Y ou may have one drawer for pens, pencils, and other supplies and another

drawer for files. 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 oximity, for example, by putting f inancial i tems lik e your che ckbook, a
calculator, and your pay stubs in one ar ea so you can update your budge t easily. In summary, you
simplif y information and look f or patterns to help ¢ onduct tasks and c ommunic ate efficiently in all
aspects of your lif e.
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Simplif ication and categorizing base d on patterns isn Ot neessarily a bad thing. | n fact, wi thout this
capability you would lik ely not have the abili ty to speak, read, or engage in other c omple x cognitiv e/
behavior al functions. Ther e are differences among people, and looking f or patterns helpsy ou in
many practic al ways. However, the judgmen ts you mig ht plac e on various patterns and c ategories
are not natur al; they are learned and cultur ally and contextuall y relative. Your per ceptual patterns
do become unpr oductive and even unethic al when the judgmen ts you associate with certain pat-
terns ar e based on ster eotypic 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, interpr etation ¢ an be a much mor e deliber ate and c onscious step in the

perception pr ocess. Interpr etation is the thir d part of the per ception pr ocess, in which y ou assign
meaning to y our e xperienc es using mental struc tur es known as schemata. Schemata are like data-
bases of stor ed, related inf ormation 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.

It@ impor tant to be aware of schemata because your in terpr etations af fect y our behavior. For exam-
ple, if you are doing a group pr oject for 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 giving him or her pr esentation r espon-
sibili ties be cause 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 behaviors. Many people know how to act and communic ate
in a waiting r oom, in a classr oom, on a first date, and on a game show. Even a person who has ne ver
been on a game show can develop a schema for how to act in tha t environment by watching The
Price Is Right, for example.

A final example, you often include wha t you do for 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-Lhderstanding Is Fundamental to
Communiation

You need to kno w what you want to say before you can say it to an audienc e. Understanding y our
perspective can lend insig ht to y our awareness, the ability to be c onscious o f events and stimuli.
Awareness determines wha t you pay attention to, ho w you carry out y our in tentions, and wha t you
remember o f your activi ties and e xperienc es each day. Awareness is a complic ated and fascinating
area of study. The way we take in inf ormation, g ive it or der, and assign it me aning has long in ter-
ested researchers fr om disciplines including sociolog vy, anthr opology, and psychology.

Your perspe ctiv e is a major factor in this d ynamic pr ocess. Whether y ou are aware of it or not, y ou
bring to the ac t of reading this sen tenc e a frame of mind f orme d from experienc es and education
across your lif etime. Le arning to r ecogniz e how your perspe ctiv e influenc es your thoug hts is a key
step in understanding y ourself and pr eparing to ¢ ommunic ate wi th others. | n the image tha t follows
ther e are two skydivers that seem to be having a lot o f of fun. That is their perspe ctive. 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-Conept

When you communic ate, you are full o f expectations, doubts, f ears, and hopes. Where you place
emphasis, what you focus on, and how you view your poten tial has a dir ect impac t on y our commu-
nication in ter actions. You gather a sense of self as you grow, age, and experienc e others and the
world. Much o f what you know about y ourself y ou have learned thr ough inter action wi th others.

The concept of the looking g lass self explains tha t you see yourself r eflected in other pe ople® reac-
tions to y ou and then f orm y our self -c oncept based on how you belie ve other pe ople see you (Coo-
ley, 1922). This reflectiv e process of building y our self -c oncept is based on what other pe ople have
actuall y said, such as Orou®e a good listener O and other people ® actions, such as coming to y ou for
advice. These thoug hts evoke emotional r esponses that feed into y our self -c oncept. For e xample,
you may think, OI& glad that people can count on me to listen to their pr oblems.O

Carol Dweck, a psychology researcher at Stanford Univ ersity, states that Gomething tha t seems like
a small inter vention ¢ an have cascading effects on things w e think o f as stable or fixed, including

extr oversion, openness to ne w experienc e, and resilienc e O (Betgy, 2008) Your personali ty and

expr essions of it, lik e oral and wri tten communic ation, w ere long thoug ht to ha ve a genetic c ompo-
nent. But, says Dweck, OMbre 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 flexible and d ynamic thing tha t changes over the lif e span and is
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shaped by experienc eO (Betpy, 2008) If you were told by someone that you were not a good listener ,
know this: Y ou can change. You can shape your perf ormanc e thr ough experienc e, and a business
communic ation ¢ ourse, a mentor at work, or even reading effective business communic ation

authors ¢ an result in posi tive change.

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

Figure 3.3 Self-c oncept, self-ef ficacy, and self-este em.

Attitudes, Beliefs, andallies

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 was your fac e. But as an adult, y ou begin to w onder
what and who y ou are. While you could e xplor e the concept of self endlessly and philosophers ha ve
wr estled and will ¢ ontinue to wr estle with it, for your le arning purpose, f ocus on self, which is
defined as one® 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 grow and change acr oss your lif etime.

One point of discussion useful f or your stud y about y ourself as a communic ator is to e xamine y our
attitudes, beliefs, and v alues. These are all interr elated, and researchers have varying the ories as to
which ¢ omes first and which springs fr om another . You learn your v alues, beliefs, and attitudes

thr ough inter action wi th others.
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An atti tude is your imme diate disposition to ward a concept or an obje ct. Attitudes can change easily
and frequently. You may prefer vanilla while some one else prefers peppermin t, but if some one tries
to persuade y ou of how delicious peppermin tis, you may be willing to tr yitand find thatyou like it
better than v anilla.

Beliefs are ideas based on your pr evious experienc es and convictions and ma y not ne cessarily be
based on logic or fac t. You no doubt ha ve beliefs on poli tic al, economic, and r eligious issues. These
beliefs may not have been forme d thr ough rigor ous study, but you nevertheless hold them as impor-
tant aspects of self. Beliefs often serve as a frame of reference thr ough which y ou interpr et your
world. Althoug h they can be changed, it often 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 whatis
worth the sacrif ice. Your values are centr al to your self -image, wha t makes you who y ou are. Like
beliefs, your values 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 transformativ e life experienc e.

Self-Imag and Self-Esten

Your self-c oncept is composed of two 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. | tincludesy our ph ysical charac-
teristicsN your eye color, hair length, heig ht, and so forth. It also includes y our kno wledge, experi-
ence, inter ests, and relationships. W hat is y our image o f yourself as a communic ator? How do you
feel about y our abili ty to communic 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 of self-w orth, self-acceptance, and
self-r espect. Healthy 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 tive messages like Of |
prepare well and tr y harder, | can do better ne xt time. O

Use the following link to par ticipa te in a small Psychology 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 identity and set of beliefs about who y ou are and what you are capable of accomplishing.
When it comes to communic ating, y our self -c oncept can play an impor tant part. You may find tha t
communic ating is a strugg le, or the thoug ht of communic ating may make you feel talented 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 fective communic ator . Whether posi tive or
negativ e, your self -c oncept inf luenc es your perf ormanc e and the expression of that essential abili ty:
communic ation.

Self-Fulfilling Pophesy

In a psychology experimen t that has become famous thr ough repeated trials, se veral public school
teachers were told tha t specific studen ts in their classes w ere expected to do qui te well 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 Obloomed.O What the te achers didn Ot knev was that these Gspecial poten-
tialO students were randomly selected. That@® right: as a group, the y had no mor e special poten tial
than any other studen ts. Can you anticipa te the outc ome? As you may guess, the studen ts lived up
to their te achersO lgel of expectation. Even thoug h the te achers were supposed to give appropriate
attention and enc ouragement to all studen ts, in fact the y unconsciously communic ated special
encouragement verbally and non verbally to the spe cial poten tial studen ts. And these studen ts, who
were actuall y no mor e gifted than their pe ers, showed signif icant impr ovement by the end o f the
school y ear. This phenomenon ¢ ame to be called the OB/gmalion ef fectO afer the m yth of a Greek
sculptor name d Pygmalion, who ¢ arved a marble statue of a woman so lif elike that he fell in lo ve
with her Nand 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 that the opposi te effect can also happen: when
students are seen as lacking poten tial, te achers tend to disc ourage 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 encourage you, it affects the w ay you see yourself and y our poten tial. Seek encour age-
ment for your wri ting and spe aking. Activ ely choose positiv e reinforcement 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. Keep in
mind tha t cri ticism should be ¢ onstruc tive, with specific poin ts you can address, corr ect, and

impr ove. The concept of a self-fulf illing pr ophecy, in which some one® behavior c omes to match and
mirr or othersO expectations, is not ne w. Robert Rosenthal, a pr ofessor of social psy chology at Har-
vard, observed four principles while stud ying this in ter action be tween expectations and perf or-
mance:

We form c ertain e xpectations o f people or e vents.
We communic ate those e xpectations wi th various cues, verbal and non verbal.
People tend to r espond to these cues b y adjusting their beha vior to ma tch the e xpectations.

A wODd R

The outc ome is that the orig inal expectation be comes true.

To summariz e, you can become a mor e effective communic ator b y understanding y ourself and ho w
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others vie w you: your attitudes, 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 Khow Your Audiene

Writing to y our audienc e® expectations is k ey to y our suc cess, but how do you get a sense of your
readers? Research, time, and ef fort. At first g lance you may think y ou know your audienc e, but if y ou
dig a little de eper you will le arn mor e about them and be come a better spe aker.

Figure 3.4, below is often called the ic eberg model. W hen you see an iceberg on the oc ean, the gr eat
majori ty of its size and depth lie belo w your le vel of visual awareness. When you wri te a documen t
or give 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 of dif ferent ages, races, ethnici ties, and genders, but those ar e only surface
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 better y ou
will be able to na vigate the w aters, and y our communic ation in ter actions, safely and effectiv ely.

Figure 34.Iceberg Model

Theodor e Roosevelt poin ted out tha t Othe most impor tant sing le ingr edient in the f ormula o f success
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is knowing ho w to get along wi th pe ople O Knaving 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 they already know about y our topic? | f so, how much ?

Will other ma terials be pr esented or available? If so, what are 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?

K K K K

Demogaphic Taits

Demogr aphic tr aits refer to the char acteristics tha t make someone an individual, but tha t he or she
has in common wi th others. | magine that you are writing a r eport on the he alth risks associa ted with
smoking. To get your message across to an audienc e of twelve-y ear-olds, cle arly you would use dif-
ferent language and dif ferent examples than wha t you would use for an audienc e of adults age fifty-
five and older.
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Tailor your mesa@ to your audiersc

Source: Pixabay.com Public Domain

Writing 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 writing f or r ead-
ers who ar e athle tes, you would focus on how the human bod y reacts to tobac co.

Audiences 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 effective communic ator (Be ebe & Beebe,
1997).

Improving Yur Rerceptions of ®ur Audiene

The better y ou can understand y our audienc e, the better y ou can tailor y our communic 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, what 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 ways to impr ove our per ceptions, and ther efore impr ove our communic ation, par ticu-
larly in public spe aking; they are listed in Table 3.1 below.

Table 3.1 Rerceptual Strategies for Success

Perceptual Str ategy Explanation
Become an active You need to activ ely seek out as much inf ormation as possible. P lacing y ourself
perceiver in the ne w cultur e, group, or c o-cultur e can often expand your understanding.

You and others per ceive the world dif ferently. Recogniz e that even thoug h you
may inter act wi th t wo people fr om the same cultur e, they are individuals wi th
their o wn set of experienc es, values, and inter ests.

Recogniz e each person ®
unique fr ame of reference

Recogniz e that people, The world is chang ing and so is each individual. R ecognizing tha t pe ople and
objects, and situations cultur es, like communic ation pr ocess itself, are dynamic and e ver changing can
change impr ove your in ter cultur al communic ation.

Become aware of the role  Perception is an impor tant aspect of the c ommunic ation pr ocess. By
perceptions play in understanding tha t your per ceptions ar e not the onl y ones possible can limi t
communic ation ethnoc entrism and impr ove inter cultur al communic ation.

The adage @ mind is lik e a parachuteNit w orks best when open O holds true.

Keep an open mind : - . h -
P P Being open to dif ferences can impr ove inter cultur al communic ation.

By learning to obser ve, and acknowledging your per ceptions, y ou can avoid
Check your per ceptions assumptions, e xpand y our understanding, and impr ove your abili ty to
communic ate across cultur es.

Fairnes in Communiation

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 le ctur e wher e you asked yourself, OWhy should | listen 2?0 ¥u have probably
been assigned to r ead a document or chapter and f ound y ourself w ondering, OWhat does this ha ve
to do wi th me ?0 These questions ae 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 areporton in ter cultur al communic ation, V. Lynn Ty ler offered insig ht in to these audienc 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 ocity, or a relationship o f mutual e xchange and in ter dependenc e. Recipr ocity has four main
componen ts: mutuali ty, non-judgmen talism, honest y, and respect.

Mutuali ty means that the spe aker searches for common 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 own and taking steps to insur e the speech integr ates an inclusiv e, acces-
sible format 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 strongly opposed to his or her
own beliefs and v alues.
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Another aspe ct of fairness in c ommunic ation is honesty: stating the truth as y ou perceive it. When
you communic ate honestl y, you provide suppor ting and clarif ying inf ormation and g ive credit to the
sources wher e you obtaine d the inf ormation. | n addition, if ther e is significant evidenc e opposing
your vie wpoin t, you acknowledge this and avoid concealing it fr om your audienc e.

Finally, fairness involves respect for the a udienc e and individual membersNr ecognizing tha t each
person has basic rig hts and is worthy of courtesy. 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 t@ very impor tant to understand y our
audienc e. You can learn about their demogr aphic tr aits, such as age, gender, and employment status,
as these help determine their in ter ests, needs, and goals. In addition, 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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2Q Listening and &ading for Wderstanding

Learning to listen to y our c onversational par tner, customer , supplier, or super visor is an impor tant
part of business communic ation. Of ten, inste ad of listening y ou mentally rehearse what you want to
say. Smilar ly, when you read, you are often tr ying to multi task and ther efore cannot r ead with full
attention. | nattentiv 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 that you are fully attentive, fully present in the momen t of
inter action. P ay attention to both the ac tual words and for other clues to me aning, such as tone o f
voice or wri ting st yle. Look for oppor tuni ties for clarif ication and f eedback when the time ¢ omes for
you to r espond, not bef ore.

Active Listening and &ding

YouOe probably experienc ed the odd sensation o f driving some wher e and, having arriv ed, realized
you don Ot emember driving. Y our mind ma y have been filled with other issues and y ou dr ove on
autopilot. | t@ dangerous when y ou driv e like that, and it is danger ous in communic ation. Choosing to
listen or r ead attentiv ely takes effort. People communic ate with w ords, expr essions, and even in
silence, and your attention to them will mak e you a better c ommunic ator . From discussions on

impr oving customer ser vice to r etaining customers in challeng ing economic times, the impor tance
of listening ¢ omes up fr equently as a success strategy.

Here are some tips to facili tate activ e listening and r eading:

¥ Maintain eye contact wi th the spe aker; if r eading, keep your eyes on the page.
¥ DonOt iterrupt; if r eading, don Ot multtask.

¥ Focus your attention on the message, noty our in ternal monologue.

¥ Restate the message in y our own words and ask if you understood ¢ orr ectly.
¥ Ask clarif ying questions to ¢ ommunic ate inter est and gain insig ht.

When the Going Getligh

Tips in this chapter will ser ve you well in dail y inter actions, but suppose y ou have an especially dif fi-
cult subje ct to discuss, or y ou receive a written documen t deliv ering bad ne ws. In a difficult si tua-
tion lik e this, it is worth taking e xtr a effort to cr eate an environment and c ontext tha t will facili tate
positive communic ation.
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Here are some strategies that may be helpful:

¥

Set aside a special time. T o have a difficult 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 TV, music player, and
instan t messaging clien t.

DonOt iterrupt. K eep silent while y ou let the other person O speak his or her pie ceOfyou are
reading, make an effort to understand and digest the ne ws without men tal in terruptions.

Be nonjudgmen tal. Receive the message without judgmen t or cri ticism. Set aside your opinions,
attitudes, and beliefs.

Be accepting. Be open to the message being ¢ ommunic ated, realizing tha t acceptanc e does not
necessarily mean you agree with what is being said.

Take turns. W ait until i tis your turn to r espond, and then me asure your r esponse in pr opor tion
to the message tha t was delivered to y ou. Recipr ocal turn-taking allo ws each person have her of
his say.

Acknowledge. Let the other person kno w that you have listene d to the message or r ead it atten-
tively.

Understand. Be c ertain tha t you understand wha t your par tner is saying. | f you don Ot under-
stand, ask for clarif ication. Restate the message in y our own words.

Keep your c ool. Speak your truth wi thout blaming. A ¢ alm tone will help pr event the c onflict
from escalating. U se OIO staments (e.g., Ol élt concerned when | le arned that my department is
going to ha ve a layoffO) ather than OyouO stéements (e.g., Opu want to get rid o f some of our
best peopleO).

Finally, recogniz e that mutual r espect and understanding ar e built one ¢ onversation at a time.
Trust is dif ficult to gain and e asy to lose. Be patient and k eep the channels o f communic ation
open, as a solution may develop slowly over the c ourse of many small inter actions. Recognize
that it is mor e valuable to main tain the r elationship o ver the long term than to Owin O in an indi-
vidual tr ansaction.
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Watch the following 8 minute viddérom Julian Teasue: 5 Veys to Listen Better

A YouTube element has been &cluded from this ver sion of the text. You can view it online her e:
https:// ecampusontario .pressbookspub/commbuspr ofcdn/?p=24 4

To summariz e this section, par t of being an ef fective communic ator is le arning to r eceive messages
from others thr ough activ e listening and r eading.
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21 Conclusion

as she presents?

Returning to Abe, who is pr eparing a pr esentation f or her ¢ ompany® board of
dir ectors, ho w mig ht her pr esentation be mor e successful based on what youOe
learned in this chapter? W hat type of research mig ht she do to understand her
audienc e better (e.g., board members ar e often describe d on or ganizational
websites)? What mig ht she want to e xamine about her self -per ception and ¢ on-
fidenc e in pr esenting f or this a udienc e? What mig ht she need to w atch out f or

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 .pr essbookspub/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 .pr essbookspub/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 .pr essbookspub/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 .pr essbookspub/commbuspr _ofcdn/?p=247
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it online her e:
https: m ntario .pr k: mm r_ofcdn/?p=247

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

Glosary

Atti tude D your imme diate disposition to ward a concept or an obje ct.

Awareness B what you pay attention to, ho w you carry out y our in tentions, and wha t you remember
of your activi ties and e xperienc es each day.

Beliefs B ideas based on your pr evious experienc es and convictions and may not ne cessarily be
based on logic or fac t.

Demogr aphic tr aits D refer to the char acteristics tha t make someone an individual, but tha t he or
she has in common wi th others ( e.g., age, gender, height, ethnici ty).

Diff erence b ideas or items that ar e distinc t or e ven opposi te fr om each other .

Fairness B involves respect for the a udienc e and individual membersNr ecognizing tha t each person
has basic rig hts and is worthy of courtesy.

Honesty b stating the truth as'y ou perceive it.

Interpr etation B how you assign meaning to y our e xperienc es using mental struc tur es known as
schemata.

Looking g lass self B how you see yourself r eflected in other pe ople® reactions to y ou and then f orm
your self -c oncept based on how you belie ve other pe ople see you.

Mutuali ty B the speaker searches for common 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 D involves willingness to e xamine div erse ideas and viewpoin ts.

Organizing B how you sort and c ategoriz e information tha t you per ceive based on innate and
learned cognitiv e patterns.

Perception B the process of selecting, or ganizing, and in terpr eting inf ormation.

Perceptual field B the world around you (your environment).

Proximi ty B ideas or physical items that are close together.

Recipr ocity D a relationship o f mutual e xchange and in ter dependenc e.

Salience D the degree to which some thing attr acts your attention in a par ticular ¢ ontext.

Selecting B how you focus your attention on ¢ ertain inc oming sensor y information.

Self-esteem D how you feel about y ourself; y our f eelings of self-w orth, self-ac ceptanc e, and self-
respect.

Self-fulfilling pr  ophecy B how your behavior c omes to match and mirr or othersO epectations (i.e., if
other e xpect you to perf orm poor ly, it@ likely that you will).

Self-imag e B how you see yourself, ho w you would describe y ourself to others.
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Similari ty D ideas or physical items that share common attributes.
Values D core concepts and ide as of what you consider good or bad, rig ht or wr ong, or whatis worth
the sacrif ice.
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CHAPTER 4: NONVERBAL
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22 Introduction

Chapter 4 Larning Outomes

1. Give examples of nonverbal communic ation and describe i ts role in the c ommunic a-
tion pr ocess.

2. Explain the principles o f nonverbal communic ation.

3. Describe the similari ties and dif ferences among eight gener al types of non verbal com-
munic ation.

4. Demonstr ate how to use mo vement to incr ease the effectiveness of your message.

5. Demonstr ate thr ee ways to impr ove nonverbal communic ation.

Dhavit is getting some f eedback fr om his te am that facili tation par ticipan ts think

he is angry or upset during question and answ er sessions. One of his colleague

has notic ed that Dhavit® arms are often cr ossed when c oncerns are being r aised,

and his facial e xpr ession sometimes indic ates that he feels thr eatened by cri ti-

cisms of or ganizational systems. As y ou read 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 of 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 fact that 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 recognizabili 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 function tha t helpe d
humans later 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 c apacities incr eased, other abili ties lik e paralan-
guage and movement have grown alongside v erbal comple xity. The fact that non verbal communic a-
tion is pr ocessed by an older par t of our br ain makes it mor e instinc tual and in voluntary than v erbal
communic ation.
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23 Principles of Nonverbal Commuaimn

Begin this chapter b y watching the f ollowing 3 minute vide o from body language expert Mar k Bow-
den to e xtend y our le arning about non verbal communic ation.

Body Languag e

A YouTube element has been &cluded from this ver sion of the text. You can view it online her e:
https:// ecampusontario .pr essbookspub/commbuspr_ofcdn/?p=295

Nonverbal Communration Is Fluid

Chances are you have had many experienc es where words were misunderstood, or wher e the mean-
ing of words was unclear. When it comes to non verbal communic ation, me aning is even harder to
discern. You can sometimes tell wha t people are communic ating thr ough their non verbal communi-
cation, but ther e is no foolpr oof @lictionar yO ¢ how to in terpr et non verbal messages.

Nonverbal communic ation is the pr ocess of conveying a message without the use o fwords. It can
include gestur es and facial expr essions, tone of voice, timing, postur e and wher e you stand as you
communic ate. It can help or hinder the cle ar understanding o f your message, but i t doesn Ot eveal
(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 orthy 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 it is not said. Confuse d? Try to focus on just one
element of nonverbal communic ation and i t will soon ge t lost among all the other stimuli. Consider
one element, facial e xpr essions. What do the y mean without the e xtr a context of chin posi tion, or
eyebrows to f lag inter est or signal a thr eat? Nonverbal action f lows almost se amlessly from one
movement to the ne xt, making i t a challenge to in terpr et one elemen t, or e ven a series of elements.
How well can you corr ectly identif y the f eelings behind facial e xpressions?
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The following series o f images show people wi th a variety of facial e xpr essions, what does each one
represent?

Images source: Pixabay, Public Domain b the
answer key is at the end o f this se ction .

You may per ceive time as line ar, flowing along

in a straight line. You do one task, y ou@e doing

another task no w, and you are planning on

doing some thing else all the time. Some times

you place more emphasis on the futur e, or the

past, forgetting tha t you are actuall y living in
the pr esent momen t whe ther y ou focus on Othe nowO or not. Nonverbal communic ation is al ways in
motion, as long as y ou are, and is never the same t wice.

Nonverbal communic ation is irr eversible. I n wri tten communic ation, y ou can wri te a clarif ication,

corr ection, or r etraction. W hile it never makes the orig inal statement go comple tely away, it does
allow for corr ection. Unlik e wri tten communic ation, or al communic ation may allow Qio-o versO on
the spot: y ou can explain and r estate, hoping to clarif y your poin t. In your e xperienc e, youOe likely
said something y ou would give anything to tak e back, and youOs learned the har d way that you canOt.
Oral communic ation, lik e wri tten communic ation, allo ws for some corr ection, but i t still doesn Ot
erase the orig inal message or its impac t. Nonverbal communic ation tak es it one step fur ther. You
canOt sepaate one non verbal action fr om the c ontext of all the other v erbal and non verbal commu-
nication ac ts, and you canOt talk it back.

In a speech, nonverbal communic ation is ¢ ontinuous in the sense tha titis always occurring, and
because it is so fluid, it can be hard to de termine wher e one nonverbal message starts and another
stops. Words can be easily identif ied and isolated, but if y ou tr y to sing le out a spe aker® gestures,
smile, or stanc e without looking a t how the y all come toge ther in ¢ ontext, you may miss the poin t
and dr aw the wr ong conclusion. Y ou need to be c onscious of this aspe ct of public spe aking be cause,
to quote an old sa ying, GActions spe ak louder than w ordsO This is true in the sense that people often
pay mor e attention to y our non verbal expressions mor e than your w ords. As a result, non verbal
communic ation is a po werful w ay to c ontribute to ( or detr act fr om) your suc cess in communic ating
your message to the a udienc e.

Answer Key for Facial Recognition Activity B F: Disgusted; E: Annoyed; D: Angry; C: Sad; B: Confused;
A: Jyful

Nonverbal Communation Is Rst

Nonverbal communic ation g ives your thoug hts and feelings 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 tentional and unin tentional messages, but sinc e it all hap-
pens so fast, the unin tentional ones c an contr adict what you know you are supposed to say or how
you are supposed to r eact.

Nonverbal Commuration Can Add to or &lae \erbal Communegtion

People tend to pa y mor e attention to ho w you say something r ather than wha t you actuall y say. You
communic ate non verbally 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 effectively and rein-
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 ¢ anOt se you, ther e® an impor tant unc onscious elemen t to non verbal communic ation.

Unlik e gestur es, emblems are gestur es that have a specific agreed-on me aning, lik e when some one
raises their thumb to indic ate agreement. Many cultur es have a variety of dif ferent non verbal
emblems.

In addition to illustr ators or emblema tic non verbal communic ation, y ou also use regulators . ORgula-
tors ar e nonverbal messages which ¢ ontr ol, main tain or disc ourage inter action O (MLean, 2003). For
example, if some one is telling y ou a message that is confusing or upse tting, y ou may hold up y our
hand, a commonl y recogniz ed regulator tha t asks the spe aker to stop talking.

Let® say you are in a meeting pr esenting a spe ech that in tr oduc es your c ompany® latest pr oduct. If
your audienc e members nod their he ads in agreement on impor tant poin ts and main tain good e ye
contact, it is a good sign. N onverbally, they are using r egulators enc our aging you to ¢ ontinue wi th
your pr esentation. | n contr ast, if the y look away, tap their f eet, and begin dr awing in the mar gins of
their notebook, these ar e regulators suggesting tha t you better think o f a way to r egain their in ter est
or else wr ap up your pr esentation quickl y.

Q\ffect displa ys are nonverbal communic ation tha t expr ess emotions or f eelingsO (McLean, 2003). An
affect display that mig ht accompany holding up y our hand f or silenc e would be to fr own and shake
your he ad from 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.
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Figure 4.1.Matthew B | Hate Bad Hair Days ® CC BY-N C-ND 2.0

Q\daptors ar e displays of non verbal communic ation tha t help y ou adapt to y our en vironment and
each context, helping y ou feel comfortable and secureO (MLean, 2003). Aself-adaptor involves you
meeting y our ne ed for security, by playing wi th y our hair f or example, by adapting some thing about
yourself in w ay for which i t was not designe d or for no appar ent purpose. Combing y our hair w ould
be an example of a purposeful ac tion, unlik e a self-adaptiv e behavior.

An object-adaptor involves the use of an object in a way for which i t was not designe d. You may see
audienc e members tapping their pencils, che wing on them, or pla ying wi th them, while ignoringy ou
and your pr esentation. This is an e xample of an obje ct-adaptor tha t communic ates a lack of engage-
ment or en thusiasm f or y our spe ech.

Intentional non verbal communic ation ¢ an complemen t, repeat, replace, mask, or contradict what we
say. When a friend invites you to join them f or a meal, you may say OreahO and nod, @mplemen ting
and repeating the message. You could have simply nodde d, effectiv ely replacing the OyesO wih a
nonverbal r esponse. You could also have decided to say no, but did not w ant to hur t your friend0s
feelings. Shaking your he ad @oO 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 opriate non verbal
communic ation f or poten tiall y negative nonverbal communic ation y ou may want to displa y (McLean,
2003).

Finally, nonverbal messages that conflict wi th verbal communic ation ¢ an confuse the listener . Table
4.1 below summariz es these concepts.
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Table 4.1 B Some Nnverbal Expr essions

Term

Defini tion

Adaptors

Help us feel comfortable or indic ate emotions or moods

Affect Displays

Express emotions or f eelings

Complemen ting

Reinforcing verbal communic ation

Contr adicting

Contr adicting v erbal communic ation

Emblems Nonverbal gestur es that carry a specific meaning, and can replace or reinforce words
lllustr ators Reinforce a verbal message
Masking Substi tuting mor e appropriate displays for less appr opriate displays

Object-adaptors

Using an object for a purpose other than i tsintende d design

Regulators Contr ol, encourage 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 was not designed or for no
apparent purpose

Nonverbal Communation Is Wiversal

Consider the man y contexts in which in ter action oc curs during y our day. In the morning, a t work,

after w ork, at home, wi th friends, or wi th famil y. Now consider the dif ferences in nonverbal commu-

nic ation acr oss these many contexts. When you are at work, 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 work, but the fac t remains that fr om the momen t you wake until y ou sleep, you are surrounded by

nonverbal communic ation.

If you had been born in a dif ferent country, to dif ferent par ents, and per haps as a member of the

opposite se x, your whole w orld would be qui te dif ferent. Yet non verbal communic ation w ould

remain fair ly consistent. It may not look e xactly the same, or get used in exactly the same way, but it

will still be non verbal wi th all o f its many func tions and displa ys.
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Nonverbal Commuration Is Confusing and Contextual

Nonverbal communic ation ¢ an be confusing. Y ou 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 figure
it all out base d on your prior kno wledge (or lack ther eof) of the person and hope to ge titrig ht. Talk
about a challenge! N onverbal communic ation is e verywher e, and you and everyone else uses it, but
that doesn Ot mak it simple or independen t of when, wher e, why, or how you communic ate.

Nonverbal Communation Can Be Intentional omuhtentional

Suppose you are working as a salesclerk in a retail stor e, and a customer ¢ ommunic ates frustr ation
to you. Will the non verbal aspects of your r esponse be intentional or unin tentional? Your job is to be
pleasant and cour teous at all times, y et your wrinkle d eyebrows or wide e yes may have been unin-
tentional. The y clearly communic ate your negativ e feelings at that momen t. Restating y our wish to
be helpful and displa ying non verbal gestur es may communic ate (o big de al O but the stress of the
moment is still Owritten O on yur fac e.

Can you tell when pe ople are intentionall y or unin tentionall y communic ating non verball y? Ask ten
people this question and ¢ 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. Y ou may assign intentional motiv es to non verbal
communic ation when in fac t their displa y is unin tentional, and o ften har d to in terpr et.

Nonverbal Mesags Communate feelings and Attitudes

Albert M ehrabian asserts that we rarely communic ate emotional messages thr ough the spok en
word. According to M ehrabian, 93 percent of the time w e communic ate our emotions non verbally,
with at least 55 percent of these non verbal cues associated with facial gestur es. Vocal cues, body
position and mo vement, and norma tive space between speaker and r eceiver can also be clues to
feelings and attitudes (M ehrabian, 1972).

Is your first emotional r esponse always an accur ate and true r epresentation o f your f eelings and
attitudes, or does y our emotional r esponse change across time ? You are changing all the time, and
sometimes a momen t of frustr ation or a f lash of anger can signal to the r eceiver a feeling or emotion
that existed for a momen t, but has sinc e passed. Their r esponse to y our communic ation will be
based on that per ception, e ven thoug h you mig ht alr eady be over the issue.
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Nonverbal Commuration Is Ky in the Sder/Audiene Relationship

When you first 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 what
they wear, their ph ysical characteristics, e ven their postur e. Are these judgmen ts accurate? That is
hard to kno w wi thout ¢ ontext, buti tis clear that non verbal communic ation af fects first impr essions,
for better 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 ¢ an contribute to assume d expectations. The e xpectations mig ht not
be accur ate or e ven fair, butitis impor tant to r ecogniz e that the y will be pr esent. Ther e is truth in
the saying, Ovou never get a second chanc e to make a first impr ession.O $ice first impr essions are
quick and fr agile, your attention 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 of space, and degree of formali ty will ¢c ontinue to ¢ ontribute to tha t relationship.

As a speaker, your non verbal communic ation is par t of the message and can contribute to, or detr act
from, your overall goals. By being aware of that physical communic ation, and pr acticing wi th alive
audienc e, you can learn to be mor e aware and in contr ol.

Read the following 4-page P DF on how to dr ess for suc cess @irst | mpr essions: A Sudy
of Nonverbal Communic ation O(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 ¢ ontextual. It can add to or
replace verbal communic ation and c an be intentional or unin tentional. N onverbal communic ation
communic ates feelings and attitudes, and pe ople tend to belie ve nonverbal messages more than ver-
bal ones.
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24 Types of Nonverbal Commuation

Now that you have learned about the gener al principles tha t apply to non verbal communic ation,
here are eight t ypes of non verbal communic ation to fur ther understand this challeng ing aspect of
communic ation:

1. $ace

2. Time

3. Physical characteristics
4. Body movements

5. Touch

6. Paralanguage

7. Artifac ts

8. Environment

Spae

When we discuss space in a nonverbal context, we mean the space
between objects and people. Space is often associated with social r ank
and is an impor tant part of business communic ation. W ho gets the c or-
ner office? Why is the he ad of the table impor tant and who ge ts to sit
ther e?

People fr om div erse cultur es may have different norma tive space expectations. | f you are from a
large urban ar ea, having pe ople stand close to y ou may be normal. | f you are from a rur al area or a
cultur e wher e people expect mor e space, someone may be standing Otoo closeO ér comfort and not
know it.

Territory is related to c ontr ol. As a way of establishing ¢ ontr ol over your own r oom, maybe you
painted it your favorite color, or put up posters tha trepresent your in ter ests or things y ou consider
unique about y ourself. Families or households o ften mar k their spac e by putting up f ences or walls
around their houses. This sense o f aright to c ontr ol your space is implici tin terri tory. Territory
means the space you claim as your own, are responsible for, or are willing to def end.

Among most humans ther e is a basic need for personal spac e, but the norma tive expectations f or
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space vary greatly by cultur e. You may perceive that in y our home people sle ep one to e ach bed, but
in many cultur es people sleep two or mor e to a bed and it is consider ed normal. | f you were to share
that bed, you mig ht feel uncomfortable, while some one raised with gr oup sleeping norms mig ht feel
uncomfortable sleeping alone. From 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 variance
with others.

Watch the f ollowing 3 minute vide o from CBS with special corr espondent Taryn Win ter Brill about
personal space:

A YouTube element has been &cluded from this ver sion of the text. You can view it online her e:
https:// ecampusontario .pr essbookgpub/commbuspr_ofcdn/?p=312

In the same w ay that ther e are cultur al contexts and expectations f or non verbal behavior, public
speaking also happens in ¢ ontexts. In North 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 oc cupies a
space on the Gstage,O gen if it@ in front of the class. W hen you occupy that 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 PowerPoint
presentation, the a udienc e may perceive that you are not paying attention to them. S peakers are
expected to pay attention to, and in ter act wi th, the audienc e, even if in the f eedback is primaril y
nonverbal. Your mo vements should ¢ oor dinate wi th the tone, r hythm, and c ontent of your spe ech.
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Pacing back and f orth, keeping your hands in y our pock ets, or cr ossing your arms may communic ate
nervousness, or even defensiveness, and detr act fr om your message.

Time

Do you know what time i tis? How aware you are of time v aries by cultur e
and norma tive expectations o f adherence (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 wait for you?
Time is a relevant factor o f the c ommunic ation pr ocess in your spe ech. The best w ay to show your
audienc e respect is to honor the time e xpectation associated with y our spe ech. Always try to stop
speaking before the audienc e stops listening; if the a udienc e perceives that you have @one over
time, O 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.

Physial Chaacteristics

You didn Ot choose wur 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 shorter than y ou@ like to be, buy shoes to r aise

your statur e a couple of inches. However, no matter ho w much y ou stoop
to appe ar shor ter, you wonOt change pur heig ht until time and age gr adually makes itself appar ent.
If you are tall, you mig ht find the ¢ orr ect shoe size, pant length, or e ven the length o f mattress a
challenge, but ther e are rewards.

Regardless of your eye or hair c olor, or even how tall y ou are, being comfortable wi th y ourself is an
impor tant part of your pr esentation. Act natur ally and consider aspe cts of your pr esentation y ou can
control in or der to maximiz e a positive 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 reinforcing the

main ide a. For example, you may be providing an orien tation pr esenta-

tion to a customer about a so ftware program. As you say, (Click on this
tab,0 wu may also initiate that action. Y our verbal and non verbal messages reinforce each other . You
can also reinforce the message by repeating i t. If you first say, @lick on the tab, O and then motion
with your 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 epetition ¢ an help the listener understand the message.

In addition to r epeating y our message, body movements can also regulate conversations. N odding
your he ad to indic ate that you are listening ma y encour age the customer to ¢ ontinue asking ques-
tions. Holding y our hand up, palm out, ma y signal them to stop and pr ovide a pause wher e you can
start to answ er.

Body movements also substitute 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 they push
away from the c omputer and separ ate themsel ves physically from inter acting wi th it, the y may be
extr emely frustr ated. Learning to ga uge feelings and their in tensity as expressed by customers tak es
time and patienc e, and your attention to them will impr ove your abili ty to facili tate positiv e inter ac-
tions.

Touch

Before giving y our pr esentation, y ou may inter act wi th pe ople by shaking
hands and making c asual conversation. This in ter action ¢ 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 you can inter act wi th audienc e
members thr ough visual aids, note c ards, and other obje cts.

Watch the f ollowing shor t vide o that demonstr ates the impor tance of handshak es. Bad Business
Handshakes:
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A YouTube element has been &cluded from this ver sion of the text. You can view it online her e:
https:// ecampusontario .pr esshookgpub/commbuspr_ofcdn/?p=312

Paralanguag

Paralanguage is the exception to the def inition o f nonverbal communic a-

tion. You may recall that non verbal communic ation w as defined as @ot

involving wordsO but parlanguage is a unique form 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 that inf luenc e meaning,
including ho w loudl y or softly you are speaking, intensity, pausing, and even silence.

Perhaps youOg 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, butitis 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. QNell, ahhEO may be the onl y response you get. The pause speaks volumes. Something
happened, thoug h you may not kno w what.

Silenc e or vocal pauses can communic ate hesitation, indic ate the ne ed to gather thoug ht, or ser ve as
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a sign of respect. Sometimes w e learn just as much, or e ven mor e, from what a person does not sa 'y
as what the y do say.

Watch the f ollowing 1 minute vide o. 1t@ Not W hat You Say, [t@ How You Say It:

A YouTube element has been &cluded from this ver sion of the text. You can view it online her e:
h : m ntario .pr k mm r_ofcdn/?p=312

Artifacts

Do you cover your tattoos when y ou are at work? Do you know someone

who does? Or per haps you know someone who has a tattoo and does not

need to cover it up on their job ? Expectations vary a great deal, and body

art or ta ttoos may still be ¢ ontr oversial in the w orkplace. In your line o f

work, a tattoo mig ht be an impor tant visual aid, or i t mig ht detr act fr om
your ef fectiveness as a business communic ator . Body pier cings may expr ess individuali ty, but you
need to c onsider ho w the y will be in terpr eted by employers and customers.

Artifac ts are forms of decorative ornamen tation tha t are chosen to r epresent self-c oncept. They can
include rings and ta ttoos, but may also include br and names and logos. From clothes to ¢ ars,
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watches, brief cases, purses, and even eyeglasses, what we choose to surr ound oursel ves with com-
munic ates something about our sense o f self. Artifac ts may project gender, role or posi tion, class or
status, personali ty, and group membership or af filiation. P aying attention to a customerOs 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 ately
adapt your message to me et their ne eds.

In this 1 minute, 2 4 second vide o, Adoni I rani, from the Univ ersity of Toronto, shares the story
behind his ta ttoos:

A YouTube element has been &cluded from this ver sion of the text. You can view it online her e:
https:// ecampusontario .pr esshookgpub/commbuspr_ofcdn/?p=312

Envionment

Environment in volves the physical and psycholog ical aspects of the c om-
munic ation ¢ ontext. M ore than the tables and chairs in an o ffice, envi-
ronmentis an impor tant part of the d ynamic c ommunic ation pr ocess.
The per ception o f one® environment inf luenc es one® reaction to i t. For
example, Goog le is famous for its work environment, wi th spaces created
for physical activity and even in-house f ood service around the clock. The e xpense is no doubt ¢ on-
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siderable, but Goog le® actions spe ak volumes. In Google® view, the results pr oduced in the en viron-
ment, designe d to facili tate cr eativi ty, inter action, and c ollabor ation, ar e worth the ef fort.

To summariz e, nonverbal communic ation ¢ an be categoriz ed into eig ht t ypes: space, time, physical
characteristics, bod y movements, touch, par alanguage, artifac ts, and environment.
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25 Movement in dur Spech

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 floor, or to a lar ge audienc e
at a national me eting. You already 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 eQll gamine several strategies for
movement and their r elative advantages and dis-
advantages.

Customers and a udienc es respond w ell to spe ak-

ers who ar e comfortable wi th themsel ves. Com-

fortable doesn Ot man overconfident or ¢ ocky, and

it doesn Ot man shy or timid. | t me ans that an audi-

ence is far mor e likely to forgive the oc casional
@mm O or @nh,0 or the nonverbal equivalent of a misstep, if the spe aker is comfortable wi th them-
selves and their message.

Let® start wi th behaviors to a void. Who would y ou rather listen to: a spe aker who mo ves confidently
across the stage or one who hides behind the podium; one who e  xpresses herself nonverbally with
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 positiv ely to open, d ynamic spe akers who c onvey the feeling of
being at ease with their bodies. The se tting, c ombine d with audienc e expectations, will g ive a range
of movement. If 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 stay in one spot. | f the stage allo ws you to e xplor e, closing the distanc e
between yourself and y our audienc e may prove effective. Raher than f ocus on a list o f behaviors and
their r elationship to en vironment and context, give emphasis to what your audienc e expects and
what you yourself w ould find mor e engaging inste ad.

The questions ar e, again, what does your audienc e consider appr opriate and what do y ou feel com-
fortable doing during y our pr esentation ? Snce the emphasis is always on meeting the ne eds of the
customer , whether i tis an audienc e of one on a sales floor or a lar ge national ga thering, y ou may
need to str etch outside y our comfort zone. On that same note, don Ot stetch too far and mo ve your-
self into the unc omfortable 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 of 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 shuffle your f eet, pace back
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and forth, or r ock on your he els thr ough your entir e speech. These behaviors distr act your audienc e
from your message and can communic ate ner vousness, undermining y our cr edibili ty.

Gestues

Gestur es involve using your arms and hands while ¢ ommunic ating. Gestur es provide a way to chan-
nel your ner vous energy into a positiv e activi ty that benef its your spe ech and gives you something
to do wi th your hands. For e xample, watch pe ople in normal, e veryday conversations. They fre-
guently use their hands to e xpress 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 of their e xpression,
often r eflecting wha t the y have learned within their c ommuni ty.

For pr ofessional speakers this is also true, but deliber ate movement can reinforce, repeat, and even
regulate an audienc e® response to their v erbal and non verbal messages. You want to ¢ ome across as
comfortable and natur al, and your use of your arms and hands ¢ ontributes to y our pr esentation. W e
can easily recogniz e that a well-chosen gestur e can help make 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, they raise their hand slig htly, perhaps waist hig h,
often called an anticipa tion step . The gestur e clearly shows the audienc e your anticipa tion o f an
upcoming poin t, serving as a nonverbal form 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 waist level pointing out ward, and raising it up wi th your palm f orward, as in
the Gstop O gestue, 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 einforcement.
You then slo wly lower your hand do wn past y our w aistline and a way from your bod vy, letting go o f
the gestur e, and signaling y our tr ansition.

The relaxation step , wher e the letting go motion ¢ omplemen ts your r esidual message, concludes the
motion.

Watch the f ollowing 3 minute vide o featuring T oastmasters | nternational w orld champion o f public
speaking Dananjaya Hettiar achchi. Using Hand Gestur es in Presentations:
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A YouTube element has been &cluded from this ver sion of the text. You can view it online her e:
https:// ecampusontario .pr esshookgpub/commbuspr_ofcdn/?p=314

Facial Gestwas

As you progress as a speker fr om gestur es and movement, you will ne ed to turn y our attention to
facial gestur es and expr essions. Facial gestures involve using your fac e to display feelings and atti-
tudes non verbally. They may reinforce, or contr adict, the spok en word, and their impac t cannot be
under estimated. As in other bod y movements, your facial gestur es should come natur ally, but giving
them due thoug ht and c onsider ation ¢ an keep you aware of how you are communic ating the non-
verbal message.

Facial gestur es should r eflect the tone and emotion o fyour verbal communic ation. | f you are using
humor in y our spe ech, you will lik ely smile to c omplemen t the amusemen t expressed in your w ords.
Smiling will be much less appr opriate if y our pr esentation in volves a serious subject such as cancer
or car accidents. Consider ho w you want your audienc e to feel in r esponse to y our message, and
identif y the facial gestur es you can use to pr omote those f eelings. Then pr actic e in front of a mirr or
so that the gestur es come natur ally.

Eye contact r efers to the spe aker® gaze that engages the audienc e members. It 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 aker® expectations and the
audienc e member® notion o f what is appr opriate will inf luence normative expectations f or eye con-
tact. In some cultur es, there are understood beha vior al expectations f or male gaze directed toward
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 may be nonverbal signals of lis-
tening. Understanding y our audienc e is critic al when it comes to non verbal expectations.

When giving a pr esentation, avoid looking o ver people® heads, staring at a point 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 fectiveness. 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, try to give as much eye contact as possible acr oss the audienc e. Keep it natur al, but give it
deliber ate thoug ht.

Watch the f ollowing 1 minute vide o on the triang le method o f eye contact:

A YouTube element has been &cluded from this ver sion of the text. You can view it online her e:
https:// ecampusontario .pressbookgpub/commbuspr_ofcdn/?p=314
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In summar y, use movement str ategically in your pr esentation, k eep it natur al and consider using
facial gestur es, and natur al eye contact.
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26 Nonverbal Stategies

Nonverbal communic ation is an impor tant aspect of business communic ation, fr om the c ontext of
an interpersonal in ter action to a public pr esentation. | t is a dynamic, comple x, and challeng ing
aspect of communic ation. Y ou are never done le arning and adapting to y our environment and con-
text, and impr oving your understanding o f nonverbal communic ation c omes with the terri tory.

When your audienc e first se es you, they begin to mak e judgments and pr edictions 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 attention to de tail. W earing je ans
with holes, a torn T -shir t, and a cap would send a dif ferent message. Neither st yle of dr ess is @oodO
or Obad, but simply appr opriate or inappr opriate depending on the en vironment and context. Your
skills as an effectiv e business communic ator will be ¢ alled upon when y ou contemplate 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 einforce your cr edibili ty.

In order 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 impact 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 field r esearch to obser ve how, when, and why pe ople communic ate the w ay they do. If you want
to be able to c ommunic ate effectiv ely with customers, y ou will ne ed to anticipa te not onl y their
needs, but also how they communic ate. They are far mor e likely to communic ate with some one
whom the y perceive as being like them, than wi th a per ceived stranger. From dr ess to mannerisms
and speech patterns, y ou can learn fr om your audienc e how to be a mor e effective 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. Enroll a coworker or c olleague in your ef fort 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 have
notic ed that 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 Strategies | 105



play it for 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 Spé#ic Type of Nonverbal Commuiaition

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 background, context, environment? Observation will help y ou learn mor e about
how people communic ate; looking f or tr ends across a specific type of nonverbal communic ation ¢ an
be an effectiv e strategy. Focus on one behaviour y ou exhibit on y our vide otape, lik e pacing, body
movements across 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 habits and how your audienc e receives non-
verbal messages.
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27 Conclusion

After r eading this chapter , and returning to D havit® challenge r elated to non ver-

bal communic ation, ho w mig ht D havit adapt his bod y language and facial e xpr es-
sions to ensur e that workshop 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 without the sound. Can y ou understand the pr ogram? Write a
description o fthe pr ogram and include wha t you found easy to understand, and wha t pr esented
a challenge, and pr esent it to the class.

2. Interview someone fr om a dif ferent cultur e than your own (explaining y our purpose cle arly) and
ask them to shar e a specific cultur al difference in non verbal communic ationN 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 .pr esshookgpub/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 .pr esshookgpub/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: m ntario .pr k: mm r_ofcdn/?p=31

An inter active or media element has been excluded from this ver sion of the text. You can view
it online her e:
https: m ntario .pr k: mm r_ofcdn/?p=31

Additional Resouces

Visit this si te for a libr ary of Univ ersity of California vide otapes on non verbal communic ation pr o-
duced by Dane Archer of the Univ ersity of California at Santa Cruz. http:// nonverbal.ucsc.edu

Read O Ways to |mpr ove Your N onverbal Communic ationsO by Vicki Ritts, St. Louis Communi ty
College at Florissant Valley and James R. Sein, Southern lllinois Univ ersity, Edwardsville.

http:// www.compr ofessor.com/2011/0 2/six -w ays-to-impr ove-y our-non verbal.html

Is Ohav you say itO eally mor e impor tant than wha t you say? Read an article b y communic ations
expert Dana Bristol-S mith tha t debunks a popular m yth. http:// www.sideroad.com/Public S peak-
ing/ho _w-y ou-say-not-mor _e-impor tant-wha t-y ou-say.html

Glosary

Adaptor s D displays of nonverbal communic ation tha t help y ou adapt to y our environment and each
context, helping y ou feel comfortable and secure.

Aff ect disp lays B nonverbal communic ation tha t express emotions or f eelings, for example smiling
and waiving to ¢ oworkers to w elcome them to an e vent.

Artifacts B forms of decorative ornamen tation tha t are chosen to r epresent self-c oncept.

Emblems D gestures that have a specific agreed-on me aning, lik e when some one raises their thumb
to indic ate agreement.

Envir onment B involves the physical and psycholog ical aspects of the c ommunic ation ¢ ontext.

Eye contact D refers to the spe aker® gaze that engages the audienc e members. It can vary in degr ee
and length, and in man y cases, is cultur ally inf luenc ed.

Facial gestur es D involve using your fac e to display feelings and attitudes non verbally.
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Gestur es b involve using your arms and hands while ¢ ommunic ating.

lllustr ator B a nonverbal gestur e, such as a hand motion to emphasiz e or illustr ate a pointyou®e
making.

Kinesics D the study of body movements.

Nonverbal comm unica tion B the process of conveying a message without the use o fwords. It can
include gestur es and facial expr essions, tone of voice, timing, postur e and wher e you stand as you
communic ate.

Object -adaptor D involves the use of an object in a w ay for which i t was not designe d.
Paralanguag e b involves tone and non verbal aspects of speech that inf luenc e meaning, including
how loudl y or softly you are speaking, intensity, pausing, and even silence.

Space D in a nonverbal context, this me ans the space between objects and people.
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28 Introduction

Chapter 5 Larning Outomes

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 le ast five of the nine basic ¢ ognate str ategies in
communic ation.

3. Demonstr ate how to build a sample pr esentation b y expanding on the main poin ts you
wish to ¢ onvey.

4. Demonstr ate how to use struc tur al parts of any presentation.

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-
try. 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 velopment.

This chapter will help y ou consider ho w to or ganize the inf ormation to pr epare for a pr esentation.
While kno wledge on your topic is k ey to an ef fective presentation, do not under estimate the impor-
tanc e of or ganization.

Organization in an y presentation is help ful both to y ou and to y our audienc e. They will appr eciate
receiving the inf ormation 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. Y ou know your material. Y ou are pre-
pared and follow an outline. Y ou do not r ead a script or P owerPoint pr esentation, y ou do not memo-
rize every single word in or der (thoug h some parts 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 titis completely planned from
start to f inish, y et every word is not e xplici tly planne d, allowing f or some spon taneity and adaptation
to the a udienc e® needs in the momen t.

Your or ganization plan will ser ve you and your audienc e as a guide, and help you present a mor e
effective speech. Just as there is no substi tute f or pr actic e and preparation, ther e is no substitute f or
organization and an outline wheny ou need it the most: on stage.
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29 Rhetorial Situation

In the classic al tr adition, the ar t of 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 space and
time as a speaker to fulf ill y our r ole and, hopefull y, their e xpectations. Just as a group makes a
leader, an audienc e makes a speaker. By looking to y our audienc e, you shift your attention fr om an
internal f ocus (you) to an external (them /others ) emphasis. Several of the first questions an y audi-
ence member asks himself or herself ar e, @Vhy should | listen to y ou?0 @What does what you are say-
ing have to do wi th me 2?0 and Oiv does this help me 2?0 Geneating 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 content and
ways to communic ate your poin t.

The rhetoric al situation in volves thr ee elements: the set of expectations inher ent in the ¢ ontext,
audienc e, and the purpose o f your pr esentation (K ostelnick & R oberts, 1998). This means you need to
consider, in essence, the Owho, what, wher e, when, why, and howO d your spe ech fr om the audi-
ence® perspectiv e. Figure 5.1 belov demonstr ates the thr ee-par t set of expectations in the r hetori-
cal situation.
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Fig. 5.1 Context, Audienc e, and Purpose. Your pr esentation depends ony 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 orld. The space you®e
presenting in, the time o f day, and even the events going on in the w orld around y ou and your audi-
ence will af fect the de cisions y ou make in pr eparing f or your pr esentation.

Audien®

The receiver (i.e., listener or a udienc e) is one of the basic c omponen ts of communic ation. Y our audi-
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ence comes to y ou with e xpectations, prior kno wledge, and experienc e. They have a wide range of
characteristics lik e social class, gender, age, race and ethnici ty, cultur al background, and language
that make 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 how the y plan to use y our
information ? Giving attention to this aspe ct of the r hetoric al situation will allo w you to gain insig ht
into how to cr aft your message before you presentit.

Purpose

A presentation may be designed to inf orm, demonstr ate, persuade, motiv ate, or even entertain. The
purpose o f your spe ech is central to i ts formation. Y ou should be able to sta te your purpose in one
sentenc e or less, much lik e an effectiv e thesis statement in an essay.
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3Q Strategies for Soes

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 effective 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 Roberts outline se veral cognate str ategies, or w ays of fram-
ing, expressing, and representing a message to an audienc e, in Designing Visual Language: Strategies
for Professional Communicator s (Kostelnick & R oberts, 1998). The word GognateO efers to kno wl-
edge, and these str ategies are techniques to impar t kno wledge to y our audienc e. They help answ er
questions lik e ODoes the aidienc e understand ho w I@n arr anging my inf ormation 20 &Am | emphasiz-
ing my key points effectively?0 and Oblv does my expression and representation o f inf ormation ¢ on-
tribute to a r elationship wi th the a udienc e?O Thg can serve you to be tter anticipa te and me et your
audienc e® basic needs.

Table 5.1 summarizes the nine c ognate str ategies in r elation to Aristotle @ forms of rhetoric al proof; it
also provides areas on which to f ocus your attention as y ou design y our message.

Aristotle ® Forms of Rhetoric al Proof Cognate Str ategies Focus
¥ Tone ¥ Expression
¥ Emphasis ¥ Relevance
Pathos ¥ Engagement ¥ Relationship

¥ Clarity ¥ Clear understanding
Logos ¥ Conciseness ¥ Key poin.ts
¥ Arrangement ¥ Order, hierarchy, placement
¥ Credibili ty ¥ Character, trust
Ethos ¥ Expectation ¥ Norms and anticipa ted outc omes
¥ Reference ¥ Sources and frames of reference

Aristotle outline d thr ee main forms of rhetoric al proof: ethos, logos, and pathos. Ethos in volves the
speaker® character and e xpertise. Logos is the log ic of the spe aker® presentationNsome thing tha t
will be gr eatly enhanced by a good or ganizational plan. Aristotle discusse d pathos as the use of emo-
tion as a persuasiv e element in the spe ech (Wisse, J., 1998, or Othe amusing of emotions in the a udi-
enceOflyou use pathos in a str ategic way, you are following Aristotle & notion o f rhetoric al proof as
the available means of persuasion. | f logic and expertise don Ot mee the audienc e, a tragic pic tur e
may do so.
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The cognate str ategies are in many ways expr essions of these thr ee elements, but by focusing on
individual char acteristics, ¢ an work toward being mor e effectiv e in their pr eparation and pr esenta-
tion. Man y of these str ategies build on basic ide as of communic ation, such as v erbal and non verbal
delivery. By keeping tha t in mind, y ouQll be moe likely to see the connections and help y ourself or ga-
nize your pr esentation ef fectiv ely.

YouOll vant to ¢ onsider the ¢ ognate str ategies and how to addr ess each area to make your spe ech as
effective as possible, given your understanding o f the r hetoric al situation.
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31The 9 Cognate Sitegies

Tone

Your choic e of words, your clothing, y our voice, body language, the r hythm and c adence of your
speech, the use of space D these all contribute to the tone o fthe pr esentation. T one, or the gener al
manner o f expression of the message, will ¢ ontribute to the ¢ ontext of the pr esentation.

Emphasis

As the speaker, you need to c onsider ho w you place emphasisNstr ess, importance, or pr omi-
nenceNon some aspects of your spe ech, and how you lessen the impac t of others. Emphasis as a
cognate str ategy asks you to c onsider r elevance, and the degr ee to which y our focal point of atten-
tion c ontributes to or de tracts from your spe ech. You will ne ed to consider ho w you link ide as

thr ough tr ansitions, ho w you repeat and r ephrase, and how you place your poin ts in hier archical
order to addr ess the strategy of emphasis in y our pr esentation.
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Enggement

Engagement is the r elationship the spe aker forms wi th the an a udienc e. Engagement str ategies can
include e ye contact, movement wi thin y our spac e, audienc e participa tion, use o f images and even
the words 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

QClarity strategies help the r eceiver (audienc e) to de code the message, to understand i t quickl y and
completely, and when ne cessary, to r eact wi thout ambiv alenceO (Kstelnick, C. and Roberts, D., 1998.
Your w ord choic es and visual elements should be chosen c arefull y, and used toge ther appr opriately,
to ensur e you®e conveying the rig ht me aning. In Figure 5.2 below the image demonstr ates how dif fi-
cultitcan be to see dense graphics in a lar ge presentation setting.
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Figure 5.2. Presentation slide wi th too much inf ormation .

Being Concise

Being concise is part of being cle ar D it r efers to being brief and dir ect in the visual and v erbal deliv-
ery of your message, and avoiding unne cessary intric acy. It in volves using as many words as neces-
sary to get your message across, and no mor e. If you only have five to seven minutes, ho w will y ou
budget your time ? Being economic al with your time is a pr agmatic appr oach to ensuring tha tyour
attention, and the a ttention o f your audienc e, is focused on the poin t at hand.
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Arrangment

As the speaker, you will ga ther and pr esent inf ormation in some f orm. H ow that form f ollows the
function o f communic ating y our message involves strategically grouping inf ormation. QArrangement
means order, the or ganization o f visual (and verbal) elemen tsO (Kstelnick & R oberts, 1998) in ways
that allow the audienc e to corr ectly interpr et the struc tur e, hierarchy, and relationships among
points of focus in y our pr esentation.

Credibility

You will na tur ally develop a relationship wi th your audienc e, and the need to mak e trust an elemen t
is key to tha t development. The word @redibili tyO omes from the w ord @redenceO or belief. Credi-
bility involves your quali ties, capabilities, or po wer to elici t fr om the audienc e belief in y our char ac-
ter. Consider persuasiv e strategies that will appe al to your audienc e, build trust, and ¢ onvey your
understanding o f the r hetoric al situation.
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Expetation

Your audienc e, as weQOs addressed previously, will have inher ent expectations o f themsel ves and of
you depending on the r hetoric al situation. Expe ctations in volve the often unsta ted, eager anticipa-
tion o f the norms, r oles and outc omes of the spe aker and the spe ech.

Refeen@

No one person kno ws everything all the time a t any given moment, and no t wo people have experi-
enced lif e in the same w ay. For this r eason, use references carefully. Reference involves attention to
the sour ce and way you pr esent your inf ormation. The a udienc e wonOt gpect you to personall y

gather sta tistics and publish a stud vy, 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 Cerdlldea Statements

Speeches have traditionall y been seen to have one of thr ee broad purposes: to inf orm, to persuade,
and N well, to be honest, dif ferent words are used for the thir d kind o f speech purpose: to inspir e, to
amuse, to ple ase, or to enter tain. These br oad goals are commonl y known as a speech® general pur-
pose, since, in general, you are trying to inf orm, persuade, or en ter tain y our audienc e without

regard to specifically what the topic will be. P erhaps you could think o f them as appe aling to the
understanding o f the audienc e (informativ e), the will or ac tion (persuasive), and the emotion or ple a-
sure.

Now that you know your gener al purpose (to inf orm, to persuade, or to en tertain), you can start to
move in the dir ection o f the spe cific purpose. A spe cific purpose sta tement builds on 'y our gener al
purpose (to inf orm) and makes it mor e specific (as the name suggests). So if your first spe ech is an
informativ e speech, your gener al purpose will be to inf orm y our audienc e about a very specific
realm of knowledge.

In wri ting y our spe cific purpose sta tement, 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 cific purpose :

¥ You (your in ter ests, your backgr ound, past jobs, e xperienc e, education, major ),

¥ Your audience
¥ The context or setting.

Purpose and Centr al Idea Satements | 125



Figure 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 specific purpose sta tement, which will
be the foundation f or everything y ou say in the spe ech and a guide for what you do not say. This for-
mula will help y ou in put ting toge ther y our specific purpose sta tement:

To [ Specific Communic ation W ord (inform, e xplain, demonstr ate, describe,
define, persuade, convince, prove, argue)] my [Target Audienc e (my classmates, the members o f the
Social Work Club, my coworkers] T he Content (how to bak e brownies,

that Macs ar e better than PCs].

Example: The purpose o f my presentation is to demonstr ate for my coworkers the value of informe d
inter cultur al communic ation.
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Formulating a Cenétl Idea Statement

While you will not ac tuall y say your spe cific purpose sta tement during y our spe ech, you will ne ed to
clearly state what your focus and main poin ts are going to be. The statement that r eveals your main
points is commonl y known as the c entr al idea statement (or just the ¢ entr al idea). Just as you would
create a thesis statement for an essay or r esearch paper, the centr al idea statement helps f ocus your
presentation b y defining y our topic, purpose, dir ection, ang le and/or poin t of view. Here are two
examples:

Specific Purpose B To explain to m y classmates the ef fects of losing a pet on the elder ly.

Centr al Idea BDWhen elder ly persons lose their animal ¢ ompanions, the y can experienc e seri-
ous psycholog ical, emotional, and ph ysical effects.

Specific Purpose B To demonstr ate to m y audienc e the corr ect method f or cle aning a computer
keyboard.

Centr al Idea B Your computer k eyboard needs regular cle aning to func tion w ell, and you can
achieve that in f our e asy steps.
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33 Resarch

The foundational w ay to offer suppor t for the poin ts you make in your spe ech is by providing evi-
dence from other sour ces, which you will f ind by doing r esearch.

You have access to many sour ces of information: books in prin t or ele ctronic f ormat, interne t web-
pages, journal ar ticles in da tabases, and information fr om dir ect, primar y sour ces thr ough surveys
and inter views. With so many sources, information li ter acy is a vital skill f or business pr ofessionals.

The term OesearchOis a broad one, for which the M erriam-W ebster dic tionar y offers two basic def-
initions: studious inquir y or examination; espe cially: investigation or e xperimen tation aime d at the
discovery and interpr etation o f facts, revision of accepted the ories or la ws in the lig ht of new facts,
or pr actic al applic ation o f such new or r evised the ories or la ws. The mor e applic able meaning for
this chapter is the ¢ ollecting o f inf ormation about a par ticular subje ct. The first def inition g iven
refers, appropriately, to primar y research, which depends on primar y sour ces. The term Oprimar y
sourceO mans that the ma terial is f irst-hand, or str aight fr om the sour ce, so to speak.

Primar y sour ces: information tha tis first-hand or str aight fr om the sour ce; information tha t is
unfilter ed by interpr etation or e diting.

Secondary sour ces: information tha t is not dir ectly from the sour ce; information tha t has been com-
piled, filter ed, edited, or in terpr eted in some w ay.

Journalists, historians, biolog ists, chemists, psy cholog ists, sociolog ists, and others ¢ onduct primar y
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research, which is par t of achieving a doctor ate in one @ field and adding to wha t is called Othe
knowledge baseO

For your pr esentations, y ou mig ht use primar y sources as well. Let@ say you want to do a persuasiv e
presentation to ¢ onvinc e the public to w ear their se atbelts. Some o f the basic inf ormation y ou mig ht
need to do this is: ho w many people in the class don Ot wear seatbelts r egularly, and why they choose

not to.

You could conduct primar y research and conduct a survey to determine 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 getting inf ormation dir ectly from 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 initely do so as you progress in your discipline ). Additionall y, and
mor e commonl y, you will use se condary sour ces, which ar e articles, books, and w ebsites that are
compilations or in terpr etations o f the primar y sources.

As you pr epare your pr esentations, y our emplo yer or audienc e may have specific requir ements for
your sour ces. He or she mig ht r equir e a mix of sour ces in dif ferent formats. It is impor tant thatyou
note wher e you found y our inf ormation in y our pr esentation b a process called citation, or r eferenc-

ing.

Whenever possible, seek out orig inal sour ces for the inf ormation y ou will use N f or example, if y ou
are using statistics about the amoun t of steel produced in Canada per y ear, you would collect that
information fr om Statistics Canada . The next-best option is to f ind sour ces that are consider ed
trust worthy: academic journals, books, w ell-kno wn ne wspapers and magazines, and c ertain or gani-
zations.

College Libr aries Ontario ® Learning P ortal (https:// tlp-lpa.c alr esearch/ho w-to-r_esearch ) has a
compr ehensive guide on how 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 forésentations

Once youOe completed your r esearch, youOll bein to ¢ ollect your material in to a series of main
points by using an or ganizational model. Dif ferent models ar e used for dif ferent t ypes of pr esenta-
tions B youOll ned 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 tyour pr esentation.

Chronologial Rattern

Chronological always refers to time or der. Snce the specific purpose is about stages, i tis necessary
to put the f our stages in the rig ht or der. It would mak e no sense to put the f ourth stage second and
the thir d stage first. H owever, chronolog ical time ¢ an be long or shor t. If you are giving a pr esenta-
tion about the histor y of your company, that may cover years of decades. If your pr esentation is
about a pr oduct development cycle, it may only a few weeks or mon ths. The commonali ty is the
order of the inf ormation. Chr onolog ical speeches that r efer to pr ocesses are usually given to pr o-
mote understanding o fa process, or to pr omote ac tion and instruc tion.

Spatial Attern

Another c ommon thoug ht process is movement in spac e or dir ection, which is ¢ alled the spatial pat-
tern . With this pa ttern, the inf ormation is or ganized based on a place or space that the audienc e can
imagine (or GlecodeO) asily. A spatial-pa ttern pr esentation mig ht cover the r egional sales results for
an automotiv e manufactur er, from the e ast coast to the w est coast of Canada.

Topical Rattern/Rarts-of-thewhole Rttern

The topic al organizational pattern is pr obably the most all-purpose pa ttern, use d most o ften in
informational and persuasiv e presentations. Man y subjects will ha ve main poin ts that natur ally
divide in to: Otypes of O Okinds 5O €brts of,O or Gategories o f.O Other subjects natur ally divide i nto
(rarts of the whole. O hwever, you will w ant to k eep your c ategories simple, cle ar, distinc t, and at
five or fewer.

Another principle o f or ganization to think about when using topic  al organization is CclimaxO organi-
zation. That means putting 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/Effg Pattern

If the spe cific purpose men tions w ords such as @ausesQ @ig ins,0 @ots of,O Glndations,O kasisO
@rounds,O or €ourceOtiis a causal order; if i t mentions w ords such as @ffects,0 @sults,0 @utc omes,O
@onsequencesQ or Products,Otiis effect or der. If it mentions both, i t would of course be cause/
effect or der.

Problem-Solution &tern

The problem-solution pa ttern is most o ften used in persuasiv e presentations. The principle behind
problem-solution pa ttern 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 act, the first r eason is usually that some-
thing is wr ong!

A variation o f the pr oblem-solution pa ttern, and one tha t sometimes r equir es more in-depth e xplo-
ration o f an issue, is the Qoroblem-c ause-solution O patern. | n many cases, you canOt eally solve a
problem wi thout f irst iden tif ying what caused the pr oblem. This is similar to the or ganizational pa t-
tern c alled Monr 0oe® Motiv ated Sequence (German, Gronbeck, Ehninger & M onr oe, 2012).
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35 Outlining Your Resentation

You®@e now ready to pr epare an outline f or your pr esentation. T o be successful in y our pr esentation,
youOll ned two 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 ormation in y our pr esen-
tation. Our pr esentation outline will c onsist o f the content of what the audienc e will see and hear.
Eventuall y, you will mo ve away from this outline as y ou develop your materials and pr actic e your
presentation.

Your spe aking outline will ¢ ontain notes to guide y ou, and is usually not shar ed with 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 of
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. Attention Statement: an engaging or in ter esting statement that will c ause your audienc e to sit
up and tak e notic e.

2. Introduction: setting out y our gener al idea statement (LINK) and g iving the a udienc e an idea of
what to e xpect.

3. Body: This section ¢ ontains your r esearch, main poin ts and other r elevant inf ormation. | t will
follow your or ganizational pa ttern.

4. Conclusion: rei ter ating y our ide a statement, and/or includes a ¢ all-to-ac tion N wha t you want
the audienc e to do or think about f ollowing y our pr esentation.

5. Residual M essage: this is an optional se ction, but a po werful one. | t is the f inal message you
want the audienc e to remember.

You can use your pr esentation outline as a star ting poin t to de veloping y our spe aking outline. | t@ a
good ide a to make speaking notes to align wi th your main poin ts and visuals in e ach section.
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UNC Libraries Presentation P lanning W orksheet

Using Examples ande8arios

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 O showO the aidienc e what you
mean, an example is the OthingO tself, while a sc enario w ould include mor e detail about the
sequence or development of events. Scenarios also tend to be longer and mor e nuanced.

An @xample O ba sales target mig ht be: to sell 500 uni ts in 30 days. A €cenario O migt be describe d
as: Company A is selling vacuums to the A tlantic Canada r egion. They are trying to incr ease their
sales, and so have set a tar get of 500 uni ts in the r egion in 30 da ys, using a sales incentive program
for emplo yees and promoting a sale at loc al stor es.

A Word About Storytelling

Stor ytelling ¢ an be an effective way to convey your message to y our audienc e. Stories ar e a funda-
mental part of the human e xperienc e, and, if well-told, ¢ an resonate wi th listeners. Some o f the
most inspiring TEDT alks speakers use stor ytelling ef fectively in their pr esentations. You can find out
mor e about how to inc orpor ate stor ytelling te chniques in to pr esentations fr om the TEDT Alk speak-
ers dir ectly.

Read the following blog post fr om Nayomi Chibana (2015).

http:// 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 your or ganizational pa ttern, ha ve written y our
outline, and ar e ready to begin put ting y our pr esentation toge ther. But how will y ou connect your
main poin ts toge ther in a r elevant manner , so that your pr esentation appe ars fluid?

Transitions ar e words, phrases, or visual devices that help the a udienc e follow the spe aker® ideas,
connect the main poin ts to e ach other , and see the r elationships y ouQOe created in the inf ormation
you are presenting. T ransitions ar e used by the spe aker to guide the a udienc e in the pr ogression
from one signif icant ide a, concept or poin t to the ne xt issue. They can also show the r elationship
between the main poin t and the suppor t the spe aker uses to illustr ate, provide examples for, or ref-
erence outside sour ces. Depending y our purpose, tr ansitions ¢ an serve different r oles as you help
create the g lue that will c onnect your poin ts toge ther in a w ay the audienc e can easily follow.

Internal summaries :atype of connectiv e transition tha t emphasizes what has come before

and remind the a udienc e of what has been covered. Examples include; a s | have said, as we have
seen, as mentione d earlier, in any event, in other w ords, in short, on the whole, ther efore, to sum-
mariz e, as a result, as |0 noted previously, 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 ¢ ontent. Of we look ahead to, next w eQll gamine, now we can
focus our attention on, f irst w eOll look & then w eOll gamineEO «c.

Sign posts: atype of connectiv e transition tha t emphasiz es physical movement thr ough the spe ech
content and lets the audienc e know exactly wher e they are: stop and c onsider, we can now addr ess,
next I@ lik e to explain, turning fr om/to, another , this r eminds me of, | would lik e to emphasiz e.

Time: focuses on the chr onolog ical aspects of your spe ech order. Particular ly useful in a spe ech uti-
lizing a stor vy, this tr ansition ¢ an illustr ate for the a udienc e progression of time. Bef ore, earlier,
imme diately, in the me antime, in the past, la tely, later, meanwhile, no w, presently, shortly, simulta-
neously, since, so far, soon as long as, as soon as, & last, at length, a t that time, then, un til, af ter-
ward.

Compare/Con tr ast: draws a parallel or distinc tion be tween two ideas, concepts, or e xamples. It can
indic ate a common or div ergent area between points 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 Effect or R esult: illustr ates a relationship be tween two ideas, concepts, or e xamples and
may focus on the outc ome or r esult. It can illustr ate a relationship be tween points for the a udienc e.
As a result, be cause, consequently, for this purpose, ac cordingly, so, then, ther efore, ther eupon,

thus, to this end, f or this r eason, as a result, be cause, ther efore, consequently, as a consequence, and
the outc ome wasE
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Examples: illustr ates a connection be tween a point and an example or e xamples. You may find visual
aids work well wi th this t ype of tr ansition. | n fact, as we can see, after all, e ven, for example, for
instanc e, of course, specifically, such as, in the following e xample, to illustr ate my point.

Place: refers to a loc ation, o ften in a spatiall y organized speech, of one poin t of 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 toE

Clarifica tion : A clarif ication tr ansition r estates or fur ther de velops a main ide a or point. It can also
serve as a signal to a key point. To clarif y, that is, | me an, in other w ords, to put i t another w ay, that
is to say, to rephrase it, in or der to e xplain, this me ansg

Concession : indic ates knowledge of contr ary information. |1t 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, granted that,
while i t may appear that, natur ally, of course, | can see that, | admit that even thoug hE
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37 Conclusion

Returning to N aiomi@ 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 tement? Centr al Idea Satement?

¥ What would be an appr opriate pattern to use, base d on her pr esentation ®
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 .pr essbooksoub/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 .pr essbooksoub/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 .pr essbooksoub/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 .pr essbooksoub/commbuspr_ofcdn/?p=363
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Additional Resouces

Listen to Le adership spe aker Erin M eyer talk about the dif ference in communic ation st yles in dif fer-
ent societies. This pr esentation helps y ou deliv er your message explici tly thr ough words, rather than

thr ough feelings or assumptions. https:// youtu.be /90 YfhTCOIIQ

The commer cial site fr om Inc. magazine pr esents an article on or ganizing y our spe ech by Patricia
Fripp, former pr esident of the N ational S peakers Association. http:// www.inc.com/ar ticles /2000 /
1020844.h tml

Read a straightf orward tutorial on spe ech or ganization b y Robert Gwynne on this Univ ersity of Cen-
tral Florida site. http:// pegasus.cc.ucf.edu/~rbr okaw/or ganizing.h tml

View an eHow vide o on how 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? http:// www.ehow.com/vide o_4401082_or ganizing-
speech-par ts.html

Read mor e about how to outline a spe ech on this si te fr om John Jay College of Criminal Justic e.
http:// www.lib.jjay.cuny.edu/r esearch/outlining.h tml

Learn mor e about how to outline a spe ech fr om the Six Minutes public spe aking and pr esentation
skills blog. http:// sixminutes.dlugan.c om/2008 /0 2/29 /spe ech-pr eparation- 3-outline-e xamples

Glosary

Arr angement B means order, the or ganization o f visual (and verbal) elements.

Clarity b strategies that help the r eceiver (audienc e) to decode the message, to understand i t quickl y
and completely.

Concise b being brief and dir ect in the visual and v erbal deliv ery of your message.

Credibili ty B involves your quali ties, capabilities, or po wer to elici t fr om the audienc e belief in y our
character.

Emphasis D stress, importance, or pr ominenc eNon some aspects of your spe ech.

Engagement D the relationship the spe aker forms wi th the an a udience.

Expectations D involve the often unsta ted, eager anticipa tion o f the norms, r oles and outc omes of
the speaker and the spe ech.

Reference b involves attention to the sour ce and way you present your inf ormation.

Tone B choice of words, your clothing, y our voice, body language, the r hythm and ¢ adence of your
speech.
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PART VI

CHAPTER 6: DEVELOPING
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38 Introduction

Chapter 6 Larning Outomes

1. Identify the dif ferent methods o f speech deliv ery.

2. ldentify key elements in pr eparing to deliv er a speech.

3. Understand the benef its of delivery-r elated behaviors.

4. Utiliz e specific te chnigues to enhanc e speech deliv ery.
Abe has spent w eeks doing r esearch and cr afting a str ong, well-pr epared,
researched presentation. On the da y she gets in fr ont of the f inanc e team, she
makes a few mistak es because of ner ves. While she may view it as a comple te fail-
ure, her audienc e will have gotten a lot o f good inf ormation, and most lik ely wri t-
ten o ff her mistak es due to ner ves (surely they would be ner vous in the same

situation!).

Abe® colleague, Chris, on the other hand, does almost no pr eparation f or his pr esentation, but, being
charming and ¢ omfortable in fr ont of a crowd, smiles a lot while pr oviding vir tuall y nothing o f sub-
stance. The audienc e takeaway from Chris@ speech is, Ol have no idea what he w as talking aboutO and
other f eelings ranging fr om OH® good in fr ont of an audienc eO to Ol do®t trust himO

As you read this chapter , consider str ategies that Abe mig ht use to r educe her ner vousness, and
ways that Chris mig ht be better pr epared for his pr esentations.

Many surveys have shown that public spe aking is at the top o f the list o f fears for most pe ople N
sometimes, mor e high on the list than de ath. No one is afr aid of wri ting their spe ech or c onducting
the r esearch: people gener ally only fear the deliv ery aspect of the spe ech, which, ¢ ompar ed to the
amount of time y ou will put in to wri ting the spe ech (days, hopefull y), will be the shor test part of the
speech giving pr ocess (5-8 minutes, gener ally, for classr oom speeches). The irony, of course, is that
delivery, being the thing pe ople fear the most, is simultane ously the aspect of public spe aking that
will r equir e the least amount of time.

Watch this 15 minute TEDtalks vide o: Why People Fear Public Speaking with D ave Guin
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A YouTube element has been &cluded from this ver sion of the text. You can view it online her e:
https:// ecampusontario .pressbookspub/commbuspr ofcdn/?p=387

Chapter Peview

142 | Introduction



32 Methods of Resentation Blivery

The Importane of Celivery

Delivery is what you are probably most c on-
cerned about when i t comes to giving pr esenta-
tions. This chapter is designe d to help y ou give
the best deliv ery possible and elimina te some of
the ner vousness you mig ht be feeling. To do
that, you should f irst dismiss the m yth that
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 doesnOt neessarily
mean you must w ear a suit or Qdress upQbut it does me an making y ourself pr esentable by being well
groomed and wearing cle an, appropriate clothes. | t also me ans being pr epared to use language c or-
rectly and appr opriately for the a udienc e and the topic, to mak e eye contact with y our audienc e, and
to look lik e you know your topic v ery well.

While speaking has mor e formali ty than talking, i t has less formali ty than r eading. Speaking allows
for f lexibili ty, meaning ful pauses, eye contact, small changes in w ord order, 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 Resentation Blivery

There are four me thods o f deliv ery that can help you balance between too much and too li ttle for-
mality when giving a pr esentation.

Impromptu Speking

Impr omptu spe aking is the pr esentation o f a short message without ad vance preparation. You have
probably done impr omptu spe aking many times in inf ormal, c onversational se ttings. Self-in tr oduc-
tions in gr oup settings ar e examples of impr omptu spe aking: OH, my name is Steve, and I an
account manager O Another example of impr omptu pr esenting oc curs when y ou answer a question
such as, What did y ou think o f the r eport?0 ur r esponse has not be en preplanned, and you are
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construc ting y our ar guments and poin ts as you speak. Even worse, you mig ht find y ourself going
into a meeting and y our boss says, Ol vant you to talk about the last stage o f the pr oject. . . O and pu
had no warning.

The advantage of this kind o f speaking is that it@ spontaneous and responsive in an animated group
context. The disad vantage is that the spe aker is given little or no time to ¢ ontemplate the c entral
theme o f his or her message. As a result, the message may be disor ganized and dif ficult f or listeners
to follow.

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 inviting y ou to spe ak. Avoid making c ommen ts about being unpr epared,
called upon at 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 ¢ overing i t ade-
quately and at a pace your listeners ¢ an follow.

4. If you can use a structur e, using numbers if possible: OTwo main r easons . . O or @hr ee parts of
our plan. . .0 or Dwo side effects of this drug. . . O Timeline structur es are also effective, such as
(past, present, and futur e or East Coast, Mid west, and West CoastO

5. Thank the person again f or the oppor tunity to speak.

6. Stop talking (i tis easy to @amble on O when yu don Ot hae something pr epared). If in fr ont of an
audienc e, donOt kep talking as y ou move back to y our seat.

Impromptu pr esentations: the pr esentation o f a short message without ad vance preparation .
Impr omptu pr esentations ar e generally most suc cessful when the y are brief and f ocus on a single
point.

For additional ad vice on impr omptu spe aking, watch the f ollowing 4 minute vide o from Toastmas-
ters: Impromptu Speaking
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A YouTube element has been &cluded from this ver sion of the text. You can view it online her e:
https:// ecampusontario .pr esshookgpub/commbuspr_ofcdn/?p=389

Manuscript Resentations

Manuscript pr esentations are the word-f or-w ord iter ation o f a wri tten message. In a manuscript
presentation, the spe aker main tains their a ttention on the prin ted page except when using visual
aids. The advantage of reading fr om a manuscript is the e xact r epetition o f orig inal words. In some
cir cumstanc es this can be extr emely impor tant. For example, r eading a statement about y our or ga-
nization & legal responsibili ties to customers ma y requir e that the orig inal words be exact.

A manuscript pr esentation may be appropriate at a mor e formal af fair (lik e a report to shar eholders),
when your pr esentation must be said e xactly as written in or der to ¢c onvey the pr oper emotion or
decorum the si tuation deser ves.

However, ther e are costs involved in manuscript pr esentations. First, i t@ typically 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 with vocal expression and gestur es, the pr esentation tends to be dull. K eeping one & eyes
glued to the script pr events eye contact wi th the a udienc e. For this kind o f GtraightO manuscript
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presentation to hold a udienc e attention, the a udienc e must be alr eady inter ested in the message
and presenter bef ore the deliv ery begins.

It is worth noting tha t pr ofessional speakers, actors, ne ws repor ters, and poli ticians o ften r ead from
an autocue de vice, commonl y called a telepr ompter , especially when appe aring on tele vision, wher e
eye contact wi th the ¢ amera is crucial. Wi th pr actic e, a presenter ¢ an achieve a conversational tone
and give the impr ession of speaking extempor aneously and maintaining e ye contact while using an
autocue de vice. However, success in this me dium depends on t wo factors: (1) the presenter is
already an accomplishe d public spe aker who has le arned to use a conversational tone while deliv er-
ing a prepared script, and (2) the pr esentation is wri tten in a st yle that sounds ¢ onversational and in
spoken rather than wri tten, edited English.

Extempoan@us Pesentations

Extempor aneous presentations are carefully planned and rehearsed presentations, deliv ered in a
conversational manner using brief notes . By using notes r ather than a full manuscript, the e xtempo-
raneous presenter ¢ an establish and main tain eye contact wi th the a udienc e and assess how well
they are understanding the pr esentation as it pr ogresses. Without all the w ords on the page to r ead,
you have little choic e but to look up and mak e eye contact with your audienc e.

Watch the f ollowing 10 minute vide o of a champion spe aker pr esenting his e xtempor aneous speech:
2017 hternational Extempor aneous Seaking National Champion N Connor R othschild Speech
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A YouTube element has been &cluded from this ver sion of the text. You can view it online her e:
https:// ecampusontario .pr esshookgpub/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 know the spe ech well enough that you
don®t ned to r ead it. In addition, y our audienc e is likely to pay better attention to the message
because it is engaging both v erbally and nonverbally. It also allows flexibili 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 ephrase something at the last
minute or to adapttoy our audienc e, you can do so.

The disadvantage of extempor aneous presentations is tha tit in some c ases it does not allo w for the
verbal and the non verbal pr eparation tha t are almost always requir ed for a good spe ech.

Adequate pr eparation ¢ annot be achie ved the day before you®e scheduled to pr esent, so be aware
that if y ou want to pr esent a credibly delivered speech, you will ne ed to pr actic e many times.
Because extempor aneous presenting is the st yle used in the gr eat majori ty of business pr esentation
situations, most o f the inf ormation in the subse quent sections o f this chapter is tar geted toward this
kind o f speaking.
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Memorize Spaking

Memoriz ed speaking is the r ecitation o f a wri tten message that the spe aker has committed to mem-
ory. Actors, of course, r ecite fr om memor y whene ver the y perf orm fr om a script in a stage pla vy, tele-
vision pr ogram, or mo vie scene. When it comes to spe eches, memoriza tion ¢ an be useful when the
message needs to be exact and the spe aker doesn Ot vant to be ¢ onfined by notes.

The advantage to memoriza tion is tha t it 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 gestures. 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 aningful variations in
speech deliv ery, which ¢ an include the use o f pitch, tone, v olume, and pac €), gesture, and facial
expression, 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 start tr ying to ad lib, the ¢ ontrast in your style of delivery
will aler t your audienc e that something is wr ong. More frig htening ly, if you go comple tely blank dur-
ing the pr esentation, i t will be e xtr emely dif ficult to f ind y our plac e and keep going. Obviously,
memorizing a t ypic al seven-minute pr esentation tak es a great de al of time and ef fort, and if y ou
arenOt usd to memorizing, i tis very difficult to pull o ff. Realistic ally, you pr obably will not ha ve the
time ne cessary to give a comple tely memoriz ed speech. However, if you pr actic e adequately, your
approach will still f eel like you are being extempor aneous.
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40. Preparing br Your Delivery

Your audienc es, circumstanc es, and physical contexts for pr esenting will v ary, but will arise r egularly
in any business environment. Being pr epared to de al with dif ferent pr esenting si tuations will help
reduce anxiety you may have about giving a speech, so let® look at some common fac tors y ou need
to keep in mind as y ou pr epare for a typic al business pr esentation.

Using Lecterns : Lecterns add f ormali ty to the pr esentation si tuation, buti t can be tempting to hide
behind it. 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 appe arance of confidence.

Lar ge spaces: auditoriums 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 ¢ ards and visual aids
carefully, as your audienc e will be able to se e everything. | deally, arrive 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 vironmental factors may be
hard to control. Do your best to pr oject your voice without y elling, and choose loc ations tha t are
quiet and shelter ed, if possible.

Using a M icr ophone: you can avoid dif ficulties wi th micr ophones by doing a r ehearsal or test ahe ad
of time. Ensur e you enuncia te clearly and give a few inches be tween your fac e and the micr ophone.

Small A udience Size: A small audienc e will allo w for gr eater c ontact, but may invite in terruptions.
Deal with any questions poli tely and say youOll ty to answ er that question a t the end o f the pr esen-
tation. Or , set the agenda at 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 following w eb pages provide some addi tional ¢ oncepts and str ategies
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 @ur Celivery

There is no foolpr oof recipe for good deliv ery. You are a unique person, and y ou embod y dif ferent
experienc es and inter ests from others. This me ans you have an approach, or a style, that is effective
for you. It also me ans that your c oncern about wha t others think o f you can cause anxiety, even dur-
ing the most ¢ arefully researched and inter 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 day. You need to pr epare for your pr esentation in as r ealistic a simula tion as possible.
What follows are some general tips y ou should k eep in mind, but the y all essentiall y deriv e from one
very straight-f orward premise: Practic e your pr esentation bef orehand, at home or else wher e, the
way you will g ive it in person.

Practiee Your Resentation Out Loud

Practic e allows you to le arn what to say, when and how to say it, but i t also lets you know wher e
poten tial pr oblems lie. Since you will be spe aking wi th a normal v olume for your pr esentation, y ou
need to pr actic e that way, 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 well to the spok en medium. Pr acticing out loud allo ws you to actually hear wher e you have
trouble and fix it before getting up in fr ont of the audienc e.

Practiee Your Rresentation StandingoU

Since you will be standing f or your pr esentation (in all lik elihood), y ou need to pr actic e that way. As
we mention in mor e detail belo w, the default posi tion f or deliv ering a pr esentation is wi th your f eet
shoulder -wid th apart and y our kne es slightly bent. Practising this w ay will help de velop muscle
memor y and will mak e it feel mor e natur al when you are doing it for r eal.

Practie Your Resentation with an Audiemc

The best way to pr epare for the f eeling of having some one 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 say. 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 any parts that were unclear or pr oblems you
mig ht enc ounter when deliv ering it 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 of looking
around mor e often and making e ye contact wi th multiple pe ople in y our audienc e.

Practie Your Resentation for Time

YouOll lilely have a time limi t for pr esentation. As a rule o f thumb, plan to ha ve a 60-second ObufferO
at the end o f your pr esentation, in ¢ ase something goes wr ong. For example, if y our pr esentation is
set for 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 fyour pr esentation if ne eded. With all o f this in mind, pr actising at least
thr ee times at home will ensur e your pr esentation is pr operly time d.

Practiee Your Resentation by FilmingoMrself

There is nothing tha t gets you to change wha t you®e doing or ¢ orr ect a pr oblem quick er than se eing
yourself doing some thing y ou don Ot lile on vide 0. 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 that it 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.
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42 What to Db When [2livering Bur
Spech

The interpla 'y between the verbal 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 neither o ver-
dramatiz e your spe ech deliv ery behaviors nor do wnplay them. This is a balanc e achieved thr ough
rehearsal, trial and err or, and experienc e. One way to think o f thisis in terms o fthe Goldilocks par a-
digm: you don Ot vant 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
donOt mee their hands or f eet at all) looks unna tur al and unc omfortable, which ¢ an also distr act.
Just like Goldilocks, y ou want a deliv ery that is Ojust rightO This middle gr ound be tween too much
and too li ttle is a much mor e natur al approach to public spe aking deliv ery, which will be ¢ overed in
mor e detail in the f ollowing sections wher e we discuss aspects of your deliv ery and what you need
to think about while ac tually giving y our spe ech.

Watch the f ollowing 10 minute vide o: Use Body Language to Rck Your Next Presentation
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A YouTube element has been &cluded from this ver sion of the text. You can view it online her e:
https:// ecampusontario .pressbookspub/commbuspr ofcdn/?p=395

Hands: Use your hands as natur ally as you would in normal ¢ onversation. T ry to pay attention to
what you do wi th y our hands in r egular conversations and inc orpor ate that into your deliv ery. If
you®e not c omfortable wi th tha t, rest them on the le ctern or f old them in fr ont of your bod y.

Feet: stand shoulder -wid th apart, keeping your kne es slightly bent. If you are comfortable, tr y walk-
ing around a bit if spac e allows and it 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 give your pr esentation. An ything else will be a distr action. T urn
off any personal de vices (cell phones, table ts) so there are no interruptions.

Clothing: dress professionally, based on the cultur e of your or ganization. Avoid jewelry that could
make noise, uncomfortable shoes or any 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 element of your deliv ery. The general rule of
thumb is to aim f or 80 per cent of your total spe ech time be spen t making e ye contact wi th y our
audienc e (Lucas, 2015, p. 250Q.

Watch the f ollowing vide os for addi tional visual ad vice:

5 minute vide o: How to M ake Eye Contact W hen Presenting
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A YouTube element has been &cluded from this ver sion of the text. You can view it online her e:
https:// ecampusontario .pr essbookgpub/commbuspr_ofcdn/?p=395

8 minute vide o: Video For Practicing Ey e Contact ® FOUR Difficulty Levels
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A YouTube element has been &cluded from this ver sion of the text. You can view it online her e:
https:// ecampusontario .pr esshookgpub/commbuspr_ofcdn/?p=395

Volume: The volume you use should f it the siz e of the audienc e and the r oom.

Rate: How quickl y or slowly you say the w ords of your spe ech is the r ate. You especially will w ant to
maintain a good, deliber ate rate at the beg inning o f your spe ech because your audienc e will be ge t-
ting use d to y our voice.

Vocalized P auses: Everyone uses vocalized pauses to some degr ee, but not e veryone® are problem-
atic. This ob viously becomes an issue when the v ocalized pauses become distr acting due to their
overuse. ldentif y your own common v ocalized pauses and try to catch y ourself to beg in the pr ocess
of reducing y our dependenc e on them.

The items liste d above represent the major deliv ery issues you will w ant to be aware of when giving
a speech, butitis by no means an exhaustiv e list.

There is however, one final piec e of delivery advice. No matter ho w hard you pr actic e and how dili-
gentyou are in preparing f or your pr esentation, y ou are most lik ely going to mess up some aspe ct at
some point. That® normal. Everyone does it. The key is to not mak e a big deal about it 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 Ot
tell them ther e was a mistake.
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43 Conclusion

Good deliv ery is meant to augment your pr esentation and help ¢ onvey your inf ormation to the a udi-
ence. Anything tha t poten tiall y distr acts your audienc e means that fewer people will be inf ormed,
persuaded, or enter taine d by what you have said. Practicing y our pr esentation in an en vironment
that closely resembles the actual situation tha t you will be spe aking in will be tter pr epare you for
what to do and ho w to deliv er your speech when it really counts.

Returning to Abe @ story, wher e she felt w ell-pr epared but be came ner-
vous in the momen t of her pr esentation, wha t did y ou learn in this chap-
ter tha t mig ht be useful f or her (or for yourself ) related to last minute
nerves? What about Abe ® 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 with at least one aspect of deliv ery: voice, postur e, eye contact, distr acting
movement, vocalized pauses, etc. W hat do y ou strugg le with? Based on this chapter and wha tyou
have already experienc ed in class, what is y our biggest tak eaway about impr oving deliv ery?

Check your Uhderstanding

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 .pr esshookspub/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 .pr esshookspub/commbuspr_ofcdn/?p=397
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it online her e:
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Additional Resouces

Duarte, N. (2011). The seret struc tur e of great talks [ Video]. Retrie ved from https:// www.ted.com/
talks/ nancy duar te the se cret struc ture of gr eat talks s

Chapter Glosary

Extem por aneous pr esentations D carefully planne d and rehearsed presentations, deliv ered in a
conversational manner using brief notes.

Goldilocks par adigm B you don Ot vant 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.

Impromptu pr esentation B the presentation o f a short message without ad vance preparation.
Impromptu speaking b the presentation o f a short message without ad vance preparation.
Manuscript pr esentations b the word-f or-w ord iter ation o f a wri tten message.

Memorized speaking b the recitation o f a wri tten message that the spe aker has committed to mem-
ory.

Rate B how quickl y or slowly you say the w ords of your spe ech.
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Chapter Rfeenes

Tucker, B., & Barton, K. (2016). Exploring public speaking: 2nd r evision. Retrie ved
from http:// oer.galileo.usg.edu/c ommunic ation-te xtbooks/ 1
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44 Introduction

Chapter 7 Larning Outomes

Describe the func tions o f the spe ech to inf orm.

Provide examples of four main t ypes of speech to inf orm.

Articula te and demonstr ate an audienc e-c enter ed perspectiv e.

Provide and demonstr ate examples of ways to facili tate activ e listening.
Discuss and pr ovide examples of ways to inc orpor ate ethics in a spe ech.

o r WD R

Dhavit is passionate about the en vironment and is planning on using his kno wledge
to develop a speech to help mak e his colleagues more aware of the impac t people
are having on the w orld in terms o f pollution. As y ou read 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 of human c ommunic ation. Wi th e ach stor y you were sharing inf ormation,
but is sharing the same as inf orming ?

At some poin tin y our business c areer you will be ¢ alled upon to te ach someone something. It may
be a customer, coworker, or super visor, and in each case you are performing an inf ormative speech.
It is distinc t fr om a sales speech, or persuasiv e speech, in that your goal is to c ommunic ate the
information so tha t your listener understands. The inf ormativ e speech is one perf ormanc e youOll iye
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 flisteners. Onc e you master the ar t of the inf ormativ e speech, you may mix and match it
with other st yles and techniques.

Watch the f ollowing 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 &cluded from this ver sion of the text. You can view it online her e:
https:// ecampusontario .pr essbookspub/commbuspr ofcdn/?p=416

Chapter Peview
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45 Functions of therBsentation to Inform

Informativ 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 spe ech to inf orm, and y ou may choose to use
one or mor e of these func tions in y our spe ech. Let® take a look at the func tions and se e how the y
relate to the ¢ entr al objectiv e of facili tating audienc e understanding.

Shae

(BpeechOly Schill is shar ed under a CC BY license

The basic definition o f communic ation hig hlig hts the pr ocess of understanding and sharing me an-
ing. An inf ormativ e speech follows this def inition when a spe aker shares content and inf ormation
with an audienc e. As part of a speech, you wouldn Otypic ally be asking the audienc e to respond or
solve a problem. I nstead you@ be offering to shar e with the a udienc e some of the inf ormation y ou
have gather ed related to a topic.

Increase Wderstanding

How well does your audienc e grasp the inf ormation ? This should be a guiding questiontoy ou on
two levels. The first in volves what the y already knowRNor don Ot knevNabout y our topic, and wha t key
terms or ide as might be ne cessary for some one comple tely 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 fideas. The
audienc e will r espond to y our attention sta tement and hopefull y maintain in ter est, but ho w will y ou
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take your spe ech beyond superf icial coverage of content and effectively communic ate key relation-
ships that incr ease understanding ? These questions should ser ve as a challenge for your inf ormative
speech, and by looking at your spe ech from an audienc e-orien ted perspe ctiv e, you will incr ease your
ability to incr ease the audienc e® understanding.

Chang Rerceptions

How you per ceive something has e verything to do wi th a range of factors tha t are unique to y ou. We
all want to mak e sense of our w orld, share our experienc es, and learn that many people face the
same challenges we do. For instanc e, many people per ceive the pr ocess of speaking in public as a
significant challenge, and in this te xt, we 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 present your spe ech to inf orm, y ou may want to change the a udienc e member@® percep-
tions o f your topic. Y ou may present an inf ormative speech on air pollution and w ant to change
common per ceptions such as the ide a that most o f North Americ a® air pollution ¢ omes from priv ate
cars. You wonOt be asking peple to go out and v ote, or change their choic e of automobiles, buty 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 e® understanding, y ou may want to help the a udienc e mem-
bers gain skills. | f you are presenting a spe ech on how to mak e a meal from fr esh ingr edients, your
audienc e may thank y ou for not onl y the kno wledge of the k ey ingr edients and their pr eparation but
also the pr oduct available at the c onclusion. | 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 Intergtiation

When you share information inf ormall y, you often pr ovide your o wn perspe ctive and attitude f or
your own r easons. The speech to inf orm the a udienc e on a topic, ide a, or area of content is not
intende d to be a display of attitude and opinion.

The speech to inf orm is lik e the classroom setting in tha t the goal is to inf orm, not to persuade,

enter tain, displa y attitude, or cr eate comedy. If you have analyzed your audienc e, youOll be béter
prepared to de velop appr opriate ways to gain their a ttention and inf orm them on y our topic. Y ou
want to c ommunic ate thoug hts, ide as, and relationships and allo w each listener spe cifically, and the
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audienc e generally, to dr aw their o wn conclusions. The spe ech to inf orm is all about sharing inf or-
mation to me et the a udienc e® needs, not y our own.

Exposition

This relationship be tween inf orming as oppose d to persuading y our audienc e is often expressed in
terms o f exposition v ersus interpr etation.

Exposition me ans a public e xhibi tion or displa y, often e xpr essing a comple x topic in a w ay that
makes the relationships and ¢ ontent cle ar. The goal is to c ommunic ate the topic and ¢ ontenttoy our
audienc e in ways that illustr ate, explain, and r einforce the overall content 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 know|-
edge on it as you do. It is your r esponsibili ty to c onsider w ays to display the inf ormation ef fectiv ely.

Interpretation and Bias

Interpr etation in volves adapting the inf ormation to c ommunic ate a message, perspectiv e, or agenda.
Your insig hts and attitudes will guide y our sele ction o f material, wha t you focus on, and what 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 unreasoned 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 Ohabts of the mindO
because we come to r ely on them to mak e decisions. W hich is the be tter, cheapest, most e xpensive,
or the middle-pric ed product? People often choose the middle-pric ed product and use the belief Oif
it costs mor e it must be be tterO and the opposi te: Oif t is che ap it must not be v ery goodO). The mid-
dle-pric ed item, r egardless of actual pric e, is often per ceived as @ood enoug h.O 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 nottor ein-
force bias.

Point of View

Clearly no one can be comple tely objective and remove themsel ves from their o wn per ceptual
process. People express themselves and natur ally relate what is happening no w to wha t has hap-
pened to them in the past. Y ou are your own artist, but y ou also contr ol your cr eations.

Objectivi ty involves expr essions and per ceptions o f facts that are 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 ffice box blue? An objective
response would be yes or no, but a subje ctiv e response might sound lik e Well, it@ not r eally blue as
much as it is navy, even a bit of purple. O 8bjectivity involves expressions or per ceptions tha t are
modif ied, alter ed, or impac ted by your personal bias, e xperienc es, and background. I n an inf orma-
tive speech, your audienc e will e xpect you to pr esent the inf ormation in a r elativ ely objective form.
The speech should me et the audienc e® need as they learn about the ¢ ontent, not y our f eelings, atti-
tudes, or c ommentary on the c ontent.

Here are five suggestions to help y ou present 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 tive source and view. Give each equal time and r espectful ¢ onsider ation.
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Keep your audienc e in mind. N ot everyone will agr ee with every point or sour ce of evidenc e, but
diversity in your spe ech will ha ve mor e to offer everyone.

Keep who you represent 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 informativ e speech inc orpor ates the spe aker® point of view but not a ttitude or in terpr etation.
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46 Types of resentations to Inform

Speaking to inf orm may fall in to one o f several categories. The pr esentation to inf orm may be

an explanation,

areport,

a description,

or a demonstr ation o f how to do some thing.

K K K K

In the sections belo w each of these t ypes of inf ormativ e speech will be describe d.

Explanation

Have you ever listene d to a lectur e or speech wher e you just didn Ot geit? It wasnOt thayou werenOt
inter ested, at least not at first. Perhaps the pr esenter use d language you didn Ot understand or gave a
confusing e xample. Soon you probably lost in ter est and sat ther e, attending the spe ech in bod y but
certainly not in mind. An ef fective speech to inf orm will tak e a comple x topic or issue and e xplain it
to the a udienc e in ways that incr ease audienc e understanding.

No one lik es to feel left out. As the spe aker, it@ your r esponsibili ty to ensur e that this doesn Ot hap-
pen. Also know that to te ach someone something ne wRperhaps a skill that the y did not posses or a
perspectiv e that allows them to se e new connectionsNis a r eal gift, both to y ou and the audienc e
members. You will f eel rewarded because you made a dif ference and they will per ceive the gain in
their o wn understanding.

Watch the f ollowing 2 min ute video: Understand the Block chain in Two M inutes
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A YouTube element has been &cluded from this ver sion of the text. You can view it online her e:
https:// ecampusontario .pr esshookgpub/commbuspr_ofcdn/?p=420

Report

As a business communic ator, you may be called upon to g ive an informativ e report wher e you com-
munic ate status, tr ends, or r elationships tha t per tain to a spe cific topic. The inf ormative reportis a
speech wher e you or ganize your inf ormation ar ound k ey events, disc overies, or te chnic al data and
provide context and illustr ation f or y our audienc e. They may natur ally wonder, QVhy are sales up (or
down)?0 or What is the pr oduct le ader in y our lineup ?0 and wyu need to anticipa te their perspe ctive
and present the k ey information 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 visit a similar plac e? Describing inf ormation r equir es
emphasis on language tha t is vivid, ¢ aptur es attention, and e xcites the imag ination. Y our audienc e
will be dr awn to y our ef fectiv e use of color, descriptiv e language, and visual aids. An inf ormative
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speech that focuses description will be visual in man y ways. Use your imag ination to plac e yourself
in their perspe ctive: how would you lik e to have someone describe the topictoy ou?

Demonstation

You want to te ach the audienc e how to pr ogram the applic ations on a ne w smartphone. A demon-
strativ e speech focuses on clearly showing a pr ocess and telling the a udienc e impor tant details
about e ach step so that the y can imitate, repeat, 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 audienc e
mig ht gr asp the new inf ormation 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 tually do the task themsel ves? Regardless of the
sequence or pattern y ou will illustr ate or demonstr ate, consider ho w people fr om your anticipa ted
audienc e will r espond, and budge t addi tional time f or r epetition and clarif ication.

Chefs inform thr ough demonstr ation. Althoug h they make it seem easy, it is comple x and dif ficult.

Canadian chef Susur Lee by NAIT is lic ensed CC BY ND 2.0
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Informativ e presentations c ome in all siz es, shapes, and forms. The main goal in an inf ormative pre-
sentation is to inf orm, not to persuade, and tha t requir es an emphasis on cr edibili ty, for the spe aker

and the data or inf ormation pr esented.

Here are additional, mor e specific types of informativ e presentations:

K K K K K K K K K K K K K K«

Biogr aphical information

Case study results

Compar ativ e advantage results
Cost-benef it analysis results
Feasibility studies

Field stud y results

Financial tr ends analysis
Health, safety, and accident r ates
Instruc tion guidelines
Laborator y results

Product or ser vice orien tations
Progress reports

Research results

Technic al specifications

Depending on the si tuation, the a udienc e, and the specific inf ormation to be pr esented, any of these
types of presentation may be given as an explanation, a r eport, a description, or a demonstr ation.

In summar y, an informativ e speech may explain, r eport, describe, or demonstr ate how to do some-

thing.
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47 Adapting Yur Hesentation todach

Successfully delivering an inf ormativ e speech requir es adopting an a udienc e-c enter ed perspe ctiv e.
Imagine that you are in the audienc e. What would it tak e for the spe aker to c aptur e and maintain
your attention ? What would 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 ormation 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 world, every audienc e member w ould be in ter ested in y our topic. Unf ortunately, how-
ever, not everyone will be e qually inter ested in y our inf ormativ 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 you. Begin wi th your attention sta tement at the beg inning o f your spe ech and make 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 strategies 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 toy 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.

CappX Cambridge 2012 Participan tsO ly bobfamiliar shar ed under a CC BY license
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1. How Is dur Topic Relewant 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 | ¢ are about it? Relevance means that the inf ormation applies, r elates, or has signif-
icance to the listener . Find areas of common gr ound and build on them iny our pr esentation.

2. What W | 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 ormation the a udienc e
knows, brief ly reviewing it and then e xtending i t, illustr ating i t, and demonstr ating the impac t, you
inform them o f things the y didn Ot aleady know.

3. Why Ae You Interestel in This Dpic?

Your in ter est in y our topic is an e xcellent way to enc ourage your audienc e to listen. Y ou pr obably
selected your topic wi th your audienc e in mind, but also ¢ onsider ed your in ter est in the topic. W hy
did you choose it over other topics? W hat about y our topic ar oused your attention ? Did it stimula te
your curiosi ty? Did it make you excited about r esearching and pr eparing a speech on it? These ques-
tions will help y ou clarif y your in ter est, and by sharing the answ ers with your listeners, y ou will
stimula te excitement on their par t.

4. How Can | We the Kowladge or Skills ¥u Resent to Me?

In an informativ 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 individual$s capacity for pr actic al use of the
information, skill, or kno wledge. As a result of your spe ech, will y our listeners be able to do some-
thing ne w or understand a topic be tter?

5. What Is New about WhailwRopose to Resent?

People are natur ally attr acted to some thing ne w, unusual or unfamiliar Bbut we also like predictabil-
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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with the a udienc e. Present the kno wn elemen ts of your topic and then e xtend in to areas where less
is known, incr easing the ne w inf ormation as y ou progress. People will f eel comfortable wi th the
familiar , and be intrigue d by the unfamiliar .

6. Are You Going to Baxr Me?

You have probably sat thr ough your fair shar e of boring le ctur es where the speaker, teacher, or pro-
fessor talks at length in a r elatively monotone v oice, fails to alterna te his or her pac e, incorpor ates
few visual aids or just r eads from a PowerPoint show for an hour in a diml y lighted room. Recall how
you felt. Trapped? Tired? Did you wonder wh y you had to be ther e? Then you know what 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-
tance to listening or par ticipa ting, and be came tir esome. To avoid boring y our audienc e, speak with
enthusiasm, and c onsider w ays to gain, and k eep gaining, their a ttention. Y ou don Ot hge to be a
standup c omedian, however, to avoid being a boring spe aker.

Consider the question, O What® in it for me 20 fom the audienc e® perspective and plan to answ er it
specifically with vivid e xamples. If your pr esentation me ets their e xpectations and me ets their
needs, listeners ar e more likely to give you their a ttention.

You may also give some thoug ht and c onsider ation to the or ganizational principle and choose a
strategy that pr omises success. By organizing the inf ormation in in ter esting w ays within the time
frame, you can incr ease your ef fectiv eness.

7. Is This ©pic Really as Important ao¥ S& It Is?

No one wants to f eel like his or her time is being w asted. What is impor tant to y ou and what is
impor tant to y our audienc e may be two dif ferent things. T ake time and plan to r einforce in your
speech how the topic is impor tant to y our audienc e. Impor tanc e involves perceptions o f worth,
value, and usefulness.

Framing

The presentation o f inf ormation shapes attitudes and behavior. This is done thr ough framing and
content. Framing in volves placing an imag inary set of 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 omitted, inf luencing the stor y itself. W hat
lies wi thin the fr ame that we can see? What lies outside the fr ame that we cannot see?
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Setting 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 what or der. In giving a speech, you select the inf ormation and se t the agenda. You may
choose to inf orm the a udienc e on a topic tha t gets little 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 of framing your message is cultur e. Themes of independenc e, overcoming challeng-
ing cir cumstanc es, and hard-f ought vic tories may represent aspects of certain cultur es in the w orld.
If appr opriate for your topic, ¢ onsider loc alizing y our pr esentation to inc orpor ate cultur al values in
the r egion or nation o f your audienc e.

Additional Tips for Sues

Andrews, Andrews, and Williams (1999) offer eight ways to help listeners le arn. These are adapted
and augmented here.

1. Limit the Number of ®ails

While it may be tempting to include man y of the fac ts youOe found in y our r esearch, choose only
those tha t cle arly inform y our audienc e. You don Ot vant the a udienc e focusing on a long list o f facts
and details onl y to miss y our main poin ts.

2. locus on Clar Main Bints

Your audienc e should be able to disc ern y our main poin ts clearly the first time. Y ouOll outline them in
your in tr oduction and the y will listen f or them as y ou proceed. Connect suppor ting inf ormation to
your cle ar main poin ts to r einforce them, and pr ovide verbal cues of poin ts covered and poin ts to
come.
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3. Re Yourself

Talking too fast is a ¢ ommon e xpr ession of speech anxiety. One way to r educe your anxie ty level is
to pr actic e and know your inf ormation w ell. When you deliv er your spe ech, knowing y ou have time,
are well-pr epared, and are familiar wi th y our spe ech patterns will help y ou to pac e yourself mor e
effectiv ely.

4. Spek with Conern for Clarity

Not everyone speaks English as their f irst language, and e ven among English speakers, ther e is a
wide discr epancy in speaking style 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 consonants, especially 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. ke Restatement anddpetition

There is nothing wr ong wi th r estating main poin ts or r epeating k ey phr ases.

6. RPovide \fsual Reinforcement

As a speaker giving a pr epared pr esentation, y ou have the luxur y of preparing 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 effective.

7. Include Time for Questions

You canOt possiby cover all the inf ormation 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, buti tis mor e typical to ask listeners to
hold their questions un til the end.
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8. Look for Veys to Involve Listeners Actively

Instead of letting y our audienc e sit passively, motiv ate them to ge t involved in y our pr esentation.
You mig ht ask for a show of hands as you raise a question lik e, Olbw many of you have wonder ed
aboutE?0 You mig ht poin t out the windo w, encour aging your audienc e to notic e a weather pa ttern
or an example of air pollution. Ev en stepping away from the podium f or a moment can provide vari-
ety and incr ease adiv e listening.

To present a successful inf ormativ e speech, motiv ate your audienc e by making y our material 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 ®ur Spech to Inform

Now that youOe reviewed issues centr al to the suc cess of your inf ormativ e speech, ther e® no doubt
you want to get down to w ork. Here are five final suggestions to help y ou succeed.

1. Start with Whatod Know

Regardless of wher e you dr aw the inspir ation, i t@ a good strategy to star t with whatyou know and
work from ther e. YouOll be moe enthusiastic, helping y our audienc e to listen in tently, and youOll see
yourself time.

2. Considerour Audiene®Rior 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 socioe conomic sta tus, as well as your listenersO cultur e or language.

In the same w ay, when you prepare a speech in a business situation, do y our home work. Access the
company website, visit the loc ation and ge t to kno w people, and even call members o f the company
to discuss y our topic. The mor e information y ou can gather about y our audienc e, the better y ou will
be able to adapt and pr esent an effective speech.

3. Adapting Languagnd &hnial Terms

Define and describe the k ey terms f or your audienc e as part of your spe ech and substi tute c ommon
terms wher e appropriate. Your audienc e will en joy learning mor e about the topic and appr eciate
your c onsider ation as y ou present your spe ech.

4. Lsing Outside Information

Even if you think y ou know everything ther e is to kno w about y our topic, using outside sour ces will
contribute depth toy our speech, provide suppor t for your main poin ts, and even enhance your
credibili ty as a speaker. There is nothing wr ong wi th using outside inf ormation as long as y ou clearly
cite your sour ces and do not pr esent some one else® information as y our own.
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5. Pesenting Information Ethadly

Figure 7.1. Pesenting inf ormation e thic ally.

A centr al but o ften unspok en expectation o f the spe aker is that we will be e thic al. This means, fun-
damentally, that we perceive one another as human beings wi th common in ter ests and needs, and
that we attend to the ne eds of others as w ell as our own. An ethic al informativ e speaker expr esses
respect for listeners b y avoiding pr ejudic ed comments against any group, and by being honest about
the inf ormation pr esented, including inf ormation tha t may contr adict the spe aker® personal biases.
The ethic al speaker also admits it 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 t builds a he althy relationship wher e the
customer(s needs are met, ther eby meeting the salesperson & own ne eds. When pr esenting inf orma-
tion e thic ally, you must c onsider the f ollowing:

Reciprocity

Recipr ocity, 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 participa tion and ac tiv e listening. Communic ation in volves give and take, and in a
public spe aking setting, wher e the communic ation may be perceived as @ll to one, O dorOtdrget that
the audienc e is also communic ating in terms o f feedback wi th y ou. You have a responsibili ty to
attend to tha t feedback, and develop r ecipr ocity with y our audienc e. Without them, y ou don Ot hee a
speech.
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Mutuality

Mutuali ty means that you search for common 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 own, and taking steps to insur e the speech integrates 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 one® willingness to
examine div erse perspe ctiv es. Your audienc e expects you to state the truth as y ou per ceive it, with
suppor ting and clarif ying inf ormation to suppor t your position, and to spe ak honestly. They also
expect you to be open to their poin t of view and be able to negotia te me aning and understanding in
a construc tive way. Nonjudgmen talism may include taking the perspe ctiv e that being dif ferent is not
inher ently bad and that ther e is common gr ound to be f ound wi th each other .

Honesty

Honesty, or truthfulness, dir ectly relates to trust, a ¢ ornerstone in the f oundation o f a relationship
with your audienc e. Without i t, the building ( the r elationship ) would fall do wn. Without trust, ar 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 only choose the best inf ormation
to suppor t only your poin t and ignor e contrary or r elated issues, you may turn y our inf ormative
speech into a persuasiv e one with bias as a centr al featur e.

Respet

Respect should be pr esent thr oughout a spe ech, demonstr ating the spe aker® high esteem for the
audienc e. Respect can be defined as an act of giving and displa ying par ticular a ttention to the v alue
you associate with some one or a gr oup. Displays of respect include making time f or conversation,
not in terrupting, and e ven giving appr opriate eye contact during ¢ onversations.

Trust

Communic ation in volves sharing and tha t r equir es trust. T rust me ans the ability to r ely on the char-
acter or truth o f someone, that what you say you mean and your audienc e knows it. Acknowledging
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trust and its impor tance in your r elationship wi th the a udienc e is the first step in f ocusing on this
key char acteristic.

Avoid Exploitation

Finally, when w e speak ethic ally, we do not in tentionall y exploit one another . Exploitation me ans
taking ad vantage, using some one else for one ® 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 it, will le ad you to tr eat peo-
ple as objects. The tempta tion to e xploit others ¢ an be great in business si tuations, wher e a promo-
tion, a bonus, or e ven one® livelihood ar e at stake.

Suppose you are a bank loan officer. Whenever a customer ¢ ontacts the bank to inquir e about appl y-
ing for a loan, your job is to pr ovide an inf ormativ e presentation about the t ypes of loans available,
their r ates and terms. | f you are paid a commission base d on the number o floans you make and their
amounts and r ates, wouldn Ot pu be tempte d to enc our age them to borr ow the maximum amoun t
they can qualify for? Or per haps to tak e a loan with c onfusing terms tha t will end up ¢ osting much
mor e in fees and inter est than the customer r ealizes? Atter all, these pr actic es are within the la w;
arenOt the just par t of the w ay business is done ? If you are an ethic al loan officer, you realize you
would be e xploi ting customers if y ou tr eated them this w ay. You know it is mor e valuable to uphold
your long-term r elationships wi th customers than to e xploit 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 natur al expectations o f others and de velop healthier , more effective
speeches.

Sample InformativerBsentation

Here is a generic sample spe ech in outline f orm wi th notes and suggestions .

Attention Statement

Show a pictur e of a goldfish and a tomato and ask the a udienc e, @Vhat do these ha ve in common 20
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Introduction

1. Briefly intr oduce genetic ally modif ied foods.

2. State your topic and spe cific purpose: OMy speech today will inf orm y ou on genetic ally modif ied
foods that are incr easingly part of our f ood suppl yO

3. Introduce your cr edibili ty and the topic: OMy research on this topic has sho wn me tha t our f ood
supply has changed but man y people are unaware of the changes.O

4. State your main poin ts: Ofoday | 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.O

Body

1. Information. Pr ovide a simple e xplanation o f the genes, D NA and genetic modif ication in c ase
ther e are people who do not kno w about i t. Provide cle ar definitions o f key terms.

2. Genes and DNA. Provide arguments by generalization and a uthori ty.

3. Genome engineering 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) tomatoes were developed with

fish genes to mak e them r esistant to c old w eather, althoug h this t ype of tomato w as never mar-
keted.

5. Highlig ht other e xamples.

Conclusion

1. Reiterate your main poin ts and pr ovide synthesis, but do not in tr oduce new content.
2. State your r esidual message (what you want to a udienc e to remember most ). @Genetic ally modi-
fied foods are more common in our f ood supply than e ver beforeOQ

In preparing an inf ormativ e speech, use your kno wledge and consider the a udienc e® knowledge,
avoid unne cessary jargon, give credit to y our sour ces, and present the inf ormation e thic ally.

Preparing Your Speech to I nform | 183



49, Creating an InformativerBsentation

An informational pr esentation is ¢ ommon r equest in business and industr y. It@ the verbal and visual
equivalent of a written r eport. Informativ e presentations ser ve to pr esent specific inf ormation f or
specific audienc es for specific goals or func tions. T able 7.1 below describes f ive main par ts of a pre-
sentation to inf orm.

Table 71. Pesentation Components and Their Functions. L ists the five main parts or components of any
presentation (McLean, S., 2003.

Component Function

Attention Statement Raise inter est and motiv ate the listener

Intr oduction Communic ate a point and common gr ound

Body Address key points

Conclusion Summariz e key points

Residual M essage Communic ate centr al theme, mor al of stor y, or main poin t

Sample Sgeh Guidelines

Imagine that you have been assigned to give an informativ e presentation lasting f ive to seven min-
utes. Follow the guidelines in T able 7.2 below and apply them to y our pr esentation.

Table 72. Sample speech guidelines. Seven &y items.
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Topic

Purpose

Audience

Suppor ting
Materials

Organization

Intr oduction

Conclusion

Delivery

Choose a product or ser vice that in ter ests you (if y ou have the option o f choic e€) and report
findings in y our spe ech. Even if you are assigned a topic, f ind an aspect or ang le thatis of
inter est to r esearch.

Your gener al purpose, of course, is to inf orm. But you need to formula te a mor e specific pur-
pose statement that expresses a point you have to make about y our topicN what you hope to
accomplish in y our spe ech.

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 attitudes to ward or concerns about i t. Consider ho w this may affect
the way that you will pr esent your inf ormation.

Using the inf ormation gather ed in your search for inf ormation, de termine wha t is most w or th-
while, in ter esting, and impor tant to include iny our speech. Time limi ts will r equir e that you be
selective about what you use. Use visual aids!

¥ Write a centr al idea statement that expresses the message, or point, that you hope to ge t
across to your listeners in the spe ech.

¥ Determine the t wo to thr ee main poin ts that will be ne eded to suppor t your central idea.

¥ Finally, prepare a comple te sentenc e outline o f the bod y of the spe ech.

Develop an opening tha t will

1. getthe attention and in ter est of your listeners,
2. express your central idea or message,
3. lead into the bod y of your spe ech.

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.

The speech should be deliv ered extempor aneously (not r eading but spe aking), using spe aking
notes and not r eading fr om the manuscript. W ork on maximum e ye contact with y our listen-
ers. Use any visual aids or handouts tha t may be helpful.

Informativ e presentations illustr ate, explain, describe, and instruc t the audienc e on topics and

processes.
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5Q Conclusion

After r eading this chapter , and returning to D havit® challenge r elated to
the development of an informa tional pr esentation on the en vironment,
how mig ht Dhavit ensur e that he communic ates his message to best
inform 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 Kowlaelge

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 .pr essbooksgpub/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 .pr essbooksgpub/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 .pr essbooksgpub/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 .pr essbooksgpub/commbuspr _ofcdn/?p=428

186 | Conclusion



Additional Resouces

Great Canadian Speeches https:// greatc anadianspeeches.ca

For inf ormation on adapting y our speech for an audienc e or audienc e members wi th spe cial needs,
explor e this inde x of resources compile d by Ithaca College. http:// www.ithac a.edu/wise /disabili-
ties/

Visit this si te for a list inf ormativ e topics f or a business speech. http:// smallbusiness.chr on.com/
ideas-inf ormativ e-spe ech-topics-business-81465.h tml

Glosary

Atten tion S tatemen t D raise inter est and motiv ate the listener .

Bias B an unreasoned or not-w ell-thoug ht-out judgmen t.

Body D address key points.

Conclusion B summarize key points.

Describing B using information tha t r equir es emphasis on language that is vivid, ¢ aptur es attention,
and excites the imag ination.

Demonstr ation B focuses on clearly showing a pr ocess and telling the a udienc e impor tant details
about each step so that the y can imitate, repeat, or do the ac tion themsel ves.

Exploi tation B means taking ad vantage, using some one else® story or situation f or your own pur-
poses.

Exposition B a public exhibition or displa y, often expressing a comple x topic in a w ay that makes the
relationships and ¢ ontent clear.

Honesty D or truthfulness, dir ectly relates to trust, a ¢ ornerstone in the f oundation o f a relationship
with your audience.

Informati ve presentations B focus on helping the a udienc e to understand a topic, issue, orte ch-
nigue mor e clearly.

Informative report B a speech wher e you or ganize your inf ormation 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 B involves adapting the inf ormation to c ommunic ate a message, perspective, or
agenda.

Intr oduction B communic ate a point and common gr ound.

Mutuali ty B means that you search for common 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 B underlines the ne ed to be open-minde d, an expr ession of one® willingness to
examine div erse perspectiv es.

Obijecti vity D involves expressions and per ceptions o f facts that are free from distor tion b y your
prejudic es, bias, feelings or in terpr etations.
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Recipr ocity D a relationship o f mutual e xchange and in ter dependenc e.

Residual messag e B communic ate the c entr al theme or main poin t.

Respect D defined as an act of giving and displa ying par ticular a ttention to the v alue you associate
with some one or a gr oup.

Trust B means the ability to r ely on the char acter or truth o f someone, that what you say you mean
and your audienc e knows it.

Chapter Rfeenes
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PART VIII

CHAPTER 8: PRESENTIONS TO
PERSUADE
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51Introduction

Chapter 8 Larning Outomes

Identif y and demonstr ate how to use six principles o f persuasion.

Describe similari ties and dif ferences between persuasion and motiv ation.

Identif y and demonstr ate the ef fective use of five functions o f speaking to persuade.
Label and discuss thr ee componen ts of an argument.

Identif y and provide examples of emotional appe als.

Demonstr ate the impor tance of ethics as part of the persuasion pr ocess.

o gk WD R

Dhavit is passionate about personal he alth and w ellness and is planning on using
his knowledge to de velop a speech to help persuade some f ellow colleagues to
stop smoking cigar ettes. As you read 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-
pleNincluding pe ople you have never met and ne ver will me etNwant
something fr om you? When you watch tele vision, advertisemen ts reach
out for your attention, 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 are sur-
rounded, even inunda ted by persuasive messages. Mass and social media
in the 21st centur y have had a significant effect on persuasiv e communic ation tha t you will ¢ ertainly
recognize. This chapter is about ho w to c ommunic ate wi th persuasion and ho w to c onvince others

to consider y our poin t of view.
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52 Principles of Brsuasion

Persuasion is an act or pr ocess of pr esenting ar guments to mo ve, motiv ate, or change y our audi-
ence. Persuasion can be implici t or e xplici t and c an have both posi tive and negativ e effects. In this
chapter the impor tance of ethics will ¢ ontinue d to be r eviewed, especially related to pr esenting
motiv ational ar guments to y our audienc e so that the y will ¢ 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 tit involves the force, stimulus, or inf luence to bring
about change. Persuasion is the pr ocess, and motiv ation is the ¢ ompelling stimulus tha t encourages
your audienc e to change their beliefs or beha viour, to adopt y our posi tion, or to ¢ onsider y our ar gu-
ments.

Principles of Brsuasion

What is the best w ay to suc ceed in persuading y our listeners? Ther e is no one Gorr ectO ansver, but
many experts have studie d persuasion and obser ved what works and what doesn Ot. Social psgholo-
gist Robert Cialdini (2006 ) offers us six principles o f persuasion tha t are powerful and ef fectiv e:

1. Recipr ocity
2. Scarcity

3. Authori ty
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4. Commitment and c onsistency

5. Consensus

6. Liking

Reciprocity

Recipr ocity is the mutual e xpectation f or exchange of value or service. In
all cultur es, when one person g ives something, the r eceiver is expected
to r ecipr ocate. If you are in customer ser vice and go out o f your w ay to
meet the customerOs need, you are appealing to the principle o f recipr oc-
ity with the kno wledge that all humans per ceive the need to r ecipr o-

cateNin this ¢ ase, by incr easing the lik elihood o f making a pur chase from you because you were
especially helpful. Recipr ocity builds trust and the r elationship de velops, reinforcing everything
from personal to br and loyalty. 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.

Saurcity

You want what you canOt hae, and it® universal. People are natur ally
attr acted to the e xclusive, the rare, the unusual, and the unique. | fthey
are convinced that the y need to act now or i t will disappe ar, they are
motiv ated to action. Scarcity is the per ception o f inade quate supply or a
limi ted resource. For a sales representativ e, scarcity may be a key selling

poin tNthe par ticular ¢ 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 de cision. 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 shift fr om contemplation 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 part of the pr ocess, but an endorsemen t by an
authori ty holds cr edibili ty that no one wi th a vested inter est can ever
attain. Kno wledge of a product, field, 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 fauthori ty. It may seem lik e extr a work to educate your customers, buty ou need to r eveal
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your e xper tise to gain cr edibili ty. Reading the manual o f a product is not suf ficient to gain e xper-
tiseNyou have to do e xtr a homework. The principle o f authori ty involves referencing e xperts and
expertise.

Commitment and Consistency

People lik e to have consistenc y in what is said to them or in wri ting.
Therefore, itis impor tant that all commitmen ts made are honor ed at all
times.

Consensus

Testimonials, or f irst person r eports on experienc e with a product or

service, can be highly persuasive. People often look to e ach other when

making a pur chase decision, and the her d mentality is a powerful f orce

across humanity. Leverage testimonials fr om clien ts to attr act mor e

clients by making them par t of your te am. The principle o f consensus
involves the tendenc y of the individual to f ollow the le ad of the gr oup or pe ers.

Liking

We tend to be attracted to pe ople who c ommunic ate to us tha t they like
us, and who mak e us feel good about oursel ves. Given a choice, these are
the pe ople with 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 recipr ocity, scarcity, authori ty, commitment and c onsistenc y, consensus, and liking.

Watch the f ollowing 12 min ute RSA animated video; The Science of Rersuasion
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A YouTube element has been &cluded from this ver sion of the text. You can view it online her e:
https:// ecampusontario .pr essbookgpub/commbuspr_ofcdn/?p=5 44
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53 Presentations thatgdPsuade

Persuasive presentations have the following f eatur es, they:

Stimulate

When you focus on stimula tion as the goal o f your speech, you want to r einforce

existing beliefs, in tensify them, and bring them to the f orefront. By presenting

facts, you will r einforce existing beliefs, in tensif y them, and bring the issue to the
surface. You mig ht consider the f oundation o f common gr ound and c ommonl y held beliefs, and then
intr oduc e information tha t a mainstr eam audienc e may not be aware of that suppor ts that common
ground as a strategy to stimula te.

Convin@

In a persuasive speech, the goal is to change the a ttitudes, beliefs, v alues, or
judgments of your audienc e. If we look back at the ide a of motiv e, in this
speech the pr osecuting a ttorne y would tr y to convince 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 facts, all with the goal to ¢ onvince the jury to belie ve or find 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. Y our goal is
to get them to agr ee with your position, so y ou will ne ed to plan a r ange of poin ts and examples to
get audienc e members to ¢ onsider y our topic.

Include a Call to Action

Figure 8.1 belov shows the OReduce, reuse, recycle, repeatO slogan. The ecycle
movement is one o f the most suc cessful and persuasiv e call to action c ampaigns
of the past t wenty or mor e years in Canada (Babooram & Wang, 2007).
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Figure 8.1 Reduce, reuse, recycle, repeat slogan.
(Reduce-r euse-r ecycle-r epeatO ly Phil Gibbs is shar ed with 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 inter est, reinforce and accentuate beliefs, or ¢ onvince them of 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 at Toyota for example, you mig ht include the ¢ oncept that the
pur chase of a Prius hybrid model is a ¢ all to action against issues o f global warming r elated to f ossil
fuel consumption. The e conomics, e ven at curr ent gas pric es, might not c ompletely justif y the dif-
ference in pric e between a hybrid and a non-h ybrid ¢ ar. However, if you as a salesperson can make a
convincing ar gument that 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 that focuses 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 with the solutions.

Solutions lead us to considering the goals o f action. These goals addr ess the question, OWhat do |
want the a udienc e to do as a result of being engaged by my speech?0 The goals action include
adoption, disc ontinuanc e, deterr ence, and continuanc e.

Adoption means the speaker wants to persuade the a udienc e to tak e on a new way of thinking, or
adopt a new ide a. Examples could include bu ying a new product, or de ciding to dona te blood. The
key is that the audienc e member adopts, or tak es on, a new view, action, or habi t.
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Discontin uance involves the speaker persuading the a udienc e to stop doing some thing wha t they
have been doing. Rather than tak e on a new habit 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 action tha t focuses on persuading the a udienc e not to star t something if the y
havenOt aleady started. The goal of action w ould be to de ter, or encour age the audienc e members to
refrain fr om star ting or ini tiating the beha vior.

Finally, with contin uance, the speaker aims to persuade the a udienc e to continue doing wha t they
have been doing, such as keep buying a product, or staying in school to ge t an education.

A speaker may choose to addr ess more than one o f these goals of action, depending on the a udienc e
analysis. If the audienc e is largely agreeable and suppor tive, you may find c ontinuanc e to be one
goal, while adoption is se condary.

Goals in call to action spe eches serve to guide y ou in the de velopment of solution steps. Solution
steps involve 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 Considation

In a speech designed 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 may hold vie ws that are hostile in
relation to y ours, or per haps they are neutr al and simply curious about y our topic. R eturning to the
Toyota salesperson e xample, you mig ht be able to ¢ 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 are the
equivalent of a bonus, including hig h gas mileage. You mig ht describe tax inc entiv es for ownership,
maintenanc e schedules and costs, and resale value. Your ar guments and their suppor t aim at

incr easing the audienc e® consider ation o f your posi tion. Y ou wonOt be asking ér action in this pr e-
sentation, but a ¢ orr esponding incr ease of consider ation may lead the customer to tha t pointata
later date.

Develop ®lerance of Alternate Brspetives

Finally, you may want to help y our audienc e develop toler ance of alterna te perspe ctives and view-
points. 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 that model. As you listen, and do y our inf ormal audienc e analysis, you
may learn that 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 that the Quumph O pu feel as you start 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 parts and less fric tion than a ¢ 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-
tives. By starting 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, convince, call to action, incr ease consider ation, or
develop toler ance of alterna te perspe ctiv es.
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54 Making An Agument

When people argue, they are engaged in conflict and i t@ usually not pr etty. It sometimes appe ars
that way because people r esort to fallacious ar guments or false statements, or the y simply do not
tr eat each other wi th r espect. They get defensive, try 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 points, suppor ting e ach
point wi th appr opriate sour ces. You will w ant to g ive your audienc e every reason to per ceive you as
an ethic al and trust worthy 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 that does not mak e them def ensive. Contribute to y our cr edibili ty by
building sound ar guments and using str ategic arguments wi th skill and planning.

Stephen T oulmin @ (1959 rhetoric al strategy focuses on thr ee main elements, shown in T able 8.1 as
claim, data, and warrant.

Table 8.1 Rhetorical strategy.

Element Description Example

Claim Your statement of belief or truth It is impor tant to spay or neutery our pet.

Data Your suppor ting r easons for the claim Millions o f unwanted pets are euthaniz ed annually.
Warr ant You cr eate the c onnection be tween Pets that are spayed or neuter ed do not r eproduce,

the claim and the suppor ting r easons  preventing the pr oduction o f unwanted animals.

This thr ee-par t r hetoric al strategy is useful in tha t it makes the claim e xplici t, clearly illustr ating the
relationship be tween the claim and the da ta, and allows the listener to f ollow the spe aker® 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 that claim or vie wpoin t. The warrant often addr esses the inher ent and o ften unspok en
question, OWhy is this data so impor tant to y our topic?O and helps you illustr ate r elationships
between information f or your audienc e. This model c an help you clearly articula te it for 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 we experi-
ence as a feeling. Our f eelings or emotions dir ectly impact our o wn poin t of view and r eadiness to
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communic ate, but also inf luence how, why, and when w e say things. Emotions inf luence not only
how you say what you say, but also how you hear and what you hear. At times, emotions ¢ 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 getting tir ed, often to the poin t of rejection, o f hearing messages that attempt to elici t an
emotional r esponse. Emotional appe als can wear out the a udienc e® 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 story of someone you do not kno w, if the inclusion o fthat
story causes you to lose ¢ ontr ol. While i t@ impor tant to discuss r elevant and some times emotionall y
dif ficult topics, y ou need to assess your own 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 angry or distr aught because you are really not r eady to discuss an issue y ouOe selected.

Now that youOe consider ed emotions and their r ole in a speech in gener al and a speech to persuade
specifically, it@ impor tant to r ecogniz e the principles about emotions in ¢ ommunic ation tha t serve
you well when spe aking in public. De Vito (2003) offers five 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 Ae Lhiversal

Emotions ar e a part of every conversation or in ter action tha t you have. Whether or noty ou con-
sciously experienc e them while ¢ ommunic ating wi th y ourself or others, the y influence 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 ¢ ontent of the message and the emotions tha tinf lu-
ence how, why, and when the ¢ ontent is communic ated.

Expression of emotions is impor tant, but r equir es the thr ee Ts: tact, timing, and trust . If you find you
are upset and at risk o f being less than diploma tic, or the timing is not rig ht, or y ou are unsure about
the level of trust, then ¢ onsider whe ther y ou can effectively 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 Ae Communiated 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 part of your message, but the non-
verbal cues, including inf lection, timing, spac e, and paralanguage can modif y or contr adict your
spoken message. Be avare that emotions ar e expressed in both w ays and pay attention to ho w ver-
bal and non verbal messages reinforce and complemen t each other .

Emotional Expesion Can Be Good and Bad

Expressing emotions ¢ an be a healthy activi ty for a relationship and build trust. I t can also break
down trust if e xpression is not c ombine d with judgmen t. We@e all dif ferent, and w e all experienc e
emotions, but ho w we express our emotions to oursel ves and others ¢ an have a significant impac t
on our r elationships. Expr essing frustr ations may help the a udienc e realize your poin t of view and
see things as the y have never seen them bef ore. However, expr essing frustr ations ¢ ombine d with
blaming ¢ an generate defensiveness and decrease effectiv e listening. W hen you®@e expr essing your-
self, consider the a udienc e® point of view, be specific about y our c oncerns, and emphasiz e that your
relationship wi th your listeners is impor tanttoy ou.

Emotions Ae Often Contagious

It is impor tant to r ecogniz e that we influenc e each other wi th our emotions, posi tively and nega-
tively. Your emotions as the spe aker can be contagious, so use your enthusiasm to r aise the level of
inter est in y our topic. Con versely, you may be subject to Ccatching® emotions fr om your audienc e.

Making An Argument | 203



In summar y, everyone experienc es emotions, and as a persuasiv e speaker, you can choose how to
express emotion and appe al to the a udienc e® emotions.

Elewator Spech

An elevator spe ech is to or al communic ation wha t a Twi tter message (limi ted to 140 characters) is to
wri tten communic ation. An ele vator spe ech is a presentation tha t persuades the listener in less than
thir ty seconds, or ar ound a hundr ed words.

Creating an Eleator Spech

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 pitch and should not ge t bloated with too much inf ormation. The ide a is not to r attle off as
much inf ormation as possible in a shor t time, nor to presen t a memoriz ed thir ty-se cond advertising
message, but rather to g ive a relaxed and genuine Onutshell® summary of one main ide a. The empha-
sis is on brevity, but a good ele vator spe ech will addr ess several key questions:

1. What is the topic, pr oduct 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 ¢ ompetition and wha t are your ad vantages?

The following ar e the five key parts of your message:

¥ Attention Statement B Hook + information about y ou
¥ Introduction B W hat you offer

¥ Body P Benefits; what@® in it for the listener

¥ Conclusion B Example tha t sums it up

¥ Residual M essage D Call br action

Example:

Person youQg just met: How are you doing ?

You: I@n 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 youQe just met: Very well thanks, wha t brings y ou to this ¢ onference?
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You: Glad you asked. I@& with (X Company) and we just r eceived this ne w (product x)Nit is amazing. I t
beats the c ompetition hands do wn for a thir d of the pric e. Smaller, faster, and less expensive make it
a winner . It@ already a sales leader. Hey, if you know 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 ¢ onference? [be a good
listener ]

You often don Ot knev when oppor tuni ty to inf orm or persuade will pr esent itself, but wi th an ele va-
tor spe ech, you are prepared!
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55 Spaking Ethially and Aoiding Rllacies

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 tentional bias, briber y, and even
coercion. Each element r elates to persuasion, but in distinc t ways. We can recogniz e that each of
these elements in some w ays has a negativ e connota tion associa ted with it. Why do you think tha t
deceiving y our audienc e, bribing a judge, or ¢ oercing pe ople to do some thing against their wishes is
wrong? These tactics viola te our sense o f fairness, fr eedom, and ethics.

Manipula tion involves the management of facts, ideas or points of view to play upon inher ent inse-
curi ties or emotional appe als to one ® own advantage. Your audienc e expects you to tr eat them wi th
respect, and deliber ately 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, partial truths, or the omission o f relevant inf or-
mation to de ceive your audienc e. No one lik es to be lied to, or made to belie ve something tha t is not
true. De ception ¢ an involve intentional bias, or the sele ction o f inf ormation to suppor tyour position
while fr aming negativ ely any inf ormation 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 that misle ads your
audienc e.

Coercion is the use of power to c ompel action. Y ou make someone do something the y would not
choose to do fr eely. While you may raise the issue that the ends justif y the me ans, and you are
Q@loing it for the a udienc e® own good, O ecogniz e the une thic al natur e of coercion.

Eleven Bints for Spaking Ethially

In his book Ethics in H uman Communication Johannesen (1996) offers eleven points to ¢ onsider
when spe aking to persuade. H is main poin ts reiter ate many of the poin ts across this chapter and
should be kept in mind as y ou prepare, and present, your persuasiv e message.

Do not:

¥ use false, fabric ated, misrepresented, distor ted or irr elevant evidenc e to suppor t arguments or
claims

intentionall y use unsuppor ted, misleading, or illog ical reasoning

represent yourself as inf orme d or an GexpertO on a subject when y ou are not

use irr elevant appeals to div ert attention fr om the issue at 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 tis actually not r elated

¥ deceive your audienc e by concealing your r eal purpose, by concealing self-in ter est, by conceal-

K K K K

ing the gr oup you represent, or by concealing your posi tion as an advocate of a viewpoin t

¥ distor t, hide, or misr epresent the number , scope, intensity, or undesir able featur es of conse-
quences or effects

¥ use @motional appe alsO tha 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 certainty wher e tentativeness 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 integri 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 ethos, or cr edibili ty, as you present 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 its own meri ts. Deception, ¢ oercion, in tentional bias, manipula tion and briber y should have
no place in your speech to persuade.
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Avoiding Rllacies

Fallacies are another w ay of saying false log ic. These tricks de ceive your audienc e with their st yle,
drama, or pattern, but add li ttle to y our speech in terms o f substanc e and can actuall y detr act fr om
your ef fectiveness. In Table 8.2 below, eight classic al fallacies ar e describe d. Learn to r ecognize
these fallacies so the y canOt be usd against you, and so that you can avoid using them wi th your

audienc e.

Table 8.2 Hght f allacies

Fallacy

1. Rd Herring

2. Sraw Man

3. Begging the

Question

4. Circular
Argument

5. Ad Populum

6. Ad Hominem

7. Non Sequitur

8. Post Hoc
Ergo Propter
Hoc

Definition

Any diversion in tended to distr act attention
from the main issue, par ticular ly by relating the
issue to a common f ear.

A weak argument set up to be e asily refuted,
distr acting attention fr om str onger ar guments

Claiming the truth o fthe very matter in ques-
tion, as if i t were already an obvious conclusion.

The proposition is use d to pr ove itself. Assumes
the very thing i t aims to pr ove. Related to beg-
ging the question.

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 Ojump on the bandwagonO 6 a perceived
popular vie w.

@\rgument against the man O instead of against
his message. Sating tha t some one® argument is
wr ong solely because of something about the
person r ather than about the ar gument itself.

Ot does not f ollow O The onclusion does not f ol-
low fr om the pr emises. They are not r elated.

@fter this, ther efore because of this,O also alled
a coinciden tal corr elation. | t tries to establish a
cause-and-ef fect r elationship wher e only a cor-
relation e xists.

Example

It®G not just about the de ath penalt y; it@
about the vic tims and their rig hts. You
wouldn Ot vant to be a vic tim, but if y ou
were, you@ want justic e.

What if w e released criminals who ¢ om-
mit mur der after just a f ew years of
rehabilitation ? Think of how unsafe our
streets would be then!

We know that the y will be r eleased and
unle ashed on society to r epeat their
crimes again and again.

Once a killer, always a killer.

Most people would pr efer to getrid o fa
few Obad applesO and é&ep our str eets
safe.

Our r epresentativ e is a drunk and phi-
lander er. How can we trust him on the
issues of safety and famil y?

Since the liber al anti-w ar demonstr a-
tions o f the 1960s, weOs seen an

incr ease in convicts who got le t off
death r ow.

Violent de ath r ates went down onc e they
started publicizing e xecutions.
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Avoid false log ic and mak e a strong case or argument for your pr oposition. 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. Gd their a ttention

2. Identif y the ne ed

3. Saisfy the need

4. Present a vision or solution
5. Take action

This simple or ganizational pa ttern ¢ an help you focus on the basic elemen ts of a persuasive message
when time is shor t and your perf ormanc e is critic 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 havit® challenge r elated to cr eating a
persuasive presentation, ho w mig ht D havit plan and deliv er his inf ormation to help

persuade some of 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 .pr essbookspub/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 .pressbookspub/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 .pr essbookspub/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 .pr essbookspub/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: m ntario .pr k: mm r_ofcdn/?p=55 4

Additional Resouces

Justthink.or g promotes cri tic al thinking skills and a wareness of the impac t of images in the me dia
among young people. http:// www.change.org/or_ganizations /just_think f oundation

Visit this si te for a vide o and other r esources about Maslow® hierarchy of needs. http:// www.abra-
ham-maslo w.com/m_motiv__ation/H ierarchy of N eeds.asp

Read an informativ e article on negotia ting fac e-to-fac e across cultur es by Stella Ting-T oomey,

https:// www.sfu.ca/da vidlamc entr e/f orum /past P RF/P RF_1999in ter cultur al-c onflict-c ompe-
tenc e-e astern-and-w_estern-lenses.h tmi

Purdue Univ ersity® Online Writing L ab (OWL) provides a guide to persuasiv e speaking str ategies.
http:// 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. http:// www.cbc.ca/r adio/podcasts /

Glosary

Adoption B means the speaker wants to persuade the a udienc e to tak e on a new way of thinking, or
adopt a new ide a.

Authori ty B involves referencing e xperts and expertise.

Briber y B involves the giving of something in r eturn f or an expected favour, consider ation, or privi-
lege.

Call to action B you want your listeners to do some thing, to change their beha viour in some w ay.
Claim b your statement of belief or truth when making an e videnc e-based argument.

Coercion b the use of power to c ompel action.

Commi tmen t and Consistency B means ensuring tha t you follow thr ough on what you say you will
do.

Consensus b is the tendenc y of the individual to f ollow the le ad of the gr oup or pe ers.

Contin uance b the speaker aims to persuade the a udienc e to continue doing wha t the y have been
doing, such as keep buying a pr oduct, or staying in school to ge t an education.
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Data D your suppor ting r easons for a claim when y ou are making an evidenc e-based argument.
Deception B involves the use of lies, partial truths, or the omission o f relevant inf ormation to
deceive your audience.

Deterr ence D call to action tha t focuses on persuading a udienc e not to star t something if the y
havenOt aleady started.

Discontin uance b involves the speaker persuading the a udienc e to stop doing some thing the y have
been doing.

Fallacies B another w ay of saying false log ic. These tricks de ceive your audienc e with their st yle,
drama, or pattern, but add li ttle to y our speech in terms o f substanc e and can actuall y detr act fr om
your ef fectiveness.

Goals of action ( solutions ) B include adoption, disc ontinuanc e, deterr ence, and continuanc e.
Liking B involves the per ception o f safety and belong ing in c ommunic ation.

Manipula tion B involves the management of facts, ideas or points of view to play upon inher ent
insecuri ties or emotional appe als to one ® own advantage.

Moti vation D different fr om persuasion in tha t it in volves the force, stimulus, or inf luence to bring
about change.

Persuasion B an ad or pr ocess of presenting ar guments to mo ve, motiv ate, or change y our audi-
ence.

Recipr ocity D is the mutual e xpectation f or exchange of value or service.

Scarcity b is the perception o f inade quate supply or a limi ted resource.

Stim ulation D reinforce existing beliefs, in tensif y them, and bring them to the f orefront.

Warr ant B you cr eate the c onnection be tween a claim and suppor ting r easons when making an e vi-
dence-based argument.

Refeen@s

Babooram, A., & Wang, J (2007).Recycling in Canada [Statscan report]. Retrie ved from
http:// www.statcan.gc.ca/pub /16-00 2-x/200 700%Yar ticle /10174-eng.htm

Cialdini, R. (2006). Influence: The psychology of peisuasion. New York, NY: William M orr ow and Com-
pany.

DeVito, J. (2003). Messages: Building interpersonal skills. Boston, MA: Allyn Bacon.

Johannesen, R. (1996. Ethics in human communication ( 4th ed.). Prospect Heights, IL: Waveland
Press.

Toulmin, S. (1958). The uses of agument. New York, NY: Cambridge Univ ersity Press.

212 | Conclusion



PART IX

CHAPTER 9: INTRAPERONAL AND
INTERPERSONAL COMMUNICATION






57 Introduction

Chapter 9 Larning Outomes

1.
2.
3.
4.
5.

Define intr apersonal and in terpersonal c ommunic ation.

Give examples of interpersonal ne eds in the c ommunic ation pr ocess.

Discuss social pene tr ation the ory and self-disclosur e and its principles.

List f ive steps in any conversation.

Describe several strategies for r esolving workplace conflict r elated to e valuations and
criticism.

Dhavit will be in ter viewing a gr oup of poten tial emplo yees to fill a role called

OLibrary Coor dinator O i this r ole, an emplo yee will ne ed to have excellent commu-

nication skills to in teract with a variety of visitors 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 types of questions mig ht D havit ask to find out mor e from each candidate?

When asked the question, OWhat ar e you doing ?0 in a pofessional context, the answ er typically
involves communic ation; c ommunic ation wi th self, wi th others, in v erbal (oral and wri tten) and non-
verbal ways. How well do you communic ate, and how does it inf luenc e your e xperienc e within the
business environment? Through communic ation, ho w mig ht you negotia te r elationships, demands
for space and time, acr oss meetings, c ollabor ativ e efforts, and solo pr ojects? In this chapter y ou will
explor e several concepts and attempt to answ er the question, OWhat ar e you doing ?0 wih the
answer: communic ating.

Chapter Peview

¥ What is communic ation ?
¥ Self-Conc ept

¥ Interpersonal ne eds

¥ Rituals of Conversation
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58 What is Intapersonal Commuiaitton?

Intr apersonal communic ation can be defined as communic ation wi th one & self, and that may include
self-talk, ac ts of imagination 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 have dinner at your favouri te r estaurant. W hat
comes to mind? Sights, sounds, and scents? Something spe cial that happene d the last time y ou were
ther e? Do you contemplate joining them ? Do you start to w ork out a plan o f getting 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 hit the GsendO buton, y ou are communic ating wi th y ourself.

Communic ations e xpert Leonard Shedletsky examined intr apersonal communic ation thr ough the
eight basic componen ts of the c ommunic ation pr ocess (i.e., source, receiver, message, channel,
feedback, environment, context, and in terf erence) as transactional, but all the in ter action oc curs
within the individual ( Shedletsky, 198).

From planning to pr oblem solving, internal ¢ onflict r esolution, and e valuations and judgmen ts of self
and others, w e communic ate wi th oursel ves thr ough intr apersonal communic ation.

All this in ter action tak es place in the mind wi thout e xternaliza tion, and all o f it r elies on pr evious
inter action wi th the e xternal w orld.

Watch the f ollowing 1 min ute video on Intr apersonal Communication
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A YouTube element has been &cluded from this ver sion of the text. You can view it online her e:
https:// ecampusontario .pr essbookgpub/commbuspr_ofcdn/?p=601
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59 Self-Conept

Returning to the question Owha t are you doing ?0 is one vay to appr oach self-c oncept. If we define
ourselves through our actions, 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 defines the ¢ 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 tin time, and will the selfy ou become an hour fr om now be dif ferent fr om the self tha tis
reading this sen tenc e right now?

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 hysiologically your bod y is in a constant state of change as
you inhale and e xhale air, digest food, and cle anse waste from each cell. Psychologically you are con-
stantly in a state of change as well. Some aspects of your personali ty and char acter will be ¢ onstant,
while others will shif tand adapt to y our environment and context. These comple x combina tions
contribute to the self y ou call you. You may choose to def ine yourself b y your own sense of individu-
ality, personal char acteristics, motiv ations, and ac tions (M cLean, 2005), but any definition y ou cr eate
will lik ely fail to c aptur e all of who y ou are, and who y ou will be come.

Self-Conept

Self-concept is Owha we perceive ourselves to be,0 (MLean,, 2005) and involves aspects of image
and esteem. How we see ourselves and how we feel about oursel ves influenc es how we communi-
cate wi th others. W hat you are thinking no w and how you communic ate impac ts and inf luenc es how
others tr eat you. In a previous chapter y ou reviewed the concept of the looking g lass self. We look at
how others tr eat us, what the y say and how they say it, for clues about ho w the y view us to gain

insig ht into our o wn iden tity. Developing a sense of self as a communic ator in volves balance
between construc tiv e feedback fr om others and ¢ onstruc tiv e self-af firmation. Y ou 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 eflection is a trait that allo ws us to adapt and change to our ¢ ontext or en vironment, to ac cept
or r eject messages, to examine our ¢ oncept of oursel ves and choose to impr ove.

Internal mono logue refers to the self -talk o f intr apersonal communic ation. It can be a running
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monologue tha tis r ational and r easonable, or disor ganized and illog ical. Your self -monologue ¢ an
empower and ener gize you or it can unintentionall y interf ere with listening to others, impe de your
ability to focus, and become a barrier to ef fective communic ation.

You have to make a choice to listen to others when the y communic ate thr ough the wri tten 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 what the y have said) is good listening, and essen tial f or r elationship-building. | t@ good
listening pr actic e to tak e mental note o f when y ou jump to ¢ onclusions fr om only partiall y attending
to the spe aker or wri ter@ message. There is certainl y value in choosing to listen to others in addi  tion
to yourself.

One principle o f communic ation is tha t in ter action is d ynamic and chang ing. Inter action ¢ an be
internal, as in in tr apersonal communic ation, but ¢ an also be external. W e may communic ate wi th
one other person and engage in pair ed interpersonal c ommunic ation. | 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 xpressed as internal monologue
and social comparisons. Self -c oncept can be informe d by engaging in dialogue wi th one or mor e
people, and thr ough reading or listening to spok en works; attending to wha t others ¢ ommunic ate
can add value to y our self -c oncept.
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60. Interpersonal Naels

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 crying for food or the time y ou are a toddler le arning to say
MleaseO when requesting a cup o f milk, to the time y ou are an adult le arning the ri tuals of 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 tyPmeeting y our basic ne eds as you grow and learn.

Interper sonal comm unication is the pr ocess of exchanging messages between two people whose
lives mutuall y inf luenc e one another in unique w ays in relation to social and cultur al norms (Univ er-
sity of Minnesota Libr aries Publishing, 2013). A brief exchange with a grocery stor e clerk who y ou
don Ot knev wouldn Ot be onsider ed interpersonal ¢ ommunic ation, be cause you and the cler k are not
inf luencing e ach other in signif icant ways. 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 ¢ ategory.

Aside from making y our r elationships and he alth better, interpersonal ¢ ommunic ation skills ar e
highly sought after by poten tial emplo yers, consistently ranking in the top ten in na tional sur veys
(National Association o f Colleges and Emplo yers, 2010). Interpersonal ¢ 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 ¢ ommunic ation skills w eQll ned in lif e.

Social Bnetation Thery

How do you get to kno w other pe ople? If the answ er springs imme diately to mind, w e@e getting
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 fort. Irwin Altman and D almas
Taylor describe this pr ogression fr om superf icial to in timate levels of communic ation in social pene-
tr ation the ory, which is o ften called the Onion The ory because the model looks lik e an onion and
involves layers that are peeled away (Altman & T aylor, 1973). According to social pene tr ation the ory,
we fear that which w e do not kno w. That includes pe ople. Strangers go fr om being unkno wn to
known thr ough a series of steps that we can observe thr ough conversational in ter actions.

At the outermost la yer of the onion, in this model, ther e is only that which w e can observe. We can
observe characteristics about e ach other and mak e judgments, but the y are educated guesses a
best. Our non verbal displa ys of affiliation, lik e a team jacket, a unif orm, or a badge, may communi-
cate something about us, but w e only peel away a layer when w e engage in conversation, or al or
wri tten.

As we move from public to priv ate inf ormation w e make the tr ansition fr om small talk to substan tial,
and eventuall y intimate, conversations. Communic ation r equir es trust and tha t often 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 ¢ an occur.

According to the social penetr ation theor y, people go fr om superf icial to in timate conversations as
trust de velops thr ough repeated, positiv e inter actions. Self-disclosur e is Oinbrmation, thoug hts, or
feelings we tell others about oursel ves that the y would not other wise knowO (MLean, 2005). Taking
it step by step, and not rushing to self -disclose or asking personal questions too soon, ¢ an help
develop positiv 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.

Figure 9.1.Layers of disclosur e in interpersonal ¢ ommunic ation.

Principles of Self-Disclosair

From your in ternal monologue and in tr apersonal communic ation, to v erbal and non verbal commu-
nic ation, c ommunic ation is ¢ onstantly occurring. W hat do y ou communic ate about y ourself b y the
clothes (or br ands) you wear, the tattoos you display, or the pier cing you remove before you enter
the w orkplace? Self-disclosur e is a process by which y ou intentionall y communic ate inf ormation to
others, but ¢ an involve unintentional, but r evealing slips.
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Interpersonal Rlationships

Interpersonal c ommunic ation ¢ an be defined as communic ation be tween two people, but the def ini-
tion fails to ¢ aptur e the essence of a relationship. This br oad definition is useful when w e compare it
to in tr apersonal communic 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 it requir es clarif ication. The de velopmen tal
view of interpersonal 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, | ris, whom y ouOs come to kno w on a personal
as well as a professional level, gets promote d to the posi tion o f manager. She didnOt tell yu ahead of
time be cause it wasnOt ertain, and she didn Ot knev how to bring up the possible change o froles.
Your r elationship wi th Iris 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 have as much time as she onc e did. Over time, y ou
and Iris gr adually grow apart, spending less time toge ther. You eventuall y lose touch. W hat is the
status of 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
clerk, you know that some pe ople can be personable, but does tha t me an youOe 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. W hat is the dif ference between the brief in teraction o f a tr ansaction and
the in ter actions y ou periodic ally have with your c olleague, Iris, who is no w your manager?

The developmen tal view plac es an emphasis on the prior histor vy, but also focuses on the le vel of
familiari ty and trust. Ov er time and wi th incr eased frequency 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
clerk may be impersonal, but so ¢ an the r elationship wi th the manager af ter time has passe d and the
familiari ty is lost. From a developmen tal vie w, interpersonal ¢ ommunic ation ¢ an exist acr oss this
range of experienc e and inter action.

Regardless of whe ther w e focus on collabor ation or c ompetition, w e can see that in terpersonal ¢ om-
munic ation is ne cessary in the business en vironment. We want to kno w our plac e and role within

the or ganization, ac cur ately predict those wi thin our pr oximity, and create a sense of safety and
belonging. Family for many is the first e xperienc e in interpersonal r elationships, but as w e develop
professionally, our r elationships a t work may take on many of the attributes w e associate with famil y
communic ation. W e look to e ach other wi th similar sibling riv alries, competition f or attention and
resources, and support. The workplace 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 part of the w ork environment. We come
to kno w one another gr adually (layer by layer). The principle o f self-disclosur e is a normal par t of
communic ation.
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61 Rituals of Conversation

You no doubt ha ve participa ted in countless conversations thr oughout y our lif e, and the pr ocess of
how to c onduct a conversation may seem so obvious that it needs no examination. Y et, all cultur es
have rituals of various kinds, and ¢ onversation is one o f these univ ersal rituals. A skilled business
communic ator kno ws when to spe ak, when to r emain silent, and to al ways stop speaking before the
audienc e stops listening. Expectations may dif fer based on the t ype of conversation and the kno wil-
edge and experienc e of participan ts, but her e are the basic five steps of a conversation.

Photo b y Kawtar CHERKAQUI on Unsplash

Conversation as a Ritual

Steven Beebe, Susan Beebe, and Mark Redmond o ffer us five stages of conversation tha t are adapted
here for our discussion (Be ebe, Beebe, & Redmond, 200 2).

1. Initiation

The first stage o f conversation is c alled initiation, and r equir es you to be open to in teract. How you
communic ate openness is up to y ou; it 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 may
produce a degree of anxiety. If status and hier archic al relationships ar e present, it may be a question
of who spe aks when, according to cultur al norms.
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2. Peview

The preview is an indic ation, v erbal or non verbal, of what the c onversation is about, both in terms o f
content and in terms o f the r elationship. A w ord or t wo in the subje ct line o f an email may 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 reduce uncertainty and signal intent.

3. Tlking Pint(s)

Joseph DeVito char acteriz es this step as getting do wn to business, r einforcing the goal orien tation
of the c onversation (De Vito, 2003). In business communic ation, w e often have a specific goal or
series of poin ts to addr ess, but we cannot lose sig ht of the r elationship messages wi thin the discus-
sion of content. By clearly articula ting, either in wri tten or or al form, the main poin ts, you provide
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 trather 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 inter action w as successful the first time. Failur e to
attend to this stage ¢ an lead to the ne ed for additional in ter actions, r educing ef ficienc 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.

There are times when a ¢ onversational par tner in tr oduc es new inf ormation in the ¢ onclusion, which
can start the pr ocess all over again. You may also note tha t if w ords like Oin onclusion O or 6hNone
mor e thingO are used, a set of expectations is no w in force. A conclusion has be en announc ed and

the listener e xpects it. If the spe aker continues to r ecycle at this poin t, the listener0s listening skills
are often not as k een as they were during the he at of the main engagemen t, and it may even produce
frustr ation. P eople mentally shift to the ne xt or der of business and this tr ansition must be negoti-
ated successfully.

226 | Rituals of Conversation



By mentioning a time, da te, or plac e for futur e communic ation y ou can clearly signal that the c on-
versation, althoug h curr ently conclude d, will ¢ 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 by Dylan Gillis on Unsplash

In or der to mak e the tr ansition fr om an outsider to an insider in the business w orld, youOll hge 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
employment inter view. An employment in ter view is an exchange between a candidate and a
prospective employer (or their r epresentative). It is a formal pr ocess with several consistent ele-
ments that 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 screened by a computer ( as the rZsumZ is
scanned) and inter viewed online or via the telephone bef ore the applic ant ever meets a representa-
tive or panel o f representativ es. The screening pr ocess may include f ormal tests tha t include per-
sonality 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 answ ering questions, o ften mor e
than onc e, to a series of people as you progress through a formal in ter view pr ocess. Just as you have
the advantage of preparing f or a speech with anticipa 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 identif ied as a candidate who me ets the minimum
qualif ications and demonstr ate poten tial as a viable candidate. Your c over letter, rZsumZ, or related
applic ation ma terials may 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 makes
sense to use the c ommunic ation skills gaine d to date wi th the kno wledge of interpersonal ¢ ommuni-
cation to maximiz e your perf ormanc e. There is no one rig ht or wr ong way to pr epare and present at
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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 ollowing 5 minute vide o: Common Interview Questions and A nswers

A YouTube element has been &cluded from this ver sion of the text. You can view it online her e:
https:// ecampusontario .pr esshookgpub/commbuspr_ofcdn/?p=609

Prepaation

Would y ou pr epare yourself bef ore writing f or public ation or spe aking in public? Of ¢ ourse. The
same preparation applies to the emplo yment inter view. Brief ly, the emplo yment inter view is a con-
versational e xchange (even if itis in wri ting at first) 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 content, and explici tly or implic-
itly across the conversational e xchange will be r elational messages. Attending to both poin ts will
strengthen y our perf ormanc e.

On the c ontent side, if y ou have been invited for an in ter view, you can rest assured that you have
met the basic qualif ications the emplo yer is looking f or. Hopefull y, this ini tiation signal me ans that
the company 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 process and learned about several of the or ganization @ attr active qualities as well as
some of the challenges e xperienc ed by the pe ople working ther e.

Businesses hire people to sol ve problems, so you will w ant to f ocus on how your talen ts, expertise,
and experienc e can contribute to the or ganization ® need to sol ve those pr oblems. The mor e
detaile d your anal ysis of their curr ent challenges, the be tter. You need to be pr epared for standar d
guestions about y our education and backgr ound, but also se e the opening in the ¢ 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 that you have @one your
homeworkO in esearching the ¢ ompany. Table 9.1 Qiter view Preparation Che cklistO 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 hterview Pr eparation Checklist

What to Kno w Examples

Will i t be a behaviour al inter view, wher e the emplo yer watches what you do in a given
situation ? Will you be asked te chnic al questions or g iven a work sample? Or will y ou
be inter viewed over lunch or ¢ offee, wher e your table manners and social skills will be
assessel?

Type of Inter view

Office attir e varies by industr y, so stop by the w orkplace and observe what workers
Type of Dress are wearing if y ou can. If this isn Ot possible, all and ask the human r esources office
what to w earNthey will appr eciate your wish to be pr epared.

Do a thor ough explor ation o f the c ompany® website. If it doesn Ot hae one, look for
Company or Or gani-  business listings in the ¢ ommuni ty online and in the phone dir ector y. Contact the
zation local chamber o f commer ce. At your libr ary, you may have access to subscription si tes
such as Hoover® Online (http:// www.hoovers.com).

Carefully read the ad you answered that got y ou the in ter view, and memoriz e what it
says about the job and the qualif ications the emplo yer is seeking. Use the interne t to

Job find sample job descriptions f or your tar get job ti tle. Mak e a written list o f the job
tasks and annota te the list wi th y our skills, kno wledge, and other a ttributes tha t will
enable you to perf orm the job tasks wi th excellence.

Check for any items in the ne ws in the past ¢ ouple of years involving the c ompany
name. If it is a small company, the loc al town ne wspaper will be y our best sour ce. In
addition, look f or any advertisemen ts the c ompany has placed, as these can give a
good indic ation o f the c ompany® goals.

Employer® Needs

Performane

You may want to kno w how to pr epare for an emplo yment in ter view, and we®e going to tak e it for
granted that you have researched the c ompany, market, and even individuals in y our ef fort to le arn
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mor e about the oppor tunity. From this solid base o f preparation, y ou need to begin 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 (M cLean, 2005):

Tell me about y ourself.

Have you ever done this t ype of work before?

Why should w e hire you?

What ar e your gr eatest str engths? Weaknesses?

Give me an example of a time when y ou worked under pr essure.

R e

Tell me about a time y ou encountered (X) type of problem at work. How did y ou solve the pr ob-
lem?

7. Why did you 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 here?
10. What are your long-r ange goals? Where do you see yourself thr ee years from now?

11. Do you have any questions?

When you are asked a question in the in terview, look for its purpose as w ell as its liter al meaning.
Orell me about y ourselfO may sound lik e an invitation f or you to shar e your te xt message win in last
year® competition, but i t is not. The emplo yer is looking f or some one who ¢ 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 ¢ onfess. If your w eakness is a tendency toward perf ectionism, and the job y ou are
applying for in volves a detail orien tation, y ou can highlig ht how your w eaknesses may serve you well
in the posi tion.

You may be invited to par ticipa te in a conference call, and be told to e xpect it will last ar ound t wenty
minutes. The telephone ¢ arries y our voice and your w ords, but doesn Ot arry your non verbal ges-

tur es. If you remember to spe ak dir ectly into the telephone, look up and smile, y our voice will come
thr ough clearly and you will sound ¢ ompetent and ple asant. W hen the in ter viewers ask you ques-
tions, k eep tr ack of the time, limi ting e ach response to about a minute. | f you know that a twenty-
minute ¢ all is scheduled for a certain time, y ou can anticipa te that your phone ma y ring may be a
minute or t wo late, as inter views are often sche duled in a series while the ¢ ommittee is all toge ther
at one time. Ev en if you only have one inter view, your in ter viewers will ha ve a schedule and y our
sensitivity to it can help impr ove your perf ormanc e.

You can also anticipa te that the last f ew minutes will be se t aside for you to ask y our questions. This
is your oppor tunity to le arn mor e about the pr oblems or challenges tha t the posi tion will be
addressing, allowing y ou a final oppor tuni ty to r einforce a positive message with the a udienc e. Keep
your questions simple, y our attitude positive, and communic ate your in ter est.

At the same time as y ou are being inter viewed, know that you too ar e inter viewing the pr ospective
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employer. If you have done your home work you may already know what the or ganization is all about,
but y ou may still be unsur e whether it is the rig ht fit for you. Listen and le arn fr om what 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, positive, and brief. You may have heard that the w orld is small and i tis true. As
you develop pr ofessionally, you will c ome to se e how fields, or ganizations, and ¢ ompanies ar e inter-
connected in w ays that you cannot anticipa te. Your name and r eputation ar e yours to pr otect and
promote.

Postperformane

Remember tha t feedback is part of the c ommunic ation pr ocess: follow up pr omptl y with a thank -y ou
note or email, e xpr essing your appr eciation f or the in ter viewer® time and in ter est. You may also
indic ate that you will ¢ all or email ne xt w eek to see if the y have any fur ther questions f or you.

You may receive a letter, note, or v oicemail explaining tha t another ¢ andidate® combination o f expe-
rienc e and education be tter matche d the job description. | f this happens, i tis only natur al for you to
feel disappoin ted. It is also only natur al to w ant to kno w why you were not chosen, but be a ware that
for legal r easons most r ejection notif ications do not go in to detail about wh y one candidate was

hir ed and another w as not. Contacting the c ompany with a request for an explanation ¢ an be coun-
terpr oductive, as it may be interpr eted as a Qore loserO esponse. If ther e is any possibili ty that the y
will k eep your name on f ile for futur e oppor tuni ties, you want to pr eserve your posi tiv e relationship.

Althoug h you feel disappoin ted, donOtdcus on the loss or all the har d work youOe 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 Oit.0 Sy positive and connect wi th pe ople who suppor t you. Prepare, practic e,
and perf orm. Kno w that 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. Have your pr ofessional inter view attir e clean
and ready, and focus on what you can contr olNyour pr eparation and perf ormanc e.

To summariz e, conversations have universal aspects we can predict and impr ove. We can use the
dynamics of the ri tual o f conversation to le arn to pr epare for emplo yment in ter views and evalua-
tions, both ¢ ommon ¢ ontexts of communic ation in the w ork environment. Emplo yment in ter views
involve preparation, perf ormanc e, and feedback.
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63 Conflict in the Vork Envionment

The word @onflictO pioduces a sense o anxiety for many people, but it is part of the human e xperi-
ence. Just because conflict is univ ersal does not me an that we cannot impr ove how we handle dis-
agreements, misunderstandings, and strugg les to understand or mak e ourselves understood.

Photo by Chris Sabor on Unsplash

Conflict is the ph ysical or psychological strugg le associated with 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 interf erence are present, conflict is a typical result, but i t doesn Ot man the
relationship is poor or failing. All r  elationships pr ogress through times o f conflict and c ollabor ation.
How we navigate and negotia te these challenges inf luences, reinforces, or destr oys the r elationship.
Conflict is univ ersal, but ho w and when i t oc curs is open to inf luence and interpr etation. Rather
than vie wing c onflict fr om a negativ e frame of reference, view it as an oppor tuni ty for clarif ication,
growth, and e ven reinforcement of the r elationship.

Conflict Managment Stategies

As professional communic ators, w e can acknowledge and anticipa te that conflict will be pr esent in
every context or en vironment wher e communic ation oc curs. To that end, w e can predict, anticipa te,
and formula te str ategies to addr ess conf lict suc cessfully. How you choose to appr oach conflict

inf luenc es its resolution. Joseph DeVito (2003 ) offers several conflict management str ategies that
you mig ht adapt and e xpand for your use.
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Avoidane

You may choose to change the subje ct, leave the room, or not e ven enter the r oom in the f irst plac e,
but the ¢ onflict will r emain and r esurface when you least expect it. Your r eluctance to addr ess the
conflict dir ectly is a normal r esponse, and one which man y cultur es prize. 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 emphasiz ed over the individual, indir ect str ategies 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 with pr oblem in the f irst
place. Your or ganization or business will ha ve policies and pr otoc ols to follow regarding conflict and
redress, but it is always wise to c onsider the posi tion o f your c onversational par tner or opponent

and to give them, as well as yourself, time to e xplor e alternatives.

Defensivenssversus Supportiveses

Defensive communic ation is char acteriz ed by contr ol, evaluation, and judgmen ts, while suppor tive
communic ation f ocuses on the poin ts and not personali ties. When we feel judged or cri ticiz ed, our
ability to listen ¢ an be diminishe d, and we may only hear the negative message. By choosing to f ocus
on the message inste ad of the messenger , we keep the discussion suppor tive and professional.

Face-Detracting and &e-Saing

Communic ation is not ¢ ompetition. Communic ation is the sharing o f understanding and me aning,
but does e veryone always share equally? People strugg le for control, limi t access to resources and
information as par t of terri torial displa ys, and other wise use the pr ocess of communic ation to
engage in competition. P eople also use communic ation f or c ollabor ation. Both ¢ ompetition and c ol-
labor ation ¢ an be observed in communic ation in ter actions, but ther e are two concepts central to
both: fac e-de tr acting and fac e-saving str ategies.

Face-detr acting str ategies involve messages or statemen ts that tak e away from the r espect,

integri ty, or cr edibili ty of a person. Face-saving str ategies protect cr edibili ty and separate message
from messenger. For example, you mig ht say that Gales were down this quar ter O wihout spe cifically
noting who w as responsible. Sales were simply down. If, however, you ask, OHw does the sales man-
ager explain the de cline in sales?O ypu have specifically connected an individual wi th the nega tive
news. While we may want to spe cifically connect tasks and job r esponsibili ties to individuals and
departments, in terms o f language each strategy has distinc t r esults.

Face-detr acting str ategies often pr oduce a defensive communic ation clima te, inhibi t listening, and
allow for little room for collabor ation. T o save-fac e is to r aise the issue while pr eserving a suppor tive
climate, allowing r oom in the ¢ onversation f or construc tiv e discussions and pr oblem solving. 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 power
strugg les and personali ties, pr oviding e ach other spac e to save-fac e (Donohue & Kilot, 1992).

In collectivist cultur es, where the communi ty® well-being is pr omote d or valued above that of the
individual, fac e-saving str ategies are a common ¢ ommunic ativ e strategies. In Japan, for example, to
confr ont someone dir ectly is perceived as humiliation, 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 ectly assessel. If
our goal is to sol ve a problem, and pr eserve the r elationship, then ¢ onsider ation o f a face-saving
strategy should be one option a skille d business communic ator c onsiders when addr essing negative
news or inf ormation.

Empathy

Communic ation in volves not onl y the w ords we wri te or spe ak, but how and when w e write or say
them. The w ay we communic ate also carries me aning, and empathy for the individual in volves
attending to this aspe ct of inter action. Empa thetic listening in volves listening to both the li teral and
implie d meanings wi thin a message. By paying attention to f eelings and emotions associa ted with
content and inf ormation, w e can build r elationships and addr ess conflict mor e construc tively. In
management, negotia ting c onflict is a common task and empath y is one str ategy to c onsider when
attempting to r esolve issues.

Managing &ur Emotions

Ther e will be times in the w ork environment when emotions run hig h. Your awareness of them c an
help you clear your mind and choose to w ait until the momen t has passed to tackle the challenge.

Emotions ¢ an be contagious in the w orkplace, and fear of the unkno wn can inf luenc e people to act
in irr ational w ays. The wise business communic ator ¢ an recognize 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 until af ter
the momen t has passed.

Ewaluations and Criticism in thedfkplae

There may come a time, ho wever, when evaluations in volve criticism. Kno wing ho w to appr oach this
criticism ¢ an give you peace of mind to listen cle arly, separating subje ctiv e, personal attacks fr om
objectiv e, construc tive requests for impr ovement. Guffey offers us seven str ategies for giving and
receiving evaluations and cri ticism in the w orkplace that we have adapted here.
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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. | nterruptions
can be internal and e xternal, and w arr ant fur ther discussion. | f your super visor star ts to discuss a
point and y ou imme diately start debating the poin tinyour mind, y ou are paying attention to y our-
self and what you think the y said or ar e going to say, and not tha t which is ac tually 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 of what is said, also noting poin ts to r evisit later.

Determine the Spéer® Intent

We have discussed previews as a hormal part of conversation, and in this ¢ ontext the y play an

impor tant r ole. People want to kno w what is coming and gener ally dislik e surprises, par ticular ly
when the ¢ ontext of an evaluation is pr esent. If you are on the r eceiving end, y ou may need to ask a
clarif ying question if i t doesn Ot ount 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 it is your turn to spe ak. As a manager, be clear
and positiv e in your opening and le ad with pr aise. You can find one poin t, even if itis only that the
emplo yee consisten tly shows up to w ork on time, to hig hlig ht before transitioning to a perf ormanc e
issue.

Indicate Yu Are Listening

In many Western cultur es, eye contact is a signal that you are listening and pa ying attention to the
person spe aking. Take notes, nod y our he ad, or lean forward to displa y inter est and listening.
Regardless of whether 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 tive climate that helps mi tigate the challenge o f neg-
ative news or construc tiv e criticism.

Paraphiase
Restate the main poin ts to par aphrase what has been discussed. This verbal display 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. | f none come 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 ategies at a later date. You
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can request a follow-up me eting if appr opriate, or indic ate you will r espond in wri ting via email to
provide the addi tional inf ormation.

If You Agree

If an apology is well deserved, offer it. Communic ate cle arly what will change or indic ate when y ou
will r espond wi th specific str ategies to addr ess the concern. As a manager you will w ant to f ormu-
late a plan that addr esses the issue and outlines r esponsibili ties as well as time fr ames for corr ective
action. As an emplo yee you will w ant specific steps you can both agr ee on that will ser ve to solve the
problem. Clear communic ation and ac ceptanc e of responsibili ty demonstr ates maturi ty and respect.

If You Disagee

If you disagr ee, focus on the poin ts or issue and not personali ties. Do not bring up past issues and
keep the conversation f ocused on the task at hand. You may want to suggest, no w that you better
understand their posi tion, a f ollow-up me eting to g ive you time to r eflect on the issues. You may
want to ¢ onsider in volving a thir d party, investigating to le arn mor e about the issue, or taking time
to cool off.

Do not r espond in anger or frustr ation; inste ad, always display professionalism. If the cri ticism is
unwarranted, consider tha t the inf ormation the y have may be flawed or biased, and consider w ays to
learn mor e about the ¢ ase to share with them, se arching f or a mutuall y beneficial solution.

If other str ategies to r esolve the conflict fail, c onsider ¢ ontacting y our human r esources department
to learn mor e about due pr ocess procedur es at your w orkplace. Display respect and ne ver say any-
thing tha t would r eflect poor ly on yourself or y our or ganization. W ords spoken in anger ¢ an have a
lasting impac t and ar e impossible to r etrie ve or tak e back.

Learn from Experiene

Every communic ation in ter action pr ovides an oppor tuni ty for learning 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 across your pr ofessional career. Taking notes f or y ourself to clarif y your
thoug hts, much lik e a journal, ser ve to documen t and help y ou see the situation mor e clearly.

Recogniz e that some aspects of communic ation ar e intentional, and ma y communic ate me aning,
even if itis har d to understand. Also, kno w that some aspects of communic ation ar e unin tentional,
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 that are not always rational, and not al ways associated with the curr ent
context. A challeng ing morning a t home c an spill o ver into the w ork day and someone® bad mood
may have nothing to do wi th you.

In summar y, conflict is unavoidable and ¢ an be oppor tuni ty for clarif ication, gr owth, and e ven rein-
forcement of the r elationship. T ry to distinguish be tween what you can contr ol and what you can-
not, and al ways choose pr ofessionalism.
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64 Conclusion

Returning to D havit® inter view pr ocess, what t ypes of questions w ould y ou ask
poten tial c andidates about their in terpersonal and ¢ onflict management communi-
cation skills r elated to the busy r ole of Libr ary Coordinator? | f you were applying for
this r ole, how would y ou pr epare?

Check Your Knowlelge

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 .pr essbooksgpub/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 .pr essbooksgpub/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 .pr essbooksgpub/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 .pr essbooksgpub/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: m ntario .pr k: mm r_ofcdn/?p=61

Additional Resouces

A Liter ary Devices article describes the li ter ary devices of Qirterior monologue O and steam of con-
sciousness. http://li terarydevices.net/str eam-o f-c onsciousness/

Read an informativ e article on self -c oncept and self -este em by Arash Farzaneh. http:// psychol-
ogy.suitel01.om/ar ticle.cfm /impac t o f self concept and_self esteem on_lif e

Advice from Monster .ca on Job Inter views https:// www.monster .ca/c areer-advice/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 https:// www.the-

globeandmail.c om/r_eport-on-business /c areers/c areer-advice/lif e-at-w ork/c onflict-manage-
ment-skills-no w-in-hig h-demand-in-w __orkplaces/ar ticle29 722270

Glosary

Defensive communica tion B characteriz ed by contr ol, evaluation, and judgmen ts, while suppor tive
communic ation f ocuses on the poin ts and not personali ties.

Empathy D paying attention to f eelings and emotions associa ted with content and inf ormation so
that r elationships ar e built and ¢ onflict is construc tively addressed.

Face-detr acting D strategies that in volve messages or statements that tak e away from the r espect,
integri ty, or cr edibili ty of a person.

Face-saving D strategies that pr otect cr edibili ty and separate message from messenger.

Internal mono logue B refers to the self -talk o f intr apersonal communic ation.

Interper sonal comm unication B the process of exchanging messages between two people whose
lives mutuall y inf luenc e one another in unique w ays in relation to social and cultur al norms.

Intr aper sonal comm unica tion B communic ation wi th one ® self, and that may include self -talk, ac ts
of imagination and visualiza tion, and e ven recall and memor y.

Self-concept B what we perceive ourselves to be.

Self-disclosur e b information, thoug hts, or f eelings w e tell others about oursel ves that the y would
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not other wise know.

Self-r eflection D a trait that allows us to adapt and change to our ¢ ontext or en vironment, to ac cept
or r eject messages, to examine our ¢ oncept of oursel ves and choose to impr ove.

Social penetr ation theor y B people go fr om superf icial to in timate conversations as trust de velops
thr ough repeated, positiv e inter actions.
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65 Introduction

Chapter 10 lagning Outomes

1.
2.
3.
4.
5.
6.

Define Cultur e

Define inter cultur al communic ation

Discuss the ef fects of ethnoc entrism.

List several examples of common cultur al characteristics.

Describe in terna tional c ommunic ation and the g lobal mar ketplac e

Give examples of various st yles of management, including The ory X, Y, and Z.

Before coming to Canada, Abe w orked in Ethiopia. | n her studies in Canada she

learned about ho w dif ferent countries ¢ an be categoriz ed based on their cultur al

dimensions. She is concerned that business etique tte in her home ¢ ountry is dif fer-

ent fr om that of Canada. For instanc e, recently she was in a situation wher e she felt

that it was expected of her to shak e hands with a male c o-w orker. This is not an
accepted practic 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 new environment.

Cultur eis 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 , cultur e is defined as the ongoing negotia tion o f learned
and patterne d beliefs, attitudes, values, and behaviours. Unpacking the def inition, w e can see that
cultur e shouldn Ot be onceptualiz ed as stable and unchang ing. Cultur e is egotiated,O and as gu
will le arn later in this chapter , cultur e is dynamic, and cultur al changes can be tr aced and analyzed
to better understand wh y our socie ty is the w ay it is. The def inition also poin ts out tha t cultur e is
learned, which ac counts for the impor tance of socializing insti tutions lik e family, school, peers, and
the media. Cultur e is patterne d in that ther e are recognizable widespr ead similari ties among pe ople
within a cultur al group. Ther e is also deviation fr om and r esistance to those patterns by individuals
and subgroups within a cultur e, which is wh y cultur al patterns change o ver time. L ast, the def inition
acknowledges that cultur e influences your beliefs about wha t is true and false, y our attitudes
including y our lik es and dislik es, your v alues regarding what is rig ht and wr ong, and your behav-
iours. It is fr om these cultur al influences that your iden tities are forme d.
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06. Intercultural Communiation

Source: pixabay.com

Cultur e involves beliefs, attitudes, values, and tr aditions tha t are shared by a group of people. Thus,
you must c onsider mor e than the clothes y ou wear, the movies you watch, or the vide o games you
play, all representations o f environment, 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 acknowledge understanding wi th a nod or a
glance (nonverbal feedback), to the in ternal and e xternal in terf erence, all aspects of communic ation
are influenced by cultur e.

Watch the f ollowing 1 minute vide o What is Cultur e?
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A YouTube element has been &cluded from this ver sion of the text. You can view it online her e:
https:// ecampusontario .pr esshookgpub/commbuspr_ofcdn/?p=647

Itis thr ough inter cultur al communic ation tha t you come to cr eate, understand, and tr ansform cul-
tur e and identity. Inter cultur al communic ation is communic ation be tween people wi th dif fering cul-
tur al identities. One r eason you should stud y inter 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 Cother
focused,O maning that the cultur e of the other person or gr oup is what stands out in y our per cep-
tion. H owever, the old adage Oknow th yselfO is appopriate, as you become mor e aware of your own
cultur e by better understanding other cultur es and perspectiv es. Inter cultur al communic ation ¢ an
allow you to step outside o fyour comfortable, usual fr ame of reference and see your cultur e

thr ough a different 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 own
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 that the pr ocess of learning is
never complete, and being open to ne w ideas is a key strategy for success.
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Communic ation wi th y ourself is c alled in tr aper sonal communic ation , which may also be intr acul-
tur al, as you may only represent one cultur e. But most pe ople belong to multiple gr oups, each with
their o wn cultur e. Does a conversation wi th y ourself e ver in volve competing goals, obje ctiv es, needs,
wants, or values? How did y ou learn of those goals, or v alues? Through communic ation wi thin and
between individuals man y cultur es are represented. You may strugg le with the demands o f each
group and their e xpectations and c ould c onsider this in ternal strugg le inter cultur al conflict or sim-
ply inter cultur al communic ation.

Cultur e is part of the very fabric o f our thoug ht, and you cannot separ ate yourself fr om it, even as
you leave home, defining y ourself ane w in w ork and achie vements. Every business or or ganization
has a cultur e, and within 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 tments in
a corpor ation. You can quickl y see two distinc t gr oups with their o wn symbols, v ocabulary, and val-
ues. Within e ach group, ther e may also be smaller gr oups, and each member o f each department
comes from a distinc t backgr ound tha t in i tself inf luenc es behavior and in ter action.

Inter cultur al comm unica tion is a fascinating ar ea of stud y within business ¢ ommunic ation, and i tis
essential to y our suc cess. One idea to keep in mind as y ou examine this topic is the impor tance of
considering multiple poin ts of view. If you tend to dismiss ide as or views that are @Qinalik e cultur allyO
you will f ind it challeng ing to le arn about div erse cultur es. If you cannot le arn, how can you grow
and be successful?

To summariz e, inter cultur al communic ation is an aspe ct of all communic ativ e inter actions, and
attention to y our perspe ctiv e is key to y our ef fectiveness. Ethnocentrism is a major obstacle to
inter cultur al communic ation.

How to Lhderstand Interultural Communiation

The Americ an anthr opolog ist Edward T. Hall is often cited as a pioneer in the f ield of inter cultur al
communic ation (Chen & Star osta, 2000). Born in 1914, Hall spent much o f his early adulthood in the
multicultur al setting o f the Americ an Southwest, wher e Native Americ ans, Spanish-spe akers, and
descendents of pioneers ¢ ame together fr om div erse cultur al perspectiv es. He then tr aveled the
globe during W orld War Il and later ser ved as a U.S. Sate Depar tment official. W here cultur e had
once been viewed by anthr opolog ists as a single, distinc t way of living, H all saw how the perspe ctive
of the individual inf luences inter action. By focusing on in ter actions r ather than cultur es as separate
from individuals, he ask ed people to e valuate the man y cultur es they belong to or ar e influenced by,
as well as those wi th whom the y inter acted. While his vie w makes the study of inter cultur al commu-
nic ation far mor e comple x, it also brings a he althy dose of reality to the discussion. H all is generall y
credited with eig ht contributions to the stud y of inter cultur al communic ation as follows:

1. Compare cultur es. Focus on the inter actions v ersus gener al observations o f cultur e.
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Shift to loc al perspective. Local level versus global perspe ctive.

You don Ot hae to know everything to kno w something. Time, spac e, gestures, and gender r oles
can be studie d, even if we lack a larger understanding o f the entir e cultur e.

There are rules we can learn. People cr eate rules f or themsel ves in each communi ty that we can
learn fr om, compar e, and contr ast.

Experienc e counts. Personal experienc e has value in addi tion to mor e compr ehensive studies of
inter action and cultur e.

Perspectiv es can differ. 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.

Inter cultur al communic ation ¢ an be applied to in terna tional business. U .S. Foreign Service
training yielde d applic ations f or tr ade and commer ce and became a point of study for business
majors.

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 urwitz, 1990; McLean, 2005).

Watch the f ollowing 3 min ute video: Inter cultur al Communication in the W orkplace

A YouTube element has been &cluded from this ver sion of the text. You can view it online her e:
https:// ecampusontario .pr esshookgpub/commbuspr_ofcdn/?p=647

Hall indic ated that emphasis on a cultur e as a whole, and how it oper ated, mig ht lead people to
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neglect individual dif ferences. Individuals ma y hold beliefs or pr actic e customs tha t do not f ollow
their o wn cultur al norm. W hen you resort to the men tal shor tcut o f a stereotype, you lose these
unique dif ferences. Ster eotypes can be defined as a generalization about a gr oup of people that
oversimplif ies their cultur e (Rogers & Steinfa tt, 1999).

The Americ an psycholog ist Gor don Allpor t explor ed how, when, and why pe ople formula te or use
stereotypes 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 eotypes (Allpor t, 1958).

As Hall notes, e xperienc e has value. If you do not kno w a cultur e, you should c onsider le arning mor e
about it firsthand if possible. The pe ople you inter act wi th may not be r epresentativ e of the cultur e
as a whole, but tha t is not to sa y that what you learn lacks validity. Quite the c ontr ary; Hall asserts
that you can, in fact, 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 that your lessons will not ser ve you well? Con-
sider a stud y abroad experienc e if that is an option f or you, or le arn fr om a classmate who ¢ omes
from 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 today, unlik e in gener ations past, much o f the inf or-
mation is ac cessible. Your e xperienc 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 following w eb article

Ster eotypes Impact Workplace
Behavior | n Comple x Ways

Prejudice involves a negativ e preconceived
judgmen t or opinion tha t guides c onduct or
social behaviour (M cLean., 2005). As an exam-
ple, imagine two people walking into a room for
a job inter view. You are tasked to in ter view both, and ha ving r ead the pr evious section, y ou know
that Allpor t (1958 rings true when he sa ys we rely on ster eotypes when enc ountering pe ople or cul-
tur es with which w e have had little contact. Will the ¢ andidatesO dess, 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? Allport® work would indic ate that those fac tors and mor e will mak e you lik ely to use
stereotypes to guide y our e xpectations o f them and y our subse quent 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 without 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 little contact. Sometimes y ou also assume similar-
ity, thinking tha t people are 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 eotyping, and assumptions o f similari ty can make it dif fi-
cult to le arn about cultur al differences.
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67 Common Cultual Chaacteristics

Groups come toge ther, form cultur es, and grow apart acr oss time. How do you become a member o f
a communi ty, and how do you know 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 ¢ ommunic ation ? Researchers who ha ve studied
cultur es around the w orld have identif ied certain char acteristics tha t def ine a cultur e. These char-
acteristics ar e expressed in dif ferent ways, 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 be coming a new member . A newcomer star ts out as a nonentity, a
stranger, an unaffiliated person wi th no ¢ onnection or e ven possibly 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
rite of ini tiation tha t mar ks the passage of the individual wi thin the ¢ ommuni ty; some of these ri tuals
may be so informal as to be har dly notic ed (e.g., the first time a ¢ 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 reli-
gion). The nonmember be comes a member, the new member be comes a full member , and individuals
rise in terms o f responsibili ty and inf luence.

Across the course of your lif e, you have no doubt passe d several rites of ini tiation but ma y not have
taken notic e of them. Did y ou earn a driv er® license, register to v ote, or ac quir e the permission to
pur chase alcohol? In North Americ an cultur e, these thr ee common mar kers indic ate the passing
from a previous stage of lif e to a new one, with new rig hts and r esponsibili ties.
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Rites of ini tiation mar k the tr ansition o f the r ole or status of the individual wi thin the gr oup. Your
first day 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 how the gr oup members ¢ ommunic ate with each other . If you
graduate fr om college with 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 of accomplishmen t in
your diploma, but tha t only grants you the oppor tuni ty to look f or a jobNto 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 from the r ole of a Mewbie O to tha of a full member . The newbie may get the toug h account, the
office without a windo w, or the cubicle ne xt to the ba thr oom, denoting lo w status. As the new mem-
ber learns to navigate thr ough the c ommuni tyNestablishing a tr ack record and being pr omote d\he
passes the rite of ini tiation and ac quir es new rig hts and r esponsibili ties.

Over time, the person ¢ omes to be an impor tant part of the business, a Oleeper of the f lame.O The
OfameO mag not e xist in ph ysical space or time, but i t does exist in the minds o f those members in
the communi ty who have invested time and ef fort in the business. | tis not a f lame to be truste d to a
new person, as it can only be earned with time. Along the w ay, ther e may be personali ty conflicts
and power strugg les over resources and perceived scarcity (e.g., there is only one pr omotion and
everyone wants it). All these challenges ar e to be expected in any cultur e.

Common History andraditions

Think f or a momen t about the histor y of a business like Tim HortonsNwhat ar e your associations
with Tim H orton, 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 present.
There are times when the phr ase OvweOg trie d that beforeO an become stumbling block f or members
of the or ganization as it gr ows and adapts to ne w mar ket forces. There may be strugg les between
members who ha ve weather ed many storms and ne w members, who ¢ ome arme d with new educa-
tional perspe ctiv es, technolog ical tools, or e xperienc es that may contribute to gr owth.

Common \lues andrihciples

Cultur es all hold values and principles tha t are commonl y shared and communic ated from older
members to y ounger (or newer) ones. Time and length o f commitment are associated with an aware-
ness of these values and principles, so tha t new members, whe ther the y are socialized at home, in
school, or at work, may not have a thor ough understanding o f their impor tance.
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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 &cluded from this ver sion of the text. You can view it online her e:
h : m ntario .pr k: mm r_ofcdn/?p=64

Common RBrpose and Sense of §io

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 ondition tha t philosophers and the ologians all over
the world have ponder ed for centuries. | 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 tements of almost e very orga-
nization. | 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 simply an arrangement of 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 action. For example, Boeing Canada® Purpose
and Mission, and Aspir ation sta tements are as follows:

Purpose and M ission: Connect, Protect, Explor e and Inspir e the World thr ough Aerospace Innova-
tion
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Aspir ation : Best in Aerospace and Enduring Global | ndustrial Champion

Based on these t wo statements, 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 you were part of
Boeing Qultur e?0

Common Symbols, Boundaries, Status, Laagaad Rituals

Many people learn early in lif e what a stop sign r epresents, but not e veryone knows what a ten-y ear
service pin on a lapel, or a c orner o ffice with t wo windo ws means. Cultur es have common symbols
that mar k them as a group; the kno wledge of what a symbol stands f or helps to r einforce 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 OMr. Christie y ou make good cookiesO or
ONvooobod yOThe slogan may serve a marketing purpose but ma y also embrace a mission or purpose
within the cultur e. Family crests and clan tar tan patterns ser ve as symbols of affiliation. Symbols c an
also be used to communic ate rank 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 orld® cultur es, a person occupying superior sta tus is entitled to a
physically elevated positionNa thr one, a dais, a podium fr om which to addr ess subordinates. Subor-
dinates may be expected to bow, curtsy, or lower their e yes as a sign of respect. In business, the c or-
ner o ffice may offer the best vie w wi th the most spac e. Movement fr om a cubicle to a priv ate office
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 office serves our discussion on the se cond poin t concerning boundaries. W ould y ou sit on y our
boss® desk or sit in his chair wi th your f eet up on the desk in his pr esence? Most people indic ate
they would not, be cause doing so w ould communic ate a lack of respect, violate norma tive space
expectations, and in vite r etaliation. Still, subtle challenges to a uthori ty may arise in the w orkplace. A
less than f lattering photogr aph of the boss at the o ffice party posted to the r ecreational r oom bul-
letin boar d communic ates mor e than a lack of respect for authori ty. By placing the image anon y-
mously in a public plac e, the pr ankster cle arly communic ates a challenge, evenifitis a juvenile one.
Movement fr om the cubicle to the br oom closet may be the r esult f or some one who is f ound
responsible for the pr ank. Again, ther e are no words used to communic ate me aning, only symbols,
but those symbols r epresent signif icant issues.

Communi ties have their o wn vocabulary and way in which the y communic ate. Consider the person
who uses a sewing machine to cr eate a dress and the accountant behind the desk; both ar e profes-
sionals and both ha ve specializ ed jargon used in their f ield. |f they were to change plac es, the lack of
skills would pr esent an obstacle, but the lack o f understanding o fterms, ho w they are used, and
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what the y mean would also severely limi t their ef fectiveness. Those terms and ho w they are used are
learned over time and thr ough inter action. W hile a te xtbook ¢ an help, it cannot demonstr ate use in
live inter actions. Cultur es are dynamic systems tha t r eflect the c ommunic ation pr ocess itself.

Cultur es celebrate her oes, denigr ate villains, and ha ve specific ways of comple ting jobs and tasks. | n
business and industr y, the emphasis may be on effectiveness and efficiency, but the pr actic e can
often be Obecause that is the w ay we have always done it.O Ruals serve to guide our perf ormanc e
and behaviour and ma y be limi ted to small gr oups or c elebrated across the entir e company.

Rituals can serve to bind a gr oup toge ther, or to c onstr ain it. Institutions tend to f ormaliz e processes
and then have a hard time adapting to ne w cir cumstanc es. While the ¢ ore values or mission sta te-
ment may hold true, the me thod o f doing things tha t worked in the past ma y not be as successful as
it onc e was. Adaptation and change c¢ an be difficult f or individuals and ¢ ompanies, and y et all com-
muni ties, cultur es, and communic ation ¢ ontexts are dynamic, or al ways changing. As much as we
mig ht lik e things to sta y the same, the y will al ways changeNand we will change wi th (and be changed
by) them.

Read the following w eb article: Cultur e at Work: The Tyr anny of OUmvri tten RulesO

To summariz e, all cultur es have characteristics such as ini tiations, tr aditions, his-
tory, values and principles, purpose, symbols, and boundaries.
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68. Divelgent Cultual Chaacteristics

We are not cr eated equal. Cultur es reflect this ine quality, this div ersity, and the div ergent range 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 communi ties. Let® examine several points of divergence across cultur es.

Source: Pixabay.com

Individualistic versus Collgvist Cultures

The Dutch r esearcher Geert Hofstede explor ed the c oncepts of individualism and ¢ 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
world primaril y from their o wn viewpoin 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 focus on a
collectiv e viewpoin t. Colle ctivist cultur es (Hofstede, 1982), including many in Asia and South Amer-
ica, focus on the ne eds of the nation, c ommuni ty, family, or group of workers. Ownership and priv ate
property is one way to e xamine this dif ference. In some cultur es, property is almost e xclusiv ely pri-
vate, while others tend to ward communi ty ownership. The ¢ ollectively owned resource returns ben-
efits to the ¢ ommuni ty. Water, for example, has long be en viewed as a communi ty resource, much
like air, but tha t has been changing as business and or ganizations have purchased water rig hts and
gained contr ol over resources. How does someone raised in a cultur e that emphasiz es the commu-
nity inter act wi th some one raised 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 of divergence? In the following
sections these vie wpoin ts will be e xamined.

Explicit-Rule Cultures versus ImplicitdRe Cultures

Do you know the rules o f your business or or ganization ? Did you learn them fr om an emplo yee man-
ual or by observing the c onduct of 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 are 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, where rules ar e often understood and
communic ated nonverbally, ther e may be no agenda. Everyone knows why they are gather ed and
what r ole each member pla ys, even thoug h the e xpectations may not be cle arly stated. Power, sta-
tus, and behaviour al expectations may all be understood, and to the person fr om outside this cul-

tur e, it may prove a challenge to understand the rules o fthe c ontext.

Outsiders o ften communic ate their OothernessO by not kno wing wher e to stand, when to si t, or how
to ini tiate a conversation if the rules ar e not cle arly stated. While it may help to kno w that implici t-
rule cultur es are often mor e toler ant of deviation fr om the understood rules, the ne wcomer will be
wise to le arn by observing quie tlyNand to do as much r esearch ahead of the e vent as possible.

Uncertainty-Aaepting Cultues versusngdertainty-Rejecting Cultures

When people me et each other f or the f irst time, the y often use what the y have previously learned to
understand their curr ent context. People also do this to r educe uncertainty. Some cultur es, such as
the Uni ted States and Britain, ar e highly toler ant of unc ertainty, while others go to gr eat lengths to
reduce the element of surprise. Cultur es in the Arab world, for example, are high in unc ertainty
avoidanc e; they tend to be r esistant to change and r eluctant to tak e risks. Whereas a U.S. business
negotiator mig ht enthusiastic ally agree to tr y a new pr ocedur e, the Egyptian ¢ ounterpar t would
likely refuse to get in volved until all the de tails ar e worked out.
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Charles Berger and Richar d Calabrese (195) developed Uncertain ty Reduction theor y to examine
this d ynamic aspect of communic ation. H ere are seven axioms of uncertainty:

1. There is ahigh level of uncertainty at first. As we get to kno w one another , our verbal communic a-
tion incr eases and our unc ertainty begins to de crease.

2. Following v erbal communic ation, non verbal communic ation incr eases, uncertainty continues to
decrease, and more nonverbal displa ys of affiliation, lik e nodding one ® head to indic ate agreement,
will star t to be e xpressed.

3. When experiencing hig h levels of uncertainty, we tend to incr ease our inf ormation-se eking
behaviour, perhaps asking questions to gain mor e insight. As our understanding incr eases, uncer-
tainty decreases, as does the information-se eking behaviour .

4. When experiencing hig h levels of uncertainty, the communic ation in ter action is not as personal or
intimate. As uncertainty is reduced, intimacy incr eases.

5. When experiencing hig h levels of uncertainty, communic ation will f eatur e mor e recipr ocity, or
displays of respect. As uncertainty decreases, recipr ocity may diminish.

6. Differences between people incr ease uncertainty, while similari ties decrease it.

7. Higher levels of uncertainty are associated with a decrease in the indic ation o f liking the other
person, while r eductions in unc ertainty are associated with liking the other person mor e.

Time Orientation

Edward T. Hall and Mildr ed Reed Hall (1987) stae that monochr onic time-orien ted cultur es consider
one thing at a time, wher eas polychronic time-orien ted cultur es schedule many things at one time,
and time is ¢ onsider ed in a mor e fluid sense. In monochr omatic time, in terruptions ar e to be
avoided, and everything has i ts own specific time. Ev en the multi tasker fr om a monochr omatic cul-
tur e will, f or example, recogniz e the value of work first bef ore play or personal time. Canada, Ger-
many, and Switzerland are often note d as countries tha t value a monochr omatic time orien tation.

Polychr omatic time looks a li ttle mor e complic ated, with 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 may be scheduled at a fixed time, but when the y actuall y begin may be
another stor y. Also note that the dinner in vitation f or 8 p.m. may 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 find tha t the hosts ar e not
quite ready to r eceive you.

When in doubt, al ways ask before the event; many people fr om polychromatic cultur es will be use d
to foreigner® tendency 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 aware of this dif ference and takes steps to anticipa te
it. The value of time in dif ferent cultur es is expressed in many ways, and your understanding ¢ an
help you communic ate mor e effectively.

ShortTerm versus Lorigerm Orientation

Long Term

Short Term

Source: ecampusontario

Do you want your r eward rig ht now 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 impatient when those r esults do not
materializ e. Geert Hofste de discusses this r elationship o f time orien tation to a cultur e as a Otime
horiz on,0 and 1 undersc ores the perspe ctiv e of the individual wi thin a cultur al context. Many coun-
tries in Asia, inf luenc ed by the te achings of Confucius, v alue a long-term orien tation, wher eas other
countries, including Canada, ha ve a more short-term appr oach to lif e and results. Indigenous pe o-
ples are known for holding a long-term orien tation driv en by values of deep, long-term r eflection
and communi ty consulta tion.

If you work within a cultur e that has a short-term orien tation, y ou may need to plac e greater
emphasis on r ecipr ocation o f greetings, gifts, and rewards. 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 for tr adition, ther e is also an emphasis on personal r epresenta-
tion and honour , a reflection o f identity and integri ty. Personal stabili ty and consistency are also
valued in a shor t-term orien ted cultur e, contributing to an o verall sense of pr edictabili ty and famil-
iarity.

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 eflects on the famil y and is carrie d by imme diate and
extende d family members.

Masculine versuefinine Orientation

Hofstede (2009) describes the masculine-f eminine dichotom y not in terms o f whether men or
women hold the po wer in a given cultur e, but r ather the e xtent to which tha t cultur e values certain
tr aits that may be consider ed masculine or f eminine. Thus, Othe assertiv e pole has been called @as-
culine ® and the modest, @ring pole Oeminine. ® The wmen in f eminine ¢ ountries ha ve the same mod-
est, caring values as the men; in the masculine ¢ ountries the y are somewhat assertive and
competitive, but not as much as the men, so tha t these c ountries sho w a gap between men® values
and women ® valuesO (Hfste de, 2009).

You can observe this dif ference in wher e people gather, how they inter act, and how they dress. 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 Ot
match those e xpectations may experienc e tension. Business in Canada still has a masculine orien ta-
tionNasser tiveness and competition ar e highly valued. In other cultur es, such as Sveden, business
values are mor e attune d to modest y (lack of self-pr omotion ) and taking c are of society® under-
served members. This r ange of dif ference is one aspect of inter cultur al communic ation tha t r equir es
significant attention when the business ¢ ommunic ator en ters a new environment.

Read the following w eb article: A Balance of Both Masculine and Feminine
Str engths: The Bot tom-Line Benefit

Direct versus Indact

In Canada, business corr espondenc e is expected to be shor t and to the poin t. OVhat can | do for
you?0 is a ommon question when a business person r eceives a call from a stranger; it is an accepted
way of asking the c aller to sta te his or her business. | n some cultur es it is quite appr opriate to mak e
dir ect personal obser vation, such as OYouOe changed your hairst yle O while br 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 may start wi th discussions o f the w eather, or famil y, or topics other than
business as the partners gain a sense of each other, long before the topic o f business is raised. Again,
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the skille d business communic ator r esearches the new environment before entering i t, as a social
faux pas, or err or, can have a significant impac t.

Materialism versusdRationships

Members of a materialistic cultur e place emphasis on external goods and ser vices as a representa-
tion o f self, power, and social rank. If you consider the pla te of food before you, and consider the
labour r equir ed to har vest the gr ain, butcher the animal, and ¢ ook the me al, you are focusing mor e
on the r elationships in volved with its production than the f oods themsel ves. Caviar may be a luxury,
and it may communic ate your abili ty to acquir e and offer a delic acy, but it also represents an effort.
Cultur es differ 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 many Scandinavian nations f eatur e cultur es that plac e more
emphasis on r elationships.

Low-Rower versus Highever Distane

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 reflection o f dominan t or subor dinate roles, regardless of their ac tual f ormal
roles as employee and manager, for example. In 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 tive, or to give input. | 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 framework may preclude their
participa tion. The y may have learned that less powerful pe ople must ac cept de cisions wi thout ¢ om-
ment, even if the y have a concern or kno w ther e is a significant pr oblem. Unless y ou are sensitiv e to
cultur al orien tation and po wer distanc e, you may lose valuable inf ormation.

Read the following H arvard Business Review article: 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 ertainty, time and time
horiz on, masculini ty, dir ectness, materialism, and po wer distanc e.
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69 International Communation and the
Global Marktpla@

In this se ction, w eOll gamine in ter cultur al communic ation fr om the standpoin t of international c om-
munic ation. International c ommunic ation can be defined as communic ation be tween nations, but
we recogniz e that nations do not e xist independen t of people. International c ommunic ation is t ypi-
cally government to go vernment or, more accur ately, governmen tal r epresentativ es to governmen tal
representativ es. It often in volves topics and issues tha t r elate to the na tions as entities, br oad issues
of tr ade, and conflict 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 often in less f ormal, insti tutional w ays. Together these ar eas form
much o f the basis of international c ommunic ation, and w arr ant closer e xamination as seen in Figur e
10.1 below.

Figure 101 Global village and inf luences.

Political Systems

You may be familiar wi th democr acy, or rule b y the pe ople; and the ocracy, or rule o f God by his or
her designates; but the w orld pr esents a diverse range of how people are governed. It is also impor-
tant to note, as w e examine poli tic al systems, that the y are created, maintaine d, and changed by
people. Just as people change o ver time, so do all systems tha t humans cr eate. A politic al climate
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that was once closed to mar ket forces, including dir ect and indir ect in vestment, may change over
time.

Politic al systems are often fr amed in terms o f how people are governed, and the e xtent to which
they may participa te. Democr acy is one form o f governmen t that pr omotes the in volvement of the
individual, but e ven here we can observe stark dif ferences. In Canada, people are encour aged to
vote, but i tis 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, with ad verse consequences if they do not. This doesn Ot man 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 it does
undersc ore cultur al values and their man y representations.

Centr alized rule o f the pe ople also comes in many forms. In a dictatorship, the dic tator establishes
and enforces the rules wi th few che cks and balances, if any. In a totali tarian system, one par ty makes
the rules. The Communist states of the t wentieth c entur y (althoug h egalitarian in the ory) were ruled
in pr actic e by a small central committee. In a the ocracy, one religion mak es the rules based on their
primar y documen ts or in terpr etation o f them, and r eligious 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 many.

A thir d type of politic al system is anarchy, in which ther e is no government. A few places in the
world, notabl y Somalia, may be said to exist in a state of anarchy. But even in a state of anarchy, the
lack of a centr al governmen t me ans that loc al warlor ds, elders, and others e xercise a certain amoun t
of politic al, military, 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 ¢ onduc t, set and pr omote ide als,
and engage in commer ce and tr ade, even if that engagement in volves nonstandar d str ategies such as
the appr opriation o f ships via pir acy. In the absenc e of appoin ted or ele cted leaders, emergent lead-
ers will rise as pe ople attempt to me et their basic ne eds.

Leal Systems

Legal systems also vary across the planet and come in many 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 eligions. The
two most c ommon systems ar e civil and c ommon law. In civil law the rules ar e spelled out in de tall,
and judges ar e responsible for applying the la w to the g iven case. In common la w, the judge in ter-
prets the law and considers the ¢c oncept of precedent, or pr evious decisions. Common law natur ally
adapts to changes in te chnolog y and modern ¢ ontexts as precedents accumulate, while civil la w
requir es new rules to be wri tten out to r eflect the ne w context even as the context tr ansforms and
changes. Civil law is mor e predictable and is pr actised in the majori ty of countries, while ¢ ommon
law involves more interpr etation tha t can produce conflict wi th multiple vie ws on the applic ation o f
the law in question. The thir d type of law dr aws its rules fr om a the ological base rooted in r eligion.
This system pr esents unique challenges to the outsider , and warrants thor ough research.
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Emnomic Systems

Economic systems v ary in similar w ays across cultur es, and again reflect 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 economy with a hig h degree of governmen t inter vention may prove challenging for both in ternal
and external businesses. An e conomy with r elativ ely little governmen t oversig ht may be said to
reflect mor e of the mar ket(s) and to be less restric ted. Along these same lines, go vernmen t may per-
ceive its role 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 eflects the c oncept
of governmen titself. A government may be designed to give everyone access to the mar ket, with 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 & self-in ter est and word
gets out tha t one business pr oduces a product that fails to w ork as advertised, it is often belie ved
that the mar ket will na tur ally gravitate away from this fa ulty product to a c ompeting pr oduct that
works properly. Individual ¢ onsumers, ho wever, may have a hard time kno wing which pr oduct to
have faith in and ma y look to go vernmen t to pr ovide that me asure of safety.

Governmen t certif ication o f food, for example, attempts to r educe disease. Meat fr om unkno wn
sources would lack the se al of certif ication, aler ting the ¢ onsumer to e valuate the pr oduct closel y or
choose another pr oduct. From meat to f inancial pr oducts, we can see both the dangers and posi tive
attributes o finter vention and ¢ an also acknowledge that its applic ation may be less than consistent.
Some cultur es that value the communi ty may natur ally look to their go vernment for le adership in
economic ar eas, while those tha t r epresent an individualistic tendenc y may take a more Ohands d¢fO
approach.

Ethical Systems

Ethic al systems, unlik e politic 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 influential in in ter actions, tr ade, and com-
mer ce. Ethics r efers to a set of norms and principles tha trelate 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 ® code
of conduct; or may reflect cultur al values in law. What is legal and what is ethic al are at times qui te
distinc t.
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Review the f ollowing link to the Canadian Cer tif ied Professional Accountant
(CPA) Code of Professional Conduc t

Some cultur es have systems of respect and honor tha t r equir e tribute and

compensation f or service, while others ma y view payment as a form o f bribe. | t

may be legal in one country to mak e a donation or suppor t a public o fficial in
order to gain inf luence over a decision, but i t may be unethic al. In some countries, it 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 Mllage

International tr ade has advantages and disadvantages, again based on your vie wpoin t and cultur al
reference. If you come from a tr aditional cultur e, with str ong gender norms and ¢ odes of conduct,
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 ¢ ontent that contradicts your cultur al values. You may also take the vie wpoin t
from a basic perspe ctive and assert that basic goods and ser vices that can only be obtaine d thr ough
tr ade pose a security risk. | f you cannot obtain the pr oduct or ser vice, it may put y ou, your business,
or your communi ty at risk.

Furthermor e, Ojust in timeO deliery methods may produc e shortages when the systems br eak down
due to w eather, transportation dela ys, or conflict. People come to kno w each other thr ough inter ac-
tions (and tr ansactions ar e fundamen tal to g lobal tr ade), but cultur al viewpoin ts may come into con-
flict. 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 at the e xpense of inno vation and tr ade. Other cultur es may come to

embr ace diverse cultur es and trade, only to find tha t the y have welcomed some who wish to do
harm. In a modern w orld, tr ansactions have a cultur al dynamic tha t cannot be ignor ed.

Inter cultur al communic ation and business ha ve been related since the first e xchange of value. Peo-
ple, even from the same c ommuni ty, had to arriv e at a common understanding o f value. Symbols,
gestur es, and even language reflect these values. Attention to this ¢ entr al concept will enable the
skille d business communic ator to look be yond their o0 wn vie wpoin t.

It was once the privilege o f the w ealthy to tr avel, and the mer chant or e xplor er knew firsthand wha t
many could only read about. Now we can take virtual tours o f locations w e may never tr avel to, and
as the cost of tr avel decreases, we can incr easingly see the world for oursel ves. As dobal tr ade has
developed, and time to mar ket has decreased, the w orld has effectively grown smaller . While the siz e
has not change d, our abili ty to navigate has been dramatic 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 of communic ation, pr edicted what we now know as the Qylobal village.O The dpbal village is

266 | International Communic ation and the Global Mar ketplac e



characteriz ed by inf ormation and tr ansportation 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 internationall y.
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7Q Styles of Managhent

People and their r elationships to dominan t and subor dinate roles are a reflection o f cultur e and cul-
tur al viewpoin t. They are communic ated thr ough experienc e and create expectations f or how and
when managers in ter act wi th emplo yees. The thr ee most commonl y discussed management the ories
are often called X, Y, and Z. As seen in Figur e 10.2 below, the thr ee theories and their inf luence on
inter cultur al communic ation will be describe d.

Figure 1Q2. Inter cultur al communic ation and the ories X, Y, and Z.

Theory X

In an inf luential book ti tled The Human Side of Enterprise , M. I. T. management pr ofessor Doug las
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McGregor describe d two contr asting per ceptions on ho w and why people work, formula ting The ory
X and Theory Y; they are both based on Maslo w® hierarchy of needs (Maslow, A., 1954; Maslav, A.,
1970). According to this model, pe ople are concerned first wi th physical needs (e.g., food, shelter)
and second wi th safety. At the thir d level, people seek love, acceptanc e, and intimacy. Self-este em,
achievement, and r espect ar e the fourth le vel. Finally, the fifth le vel embodies self -ac tualiza tion.

Watch the f ollowing 5 minute vide o: McGregor® Theory X and Y

A YouTube element has been &cluded from this ver sion of the text. You can view it online her e:
https:// ecampusontario .pr essbookspub/commbuspr_ofcdn/?p=655

Theor y X asserts that workers 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 edicted to avoid w ork if
they can, giving rise to the per ceived need for constant, dir ect super vision.

A Theory 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 entive programs to pr ovide punishmen t
and reward.

In Theory Y employees are describe d as ambitious, self -dir ected, and capable of self-motiv ation.
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A Theory Y manager determines tha t a job well done is r eward in and of itself, 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 little
supervision.

Theory Z takes the view that workers are seen as having a high need for r einforcement, wher e
belonging is emphasiz ed.

In Theory Z management, workers are truste d to do their jobs wi th excellence and supervisors are
truste d to suppor t them (Massie & Doug las, 1992).

Each of these the ories of management featur es a viewpoin t wi th assumptions about pe ople and why
they do what the y do. While each has been the subje ct of 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 tin an in ter cultur al context.

Management The ories X, Y, and Z are examples of distinc t and div ergent views 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 differences in business contexts, what advice
do you have for Abe, wher e her country of orig in cultur e and customs ar e differ-
ent fr om the ne w Canadian customs she enc ounters? Should she assimila te and
just shak e hands with male c olleagues? If it@ impor tant for 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 .pr essbooksoub/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 .pr essbooksoub/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 .pr essbooksoub/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 .pr essbooksoub/commbuspr_ofcdn/?p=657
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Glosary

Cultur e B the ongoing negotia tion o f learned and patterne d beliefs, attitudes, values, and behav-
iours.

Dir ect cul tur es B business conversations ¢ an move dir ectly to business wi thout inf ormal c onversa-
tion.

Feminine orien tation D a cultural value of modest, ¢ aring v alues.

High-po wer distance cul tur e b there are clear hier archies of power, especially in manager -subor di-
nate or ganizational r oles. You may need to tak e extr a care to elici t feedback and in volve senior
administr ators in discussion be cause their cultur al framework may preclude their par ticipa tion.
Indir ect cul tur es B business conversations may start wi th discussions o f the w eather, or famil y, or
topics other than business as the par tners gain a sense of each other , long before the topic o f busi-
ness is raised.

Interna tional comm unication B communic ation be tween nations, ort wo or mor e people fr om dif-
ferent nations.

Long-term orien tation D 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 B people r elate to one another mor e as equals and less as a reflection
of dominan t or subor dinate roles.

Masculine orien tation B a cultural value of assertive and competitive behaviour .

M aterialistic cul tur e B members place emphasis on external goods and ser vices as a representation
of self, power, and social r ank.

Monochr omatic time B interruptions ar e to be avoided, and everything has i ts own specific time.
Polychr omatic time B more complic ated, with business and famil y mixing wi th dinner and dancing,
events do not ne cessarily start on time.

Political systems B framed in terms o f how people are governed, and the e xtent to which the y may
participa te.

Relationship cul tur es  value people and r elationships mor e than material obje cts.

Rites of I nitiation D marks the passage of the individual to be come part of the communi ty.

Short -term orien tation D a culture whose people value imme diate r esults and gr ow impatient when
those r esults do not ma terializ e.

Additional Resouces

Global Affairs Canada, Cultur al Information: Answ ers to y our in ter cultur al questions fr om a Cana-

dian and a loc al point of view https:// www.interna tional.g c.cal/cil-c ai/c ountry_insig hts-aper-
cus_pays/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) http:// volunteeralberta.ab.ca/wp-c ontent/uploads /2016 /0 2/Cultur es-at-W ork-Ana-Maria-
Fantino- 2006.pdf

Conestoga College: Welcome to | nter cultur al Communic ation https:// www.conestogac.on.c a/in ter-
cultur al-c ommunic ation /
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72 Introduction

Chapter 11 lening Outomes

Define groups and te ams.

Identif y the t ypic al stages in the lif e cycle of a group.

Describe t ypes of group members and gr oup member r oles.

Describe te amwork and how to o vercome challenges to gr oup success.
Describe le adership st yles and their lik ely inf luence on followers.

o r WD R

Abe works in a team with other f inancial anal ysts to c omple te pr ojects for the

financ e department. Each member has a dif ferent le vel of experienc e in the c om-

pany, and in their c areer. They also have different perspe ctives and ideas on how

the job should be done. One of Abe® co-w orkers is unc omfortable using te chnol-

ogy and the ne w software that the c ompany has invested in. Abe has been prac-

ticing and taking ¢ ourses to le arn the so ftware and likes using it. She finds it
much mor e efficient, however the te am needs to be on the same page. W hat should Abe do ?

Interpersonal c ommunic ation oc curs between two people, but gr oup communic ation may involve
two or mor e individuals. Gr oups are a primar y context for in ter action wi thin the business ¢ ommu-
nity. Groups overlap and may share common goals, but the y may also engage in conflict. Within a
group, individuals ma y behave in distinc t ways, 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 aningless, or
even unacceptable to another gr oup. An individual ma y belong to multiple gr oups, adapting their
communic ation patterns to me et gr oup norma tive expectations.

Chapter Peview

¥ What |s a Group?

¥ Group Lif e Cycles and Member Roles
¥ Group Problem Solving

¥ Business and Professional M eetings
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/3What I1s a Gyup?

Most humans f orm self -iden tities thr ough their c ommunic ation wi th others, and much o fthat inter-
action oc curs in a gr oup context. A group may be defined as three or mor e individuals who af filiate,
inter act, or c ooper ate in a familial, social, or w ork context. Group communic ation may be defined as
the exchange of inf ormation wi th those who ar e alike cultur ally, linguistic ally, and/or ge ographically.
Group members may be known by their symbols, such as pa tches and insignia on a mili tary unif orm.
They may be known by their use o f specializ ed language or jargon. Group members may also be
known by their pr oximity, as in gated communi ties. Regardless of how the gr oup def ines itself, and
regardless of the extent to which i ts bor ders are porous or perme able, a group recognizes itself as a
group. Humans natur ally make groups a part of their ¢ ontext or en vironment.

Source: Pixabay.com

Types of Goups in the \Wrkplae

As a skilled business communic ator, learning mor e about gr oups, group dynamics, management, 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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defined by function. The y can also be defined, from a developmen tal vie wpoin t, by relationships
within the gr oup. Groups can be discussed in terms o f their r elationship to the individual and the
degree to which the y meet interpersonal ne eds. Some groups may be assembled at work 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 problem-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
framework to f or viewing the w orld. Disciplines in volve a common set of the ories tha t explain the
world, 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 are marketing e xperts that are members of the mar-
keting depar tment and per ceive their tasks dif ferently from 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 conne cted with the lar ger or ganization.

Relationships ar e part of any group, and can be describe d in terms o f status, power, control, as well
as role, function, or vie wpoin t. Relationships ar e forme d thr ough communic ation in ter action acr 0ss
time, and o ften shar e a common histor vy, values, and beliefs about the w orld around us.

Through 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 affection, and the
need for contr ol (Schutz, 1966). In a work context, Gaffection O mg sound odd, but w e all experienc e
affection at work in the f orm o f friendl y comments lik e @ood morning, O Ohee a nice weekend,0O and
@ood job!O Our professional lives also fulfill 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 common goals, such as to
deliver the mail in a timel y fashion to the ¢ orr esponding depar tmen ts and individuals, y our dail y
inter actions may well go beyond this func tional perspe ctive.

Primary and Sndary Goups

There are fundamen tally two types of groups, primar y and secondary. The hierarchy denotes the
degree to which the gr oup(s) meet your in terpersonal ne eds. Primary groups meet most, if not all, o f
one® needs. Groups that me et some, but not all, ne eds are called secondary groups. Secondary
groups often include w ork groups, wher e the goal is to c omple te a task or sol ve a problem. Sec-
ondary groups may meet your ne ed for pr ofessional acceptanc e and celebrate 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 problem sol ving, work groups can accomplish mor e than individuals ¢ an. People, each of
whom ha ve specializ ed skills, talen ts, experienc e, or education ¢ ome toge ther in ne w combinations
with new challenges, find ne w perspe ctiv es to cr eate unique appr oaches that the y themsel ves would
not have formula ted alone.
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If Two® Company and Tée®a Cowd, What Is a ®up?

This old clichZ r efers to the human tendenc vy to form pairs. P airing is the most basic f orm of rela-
tionship f ormation; i t applies to childhood best friends, ¢ ollege roommates, romantic ¢ ouples, busi-
ness partners, and man y other d yads (two-person r elationships ). A group, by definition, 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 grows, the mor e likely it is to subdivide. Anal ysis of these smaller, or

micr ogroups, is incr easingly a point of stud y as the interne t allo ws individuals to join pe ople of simi-
lar mind or habi t to shar e virtuall y anything acr oss time and distanc e. A microgroup is a small, inde-
pendent group that has a link, affiliation, or associa tion wi th a lar ger group. With each additional
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 may 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 ¢ ontext.

Group norms are customs, standar ds, and behaviour al expectations tha t emer ge as a group forms. If
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 comment, 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 only
post onc e a week, the group will c ome to natur ally expect your customar y post. Norms in volve
expectations tha t are self and group impose d and that often 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 participa 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 within a gr oup can also be a challenge. Small
groups need to have 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 that what each brings ¢ annot be shar ed (Galanes,
Adams, & Brilhar t, 2000 ).
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74 Group Life Cycles and Membexlés

Groups are dynamic systems in ¢ onstant change. Gr oups gr ow toge ther and e ventuall y come apart.
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 may 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 Cycled&terns

In order to be tter understand gr oup development and its 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, spefies the usual or der of the phases of group development as a cycle, and allows us to
predict several stages we can anticipa te as we join a new group.
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Forming

Storming

Adjourning

of Group
Development

ax y

Performing Norming

Figure 11.TTuckman ® Linear Model of group development.

Tuckman (1965) describes the fi ve stages as follows:

¥

Forming: Members come toge ther, learn about e ach other , and determine the purpose o fthe

Storming: Members engage in mor e dir ect communic ation and ge t to kno w each other . Con-
flicts between group members will 0 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, rank, and roles in the gr oup ar e established.

Perf orming: Members fulf ill their purpose and r each their goal.

Adjourning: Members le ave the group

Tuckman begins with the forming stag e as the initiation o f group formation . This stage is also called
the orien tation stag e because individual gr oup members ¢ ome to kno w each other . Group members
who ar e new to e ach other and ¢ anOt pedict each other® behaviour, can be expected to e xperienc e
the str ess of uncertainty. Uncertainty the ory states that humans choose to kno w mor e about others
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with whom the y have inter actions in or der to r educe or resolve the anxie ty associated with the
unkno wn (Berger & Calabrese, 195; Berger, 1986; Gudykunst, 1995). The more we know about others
and become accustome d to ho w the y communic ate, the be tter w e can predict how the y will in ter act
with us in futur e contexts. If you learn that M onday mornings ar e never a good time f or y our super-
visor, you quickl y learn to sche dule meetings later in the w eek.

If you don Ot knev someone very well, it is easy to offend. Each group member brings to the gr oup a
set of experienc es, combine d with e ducation and a self -c oncept. You wonOt be able to ead this
information on a name tag, but inste ad you will onl y come to kno w it thr ough time and in ter action.
Sinc e 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 of 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 prefer 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 ferently. Some group members may be at a similar
level to y ou but may be uncertain about e veryone® 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 for
the members to r esolve uncertainty before the gr oup® work commenc es. There may be challenges
for le adership, and c onflicting vie wpoin ts. A clear definition 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 reduce
uncertainty.

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 of job func tions, and in the d ynamic mar ketplac e of toda y® business envir on-
ment you will o ften find tha t pe ople have talents and skills w ell beyond their OofficialO wle or task.
Drawing on these str engths c an make the gr oup mor e effective.

The norming stage is mar ked by less division and mor e collabor ation. The le vel of anxiety associated
with in ter action is gener ally reduced, making for a mor e positive work climate that pr omotes listen-
ing. When people feel less thr eatened and their ne eds are met, they are more likely to focus their
comple te attention on the purpose o fthe gr oup. Tensions are reduced when the norma tiv e expecta-
tions ar e known, and the degr ee to which a manager ¢ an describe these at the outse t can reduce the
amount of time the gr oup remains in unc ertainty. Group members gener ally express more satisfac-
tion wi th cle ar expectations and ar e mor e incline d to par ticipa te.

Ultima tely, the purpose o f a work group is perf ormanc e, and the pr eceding stages le ad to the per-
forming stag e, in which the gr oup accomplishes i ts mandate, fulf ills its purpose, and re aches its
goals. To facili tate perf ormanc e, group members ¢ anOt skip the intiation o f getting to kno w each
other or the sor ting out o f roles and norms, but the y can try to focus on perf ormanc e with cle ar
expectations fr om the momen t the gr oup is forme d. Productivi ty is often how we measure success
in business and industr y, and the gr oup has to pr oduc e. Outc ome assessments may have been built
into the system fr om the beg inning to ser ve as a benchmark for success. If the goal is to cr eate a
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communi ty wher e competition 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 group. The gr oup may cease to exist or i t may be tr ans-
forme d with new members and a ne w set of goals. Like life, the group 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
with skill and e ase. We often close this pr ocess with a ri tual mar king its passing. The ri tual may be as
formal as an award or as inf ormal as a Othank youO or a erbal ackno wledgement of a job well done. It
is impor tant not to f orget that gr oups can reach the adjourning stage wi thout ha ving achie ved suc-
cess. Some businesses go bankrupt, some depar tments are closed, and some individuals lose their
positions af ter a gr oup fails to perf orm. Adjournmen t can come suddenly and une xpectedly, or grad-
ually and piece by piece. Either w ay, a skilled business communic ator will be pr epared and recognize
it as part of the classic gr oup lif e cycle.

Watch the f ollowing 2 min ute video Forming, Storming, N orming, and P erforming: B ruce Tuckman®
Team Stages Model Explained

A YouTube element has been &cluded from this ver sion of the text. You can view it online her e:
https:// ecampusontario .pr essbookgpub/commbuspr_ofcdn/?p=699

Group Lif e Cycles and Member Roles | 285



Life Cycle of Memberdres

Just as groups go thr ough a life 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 11.1ife Cycle of Member Roles

Potential M ember Curiosi ty and inter est

New Member Joined the gr oup but still an outsider and unkno wn
Full Member Knows the QuulesO and is looked to f or le adership
Divergent M ember Focuses on differences

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 ollowing is a gr oup member lif e cycle description:

Stage 1:Abe graduated from 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 Analyst (CFA) designation. She has
contacted the CFA Institute and r eached out to members in her ¢ 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 writes the e xams and is curr ently comple ting her w ork experienc e portion o f the r equir e-
ments. She is not y et a full member , but is enr olled in the insti tute while she ¢ ompletes her w ork
experienc e. She atends events with her loc al CFA society to network, and learn. She finds it over-
whelming as she is unfamiliar wi th the rules, inf ormation, and members o f the socie ty.

As a new group member , your le vel of acceptanc e will incr ease as you begin learning the gr oupsO
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 group member as y ou learn to f it in to the gr oup.

Stage 3: Over time Abe ¢ ompletes her w ork experienc e requir ements, and becomes a full member .
As she completes projects, and works with others she le arns mor e about the pr ofession and mem-
bership r esponsibili ties, she is no longer ¢ onsider ed a Mewbie OFull members en joy knowing the
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rules and customs, and ¢ an even create new rules. N ew group 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 there are many ways to appr oach a project, ther e are bound
to be dif ferences in perspe ctiv es. Expressing dif ferent views can cause conflict and may even inter-
fere with communic ation. W hen this t ype of tension arises, divergent gr oup members pull back,
contribute less, and star t to se e themselves as separate fr om the gr oup. Divergent gr oup members
have less eye contact, seek out e ach other opinion less fr equently, and listen def ensively. In the
beginning o f the pr ocess, you felt a sense of belong ing, but no w you don Ot. Maginal gr oup members
start to look outside the gr oup for 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 reports for management. Abe likes to use technolog y to mak e
the job go faster , but Sue is uncomfortable wi th te chnolog y and would r ather do i t all by 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 terests.

Some members at this stage ¢ an overcome dif ferences and stay in the gr oup for years; or move on to
other gr oups. As a skilled business communic ator, you will r ecogniz e the signs of divergence, just as
you have anticipa ted the storming stage, and do y our best to facili tate success.

Positive and Negive Member Bles

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 positive. At times when y ou have to get work done, however, the class clown may become a
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distr action. N otions o f positive and negativ e will o ften depend on the ¢ ontext when discussing
groups. Table 11.2 Of3itiv e RolesO and hble 11.3 Odgativ e RolesO list both positive and negativ e roles
people sometimes play in a group setting (Beene & Sheets, 1948; McLean, 2005).

Table 11.2 Bsitive Roles.

Initiator -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, information, and suggestions toge ther
Evaluator -Ciri tic Evaluates ide as and provides construc tiv e criticism
Recorder Records ideas, examples, suggestions, and cri tiques

Table 11.3 Mgative Roles

Dominator Dominates discussion, not allo wing others to tak e their turn
Recognition Seeker Relates discussion to their ac complishmen ts; seeks attention
Special-I nter est Pleader Relates discussion to spe cial in ter est or personal agenda
Blocker Blocks attempts at consensus consistently

Joker or Clown Seeks attention thr ough humour and distr acts group members

Now that youOe reviewed positive and negativ e group member r oles, you may examine another per-
spective. While some personali ty tr aits and behaviours may negativ ely inf luenc e groups, some tr aits
can be positiv e or negativ e depending on the ¢ ontext.

Just as the class clown can have a positiv e effect in lif ting spiri ts or a negativ e effect in distr acting
members, a domina tor may be exactly what is needed for quick ac tion. An emer gency physician
doesnOt hae time to ask all the gr oup members in the emer gency unit how the y feel about a course
of action; inste ad, a self-dir ected approach based on tr aining and e xperienc e may be necessary. In
contr ast, a teacher may ask students their opinions about a change in the f ormat of class; in this si t-
uation, the r ole of coordinator or elabor ator is mor e appropriate than tha t of domina tor.

The group is toge ther be cause they have a purpose or goal, and normall y they are capable of mor e
than any one individual member ¢ ould be on their o wn, so it would be inef ficient to hinder tha t
progress. But a block er, who cuts o ff collabor ation, does just tha t. If a group member in terrupts
another and pr esents a viewpoin t or inf ormation tha t suggests a dif ferent course of action, the poin t
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may be well tak en and serve the collabor ative process. But if tha t same group 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 tive and negativ e situations and r oles
arenOt ompletely clear.
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75 Group Roblem Solving

Source: pixabay.com

The problem-sol ving pr ocess involves thoug hts, discussions, actions, and de cisions tha t oc cur fr om
the first c onsider ation o f a problematic situation to the goal. The pr oblems that groups 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 tizen complain ts, creating or adapting pr oducts or ser vices to fit needs, suppor ting
members, and r aising awareness about issues or ¢ auses.

While ther e are many ways to appr oach a problem, the Americ an educational philosopher J ohn
Dewey@ reflectiv e thinking se quence has stood the test o f time. This se ven-step pr ocess (Adler,
1996) has produced positiv e results and serves as a handy organizational struc tur e. If you are mem-
ber of a group that needs to solve a problem and don Ot knev wher e to star t, consider the se ven sim-
ple steps illustr ated in Figur e 11.2 belaov:
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Figure 11.2Problem-sol ving pr ocess.

Define the Poblem

If you don Ot knev what the pr oblem is, how do you know you can solve it? Defining the pr oblem
allows the gr oup to set boundaries o f what the pr oblem is and wha t it is not and to beg in to f ormal-
ize a description or def inition o f the scope, size, or extent of the challenge the gr oup will addr ess. A
problem thatis too br oadly defined can overwhelm the gr oup. If the pr oblem is too narr owly
defined, impor tant inf ormation will be misse d or ignor ed.

In the following e xample, ther e is a web-based company called Favourites that needs to incr ease its
customer base and ultima tely sales. A problem-sol ving gr oup has been formed, and they start by for-
mulating a w orking def inition o f the pr oblem.

Example pr oblems:
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Too broad: OSales ae off, our numbers ar e down, and w e need mor e customers. O

More precise: OSales hae been slipping incr ementally for six o f the past nine mon ths and ar e signif-
icantly lower than a seasonally adjusted comparison to last y ear. Overall, this loss r epresents a 4.5
percent r eduction in sales fr om the same time lasty ear. However, when we break it down by prod-
uct category, sales of our none dible pr oducts have seen a modest but ste ady incr ease, while sales of
edibles account for the dr op off and we need to halt the de cline.O

Analyze the i®blem

The problem-sol ving gr oup Kevin, Mariah, and S uri anal yze the pr oblem and beg in to gather inf or-
mation to le arn mor e. The problem is c omple x and requir es more than one ar ea of expertise. Why do
nonedible pr oducts continue selling w ell? What is it about the e dibles that is turning customers o ff?

Kevin is responsible f or customer r esource management. He is involved with the customer fr om the
point of initial c ontact thr ough pur chase and delivery. Most of the in terfac e is automated in the f orm
of an online Obasket model, O whee photogr aphs and product descriptions ar e accompanie d by Obty
itO butons. He 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 ormation. M ost Favourites customers do
not ac cess this service, but Kevin is kept qui te busy, as he also handles returns and ¢ omplain ts.
Because Kevin belie ves that superior ser vice retains customers while a ttr acting ne w ones, he is
always inter ested in better w ays to serve the customer . Looking at edibles and none dibles, he will
study the cycle of customer ser vice and see if ther e are any common poin tsNfrom the main w eb-
page, thr ough the c atalog, to the pur chase process, and to returnsNat 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 ently no inc entiv e to par ticipa te.

Mariah is responsible for pr oducts and pur chasing. She wants to o ffer the best pr oducts at the lo w-
est pric e, and to offer new products that are unusual, rare, or exotic. She r egularly adds new pr od-
ucts to the Favourites catalog and culls underperf ormers. Rig ht now she has the data on every
product and its sales histor y, but it is a challenge to r epresent it. She will anal yze curr ent sales data
and produce a report that specifically identif ies how each productNedible and none dibleNis per-
forming. She w ants to hig hlig ht OwinnersO and OlosersO but als@cogniz es that toda y® OlosersO ma
be the hit of tomorr ow. Itis hard to pr edict constantly changing tastes and pr eferences, but that is
part of her job. 1 t@ not all scienc e, and it@ not all ar t. She has to have an eye for what will ¢ atch on
tomorr ow while ¢ ontinuing to pr ovide what is hot toda y.

Suri is responsible f or data management at Favourites. She gahers, analyzes, and presents inf orma-
tion gather ed from the suppl y chain, sales, and marketing. She works with vendors to mak e sure
products are available when ne eded, makes sales predictions based on past sales histor y, and
assesses the effectiv eness of mar keting c ampaigns.
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The problem-sol ving gr oup members alr eady have certain inf ormation on hand. The y know that
customer r etention is one ¢ ontributing fac tor. Attr acting ne w customers is a ¢ onstant goal, but the y
are aware of the w ell-kno wn principle tha tittak es more effort to attr act new customers than to
keep existing ones. Thus, i tis 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 ne eds to determine ho w to pr omote this
favour able customer beha viour .

Another ¢ ontributing fac tor se ems to be that customers o ften abandon the shopping ¢ art before
completing a pur chase, especially 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. At this poin t, inf ormation is ¢ oming in fr om
diverse perspe ctiv es, and each group member has c ontribute d information fr om their perspe ctive,
even thoug h ther e may be several points of overlap.

Kevin: Customers who ¢ omplete the postsale sur vey indic ate that the y want to kno w (1) what is the
estimated time o f deliv ery, (2) why a specific item w as not in stock and when i t will be a vailable, and
(3) why their or der sometimes arriv es with less than a c omple te or der, with some i tems back -
ordered, without prior notif ication.

He notes that a very small per centage of customers ¢ omple te the postsale sur vey, and the r esults
are far fr om scientif ic. He also notes that it appears the in terfac e is not c apable of cr oss-che cking
inventor y to pr ovide imme diate inf ormation ¢ oncerning back or ders, so that the customer Obuys itO
only to le arn several days later tha t it was not in stock. This se ems to be especially problematic f or
edible pr oducts, because people may tend to or der them f or special oc casions lik e birthdays and
anniversaries. But w e donOt eally know this f or sur e because of the lo w par ticipa tion in the postsale
survey.

Mariah: There are four edible pr oducts that fr equently sell out. So far, we havenOt ben able to boost
the appe al of other e dibles so that people would or der them as a second choic e when these sales
leaders arenOt wailable. We also have several rare, exotic pr oducts that are slow movers. They have
poten tial, but curr ently are underperf ormers.

Suri: We know fr om a postal ¢ ode analysis that most o f our customers ar e from a few specific geo-
graphic ar eas associated with above-average incomes. We have very few cr edit cards declined, and
the average sale is over $100. Shipping c osts represent on average 8 percent of the total sales c ost.
We do not ha ve sufficient inf ormation to pr oduce a customer pr ofile. Ther e is no specific pointin
the pur chase process where basket abandonmen t tends to happen; i t happens fair ly unif ormly at all
steps.
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Consider Bssible Solutions to thedblem

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 esour ces on those solutions tha t are more likely to pr oduce
results.

Kevin: Is it possible f or our pr ogrammers to cr eate a cr oss-inde x featur e, linking the pr oduct
desired with a report of how many are in stock? 1@ 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 wait. As another ide a, is it possible to add inc entives to the
pur chase cycle that wonOt negtv ely impact our o verall profit? 1@n thinking a small v olume disc ount
on multiple i tems, or per haps free shipping o ver a specific dollar amoun t.

Mariah: | recommend w e hold a focus group wher e customers ¢ an sample our e dible pr oducts and
tell us what the y like best and why. When the best sellers ar e sold out, c ould w e offer a discount on
related products to pr ovide an instan t alterna tive? We mig ht also cull the underperf orming pr oducts
with a liquida tion sale to gener ate inter est.

Suri: If we want to kno w mor e about our customers, w e need to give them an inc entive to comple te
the postsale sur vey. How about a 5 per cent off coupon c ode for the ne xt pur chase to get them to
return and to help us be tter iden tif y our customer base ? We may also want to build in a customer
referral rewards program, but it all tak es better data in to ge t r esults out. W e should also e xplor e the
supply side of the business by getting a mor e reliable supply of the le ading pr oducts and tr ying to
get disc ounts that are mor e advantageous from our suppliers, espe cially in the e dible c ategor y.

Decide on a Solution

Kevin, Mariah, and S uri may want to implemen t all the solution str ategies, but the y do not ha ve the
resources to do them all. The yOll omple te a cost-benef it analysis, which r anks each solution ac cord-
ing to i ts probable impac t.

Implement the Solution

Kevin is fac ed with the challenge o f designing the ¢ omputer in terfac e without incurring unac cept-
able costs. He strongly believes that the in terfac e will pay for itself wi thin the f irst y earNor, to put i t
mor e bluntly, that Favourites Gleclining sales will ge t worse if the w ebsite does not ha ve this featur e
soon. He asks to meet wi th top managemen t to get budge t appr oval and secur es their agr eement, on
one condition: he must negotia te a compensation sche dule wi th the inf ormation te chnolog y consul-
tants that includes dela yed compensation in the f orm o f bonuses after the f eatur e has been up and
running suc cessfully for six mon ths.
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Mariah kno ws that searching f or alterna tive products is a never-ending pr ocess, but it tak es time
and the company needs results. She decides to in vest time e valuating pr oducts that competing c om-
panies curr ently offer, especially in the e dible c ategor y, on the the ory that customers who f ind their
desired items sold out on the Favourites website may have been buying alterna tive products else-
wher e inste ad of choosing an alterna tive from Favourites Goroduct lines.

Suri de cides to appr oach the vendors of the f our fr equently sold-out pr oducts and ask poin t blank,
QVhat would it tak e to get you to pr oduc e these items mor e reliably in gr eater quan tities?O B 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 reliabili ty and quantity. She also approaches the vendors of the less
popular pr oducts with a request for better disc ounts in r eturn f or their ¢ ooper ation in de veloping
and test-mar keting ne w pr oducts.

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 Oin stockO or @vailable [mo/da /yr ]O in the shopping basket. As
expected, Kevin notes a de crease in the number o f chat and phone inquiries to the ef fect of, QWill
this i tem arriv e before my wif e® birthday?O Kwever, he notes an incr ease in inquiries asking, OWhy
isnOt this fem in stock?O It is dif ficult to tell whe ther customer sa tisfaction is hig her overall.

Mariah: In exploring the mer chandise available fr om competing mer chants, she got several ideas for
modif ying Favourites Qoroduct line to o ffer mor e flavors and other v ariations on popular e dibles.
Working wi th vendors, she found tha t these modif ications c ost very little. Within the f irst thir ty days
of adding these i tems to the pr oduct line, sales are up. Mariah belie ves these additions also ser ve to
enhance the Favourites brand identity, but she has no data to back this up.

Suri: So far, the vendors suppl ying the f our top-selling e dibles have fulfille d their pr omise of

incr easing quantity and reliabili ty. However, thr ee of the f our i tems have still sold out, r aising the
guestion o f whe ther Favourites needs to bring in one or mor e additional v endors to pr oduce these
items. Of the v endors wi th which Favourites asked to negotia te better disc ounts, some refused, and
two of these w ere Gtolen O ly a competing mer chant so that the y no longer sell to Favourites. In
addition, one o f the vendors tha t agreed to give a better disc ount was unexpectedly forced to c ease
oper ations f or several weeks because of a fire.

This scenario allo ws us to see that the pr oblem may have several dimensions as w ell as solutions,
that resources can be limi ted, and not e very solution is suc cessful. Even thoug h the pr oblem is not
imme diately resolved, the gr oup pr oblem-sol ving pattern and ¢ 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 Laaership

Two impor tant aspects of group communic ationNespe cially in the business en vironmen tNar e team-
work and leadership. You will w ork in a team and at some poin t may be called on to le ad. You may
emerge to that role as the group r ecogniz es your specific skill set in r elation to the task, ory ou may
be appointed to a position o f responsibili ty for y ourself and others. Y our c ommunic ation skills will

be your f oundation f or success as a member and as a leader. Listen and se ek to understand both the
task and your gr oup members as y ou become involved with the ne w effort. Have confidence in your-
self and inspir e the trust o f others. Kno w that leading and following ar e both in tegr al aspects of
effective teamwork.

Teamwork

Teams are a form o f a group normall y dedicated to pr oduction or pr oblem solving. Teams can often
achieve higher le vels of perf ormanc e than individuals be cause of the c ombine d energies and talents
of the members. Collabor ation ¢ an produce motiv ation and cr eativi ty that 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 ersity can energize the pr ocess, helping addr ess creativ e blocks and stalema tes. By
involving members o f the te am in de cision-making, and ¢ alling upon e ach member® 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 may prove a challenge as members jugg le
competing assignmen ts and personal ¢ ommitments. 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 procedur e, plan, or pr oduct that
they themsel ves have not de veloped. Groupthink , or the tendenc y to accept the gr oup®ideas and
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actions in spi te of individual ¢ oncerns, can also compr omise the pr ocess and reduce efficiency. Per-
sonalities and c ompetition ¢ an play a role in a te am® failur e to pr oduce.

We can recogniz e that people want to belong to a suc cessful team, and celebrating incr emental gain
can focus the attention on the pr oject and its goals. Members will be mor e willing to e xpress

thoug hts and opinions, and f ollow thr ough with actions, when the y perceive that the y are an impor-
tant part of the te am. By failing to include all the te  am members, valuable insig hts may be lost in the
rush to judgmen t or pr oduction. Making time f or planning, and g iving e ach member time to stud v,
reflect, and contribute ¢ an allow them to gain v aluable insig hts fr om each other , and may make

them mor e likely to contribute inf ormation tha t challenges the sta tus quo. Unc onventional or Odevil@
advocate O thinking may prove insightful and ser ve to challenge the pr ocess in a positiv e way,

impr oving the pr oduction o f the te am. Respect for div ergent views can encour age open discussion.

John Thill and Cour tland Bo vee (2002) provide a valuable list to ¢ onsider when se tting up a te am as
follows:

Select te am members wisel y
Select a responsible le ader
Promote ¢ ooper ation

Clarify goals

Elicit commitment

Clarify responsibili ties

Instill pr ompt ac tion

Apply technolog y

Ensure technolog ical compatibili ty
Provide pr ompt f eedback

K K K K K K K K K K

Group dynamics involve the inter actions and pr ocesses o a team and inf luenc e the degr ee to which
members f eel a part of the goal and mission. A te am with a str ong identity can prove to be a power-
ful force, but it requir es time and c ommitment. A team that exerts too much ¢ ontr ol over individual
members ¢ an run the risk o f reducing cr eativ e inter actions and enc our age tunnel vision. A te am that
exerts too li ttle control, with attention to pr ocess and areas of specific r esponsibili ty, may not be
productive. The balance between motiv ation and enc ouragement, and contr ol and inf luence, is chal-
lenging as team members r epresent div erse viewpoin ts and appr oaches to the pr oblem. A skilled
business communic ator cr eates a positive team by first sele cting members base d on their ar eas of
skill and e xpertise, but attention to their st yle of communic ation is also w arranted. Individuals tha t
typic ally work alone or tend to be in troverted may need additional enc ouragement to par ticipa te.
Extr overts may need to be enc our aged to listen to others and not domina te the ¢ onversation.
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Leadership

Leadership is one o f the most studie d aspects of group communic ation. Scholars in business, ¢ om-
munic ation, psy cholog y, and many other f ields have written e xtensiv ely about the quali ties of lead-
ers, the ories of leadership, and ho w to build le adership skills. | t@ impor tant to poin t out tha t

althoug h a group may have only one official le ader, other gr oup members pla y impor tant le adership
roles. Making this distinc tion also helps us dif ferentiate between leaders and leadership (H argie,
201). The leader is a group r ole that is associated with a hig h-sta tus position and ma y be formall y or
informall y recogniz ed by group members. Leadership is a comple x of beliefs, communic 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 com-
pletion o f its task. A person in the r ole of leader may provide no or poor le adership. Lik ewise, a
person who is not r ecognized as a OladerO in title can provide excellent le adership.

Navigate to the f ollowing quick quiz: What® Your Le adership Style?

Leadership Styles

Given the lar ge amount of research done on le adership, it is not surprising tha t ther e are several dif-
ferent ways to define or c ategoriz e leadership st yles. In general, effectiv e leaders do not f it solely
into one st yle in any of the f ollowing classif ications. | nstead, they are able to adapt their le adership
style to fit the r elational and si tuational ¢ ontext (Wood, 1977).

Read and review the f ollowing ar ticle fr om Mind Tools that 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 tt, & W hite, 1939). These leadership st yles can be describe d as
follows:

¥ Autocr atic le aders set policies and mak e decisions primaril y on their o wn, taking ad vantage of
the power present in their ti tle or sta tus to set 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 de cision.

¥ Laissez-fair e leaders take a Ohands-dfO appoach, preferring to g ive group members fr eedom to
reach and implemen t their o wn de cisions.
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Thomas Harris and John Sherblom (1999 specifically note thr ee leadership st yles that char acteriz e
the modern business or or ganization, and r eflect our modern e conomy. We are not born le aders but
may become them if the ¢ ontext or en vironment r equir es our skill set. A leader-as-te chnician role
often oc curs when w e have skills that others do not. | fyou can fix the c opy machine at the o ffice,
your le adership and abili ty to get it running again ar e priz ed and soug ht-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 pay
grade may not r eflect this le adership r ole, you are looked to by 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 knowledge 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 pe ople toge ther f or a common goal. I n
the common analog y, a conduc tor le ads an orchestr a and integr ates the spe cializ ed skills and
sounds of the various 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 with a group as they interpr et a set
script. W hether i t is a beautiful mo vement in music or a gr oup of teams that comes toge ther to
address a common challenge, the le ader-as-c onduc tor k eeps the time and tempo o fthe gr oup.

Coaches are often discusse d in business-r elated books as models of leadership f or good r eason. A
leader-as-c oach combines man y of the talen ts and skills w eQe discussed here, serving as a teacher,
motiv ator, and keeper of the goals of the gr oup. A coach may be autocr atic at times, g ive pointed

dir ection wi thout input fr om the gr oup, and stand on the sidelines while the pla yers do what the yOg
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 with w ords of encouragement. Coaches are teachers, motiv a-
tors, and k eepers of the goals of the gr oup. Coaches serve to r edir ect the attention and ener gy of
the individuals to the o verall goals of the gr oup. We can recogniz e some of the behaviors of coaches,
but wha t specific tr aits have a positiv e influence on the gr oup? Thomas Peters and N ancy

Austin (1985) identif y five impor tant tr aits that pr oduce results:

Orientation and e ducation

Nur turing and enc our agement
Assessment and corr ection
Listening and ¢ ounseling

a s WODNp

Establishing gr oup emphasis

Teamwork and Leadership | 299



77 Conclusion

Returning to Abe @ story from the beg inning o f this chapter , as a leader on the te ch-

nology side of her te am® work, how mig ht she share what she knows without o ver-

whelming other te am members? W hat t ype of leadership st yle would help Abe have a

positive impact on her te am® success implemen ting the ne w software requir ed for
Financial Analysts?

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 .pressbookgpub/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 .pressbookgpub/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 .pressbookgpub/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 .pressbookgpub/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:

htt

Glosary

Adjourning stag e B members leave the group.

Autocr atic leader s D se policies and mak e decisions primaril y on their o wn, taking ad vantage of the
power present in their ti tle or sta tus to set the agenda f or the gr oup.

Block er B blocks attempts at consensus consistently.

Coordinator b brings ideas, information, and suggestions toge ther.

Democr atic leader s b facilitate group discussion and lik e to tak e input fr om all members bef ore
making a de cision.

Domina tor B dominates discussion, not allo wing others to tak e their turn.

Elabor ator B builds on ide as and provides examples.

Evaluator-cri tic B evaluates ideas and provides construc tiv e criticism.

Forming stag e b individual gr oup members ¢ ome to kno w each other .

Group b three or mor e individuals who af filiate, inter act, or c ooper ate in a familial, social, or w ork
context.

Group comm unication B the exchange of inf ormation wi th those who ar e alike cultur ally, linguisti-
cally, and/or ge ographically.

Group dynamics Dinvolve the inter actions and pr ocesses of a team and inf luenc e the degr ee to
which members f eel a part of the goal and mission.

Group norms B customs, standar ds, and behavior al expectations tha t emer ge as a group forms.
Group r elationships B can be describe d in terms o f status, power, contr ol, as well as role, func tion,
or vie wpoin t.

Initia tor-coor dinator B suggests new ide as of new ways of looking a t the pr oblem.

Joker or Clo wn B seeks attention thr ough humour and distr acts group members.

Laissez-fair e leaders b take a Ohands-dfO appoach, preferring to g ive group members fr eedom to
reach and implemen t their o wn de cisions.

Leader ship B a comple x of beliefs, communic ation pa tterns, and beha viors tha t inf luenc e the func-
tioning o f a group and mo ve a group to ward the comple tion o f its task.

Norming stag e D the group establishes norms, or inf ormal rules, f or behaviour and in ter action.
Perf orming stag e D the group accomplishes i ts mandate, fulf ills its purpose, and re aches its goals.
Primar y groups B meet most, if not all, o f one® needs.

Recorder D records ideas, examples, suggestions, and cri tiques.
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Recognition seek er D relates discussion to their ac complishmen ts; seeks attention.

Secondary groups D dften include w ork groups, wher e the goal is to c omple te a task or sol ve a prob-
lem.

Special -1 nter est pleader D relates discussion to spe cial in ter est or personal agenda.

Storming stag e D a time of strugg les as group members sor t out their dif ferences.

Teams B a form o f a group normall y dedicated to pr oduction or pr oblem sol ving.

Additional Resouces

National R esearch Council Canada. Managemen t Compe tencies (including T eamwork and Commu-

nic ation ) https:// www.nrc-cnr c.gc.ca/eng/c areers/beha viour al ¢ ompetencies/manage-
ment te amwork.html

Government of Canada: Teamwork and Cooper ation https:// www.canada.ca/en /r evenue-agenc y/

corpor ate/c areers-cr a/inf_ormation-mo ved/cr a-competencies-standar dized-assessment-tools /
canada-r evenue-agenc y-c ompetencies-april- 2016te amwork-c ooper ation.h tml
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78 Introduction

Chapter 12 lagning Outomes

1. Trace the evolution o f online and dig ital me dia.

2. Discuss how digital and online me dia are more personal and social than tr aditional
media.

3. ldentif y social me dia 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 report about w ays to use online and

digital me dia communic ation tools, and wha t dig ital str ategies 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 ¢ ontexts and w ebsite design. As you read this chap-

ter, consider the w ays that D havit mig ht learn mor e about social me dia in pr ofes-
sional communic ation c ontexts, and how he mig ht use what he le arns to e xtend the r each of his
departmen 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 fixtur e in
the dail y lif e of most pe ople in Canada. Prior to the turn o f the c entury, traditional me dia, which
consisted of mainly prin t, radio, and tele vision/mo vies, was limited to a few places and had a some-
what limi ted presence in lives and societies. For example, in the 20th ¢ 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 brought 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 ¢ ommute to and fr om work.

Digital media in the 21st centur y are mor e personal and mor e social than tr aditional me dia. A small
device that fits in y our pock et has the abili ty to connect you with the w orld, from anywher e and at
any time. | t has changed the w ay you communic ate, and in par ticular the w ay you appr oach commu-
nic ation in business. | n this chapter , you will le arn mor e about the e volution o f digital 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 professional.

To open this chapter , watch the f ollowing 16 minute vide o from 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 &cluded from this ver sion of the text. You can view it online her e:
https:// ecampusontario .pr essbooksgpub/commbuspr _ofcdn/?p= 748

¥ Evolution o f Digital M edia
¥ Social Media

¥ Online Engagement

¥ Your Dig ital Footprin t

¥ Conclusion
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79 Digital and Social Miea

Digital media, as described in this chapter , couldn Ot gist wi thout the mo ve from analog to dig ital
technolog y, as all the types of new media you will le arn about ar e digitally 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 word
@igit. The most commonl y used system of numbers is binar y code, which ¢ onverts inf ormation in to
a series of 0s and 1s. This shared code system me ans that any machine tha t can decode (read) binary
code can make sense of, stor e, and replay the inf ormation. Analog me dia are created by encoding
information on to a physical object that must then be pair ed with another de vice capable of reading
that specific code. In terms o f physicality, analog media are a combination o f mechanic al and physi-
cal parts, while dig ital me dia can be comple tely electr onic and have no physicality; think o f an MP3
music file, for example. To make recordings using tr aditional me dia te chnolog 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 cassette tapes. Each of these physical objects must be pair ed with a specific device, such as
arecord player or a cassette deck, to be able to de code and listen to the music. Dig ital media
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 many dif ferent platforms, including table ts, computers, and smar tphones. Many
people who ¢ ame of age in the dig ital r evolution ar e now so used to having dig ital music tha t the
notion o f a physical music collection is c ompletely foreign to them.

Analog media lik e videocassette recorders (VCRS) are only compatible wi th specific media objects
that have been physically encoded with inf ormation.

VCR Detail is in the public domain

In news coverage and academic scholarship, y ou will se e several different 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 ¢ ombine d and referred to as digi tal media .

Digital me dia and te chnolog y are now chang ing faster than e ver before. In short, what is new today
may not be c onsider ed new in a w eek. Despite the r apid changes in te chnolog y, the multipla tform
compatibili ty of much o f dig ital me dia paradoxically allows for some stabili ty.

Key to dig ital media is the notion o f techno logical con vergence. The ongoing dig italization o f tr adi-
tional me dia allows them to cir culate fr eely and be read/ac cessed/pla yed by many digital me dia
platf orms wi thout the ne ed for conversion (Siapera, 2012). This multi-pla tf orm c ompatibili ty is rela-
tively new. In the past, e ach type of media had a corr esponding pla tf orm. For e xample, you couldn Ot
play records in an eig ht-tr ack cassette tape player 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 of 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 producers and consumers, as individual users no w have a more personal r elationship wi th
their me dia.

Social Mdia

Media and mass media have long been discussed as a unifying force. The shared experienc es of the
Russia-Canada hockey series in 1972, or following the terr orist attacks of September 11, 2001, were
facilitated thr ough media. Digital media, 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 vy,
book, or mo vie via a one-w ay communic ation channel sen t fr om one plac e to many. 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 they are today. Personalities 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 me dia doesnOt just allav for connection; i t allows us mor e contr ol over the
quality and degr ee of connection tha t we maintain wi th others ( Siapera, 2012).

Read the following w eb article on Social Media Use in Canada

The most inf luential par t of the ne w web is social netw orking si tes (SNSs), which

allow users to build a public or semipublic pr  ofile, create a network of connec-
tions to other pe ople, and view other pe ople® profiles and networks of connections (Boyd & Ellison,
2008). Althoug h SNSs have existed for over a decade, earlier i ter ations such as Friendster and
MySpace have given way to the g iant that is Facebook. Facebook, as of April 2018, has mor e than 2.23
billion users w orldwide (Statista, 2018). Mor e specific SNSs, like LinkedIn, focus on pr ofessional net-
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working. The abili ty to self -publish inf ormation, lik es/dislik es, status updates, profiles, and links
allows people to cr aft their o wn lif e narr ative and share it wi th other pe ople. Lik ewise, users can fol-
low the narr atives of others in their ne twork as they are construc ted. The degree to which w e
engage with othersO 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).

edia Icons

Social

Social media enable inter activity between individuals tha t share a social network and also allow
people to br oadcast or Garr owcastO their adivi ties and in ter ests.

You mig ht conceptualiz e social media in another w ayNthr ough the ide a of collabor ation and sharing
rather than just thr ough interpersonal ¢ onnection and in ter action. The gr owth o f open sour ce pub-
lishing and Cr eative Commons lic ensing also pr esents a challenge to tr aditional me dia outle ts and
corpor ations and ¢ opyrig hts. Open sour ce publishing f irst appe ared most notabl y with software
programs. The idea was that the users c ould impr ove on openly available computer pr ograms and
codes and then the ne w versions, sometimes 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 development wher e people fr om various
perspe ctiv es and positions o ffer pr oposals or inf ormation 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 ctives and
has been referred to as the biggest shif t in inno vation sinc e the I ndustrial R evolution (Ka ufman,

2008).

Watch the f ollowing 1 min ute video: Stone Age to Modern Age B Evolution Of Communication

OMMUNICATION

TMMM g’

A YouTube element has been &cluded from this ver sion of the text. You can view it online her e:
https:// ecampusontario .pr essbookgpub/commbuspr_ofcdn/?p= 750
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80. Online Enggement

The key dif ferentiating 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 ¢ 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 digital media,
users have the abili ty to in ter act and r espond to the message N in other w ords, they can &ngageO
with 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 w@® hierarchy of needs, which pr ovides you with an understanding o f the motiv ation
that mig ht be behind online engagemen t. Althoug h engaging online doesn Ot eally satisfy physiolog i-
cal or safety needs, it certainl y speaks to the other ¢ ategories in the hier archy as see in Figure 12.1

below:

maorality,
creativity,
spontaneity,
problem solving,
lack of prejudice,
acceptance of facts

self-esteem, confidence,
achievement, respect of others,
pect by others

friendship, family, sexual intimacy

security of: body, employment, resources,
morality, the family, health, property

breathing, food, water, sex, sleep, homeostasis, excretion

Figure 12.1Maslow® Hierarchy of Needs. lllustr ation b y Factor yjoe is shared with a CC BY-SA 3.0
license

Examples from social and dig ital me dia paradigms:

¥ Love and belongingness needs: engaging online ¢ an provide a tr emendous feeling of being
accepted. Online c ommuni ties gr ow friendships, in timacy and a feeling of affiliation.
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¥ Esteem needs: Engagement fr om friends, c olleagues and even strangers can feed the desir e to

impr ove one® reputation or gain r espect.
¥ Self-actualization ne eds: Digital me dia is full o f examples of people who ar e working to r ealize
their personal poten tial, Oto become everything one is ¢ apable of becomingO (Maslow, 1987 p.

64).

Read the following w eb article tha t pr ovides a deeper explor ation o f social me dia

and Maslow® hierarchy of needs: The Hierarchy of Needs for an Engaged Social

Media Audienc e.

Social Mdia Enggement Behaour Typologies

New research is emer ging to e xplor e how and wh y users engage online, par ticular ly in business. A
study by Dolan, Condui t, Fahy and Goodman (2015) broke down customer ( user) experienc es with
social media, based on in tensity of activity (low/passiv e to hig h/ac tive), and the valence, or emo-
tional f orce, of the c ontributions ( negativ e to positive). Figure 1 from the a uthorsO work below pr o-

vides a visual demonstr ation.
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Positively-
valenced
A

Contributing

( Ccnsuming>
Passive Active
D '\.
(low) @ ~  (high)
Gta:hing )

W
Negatively-
valenced

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. They are activ ely collabor ating and de veloping c ontent and engaging
with others.

Positi ve contribu tion : users are engaging wi th content and others, but not ne cessarily adding c on-
tent. They may OlileO posts, epost, mar k as a Ofeouri teO or post a posiive comment.
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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 ormation.

Dormancy: these users may have previously been engaged online, but ma y occasionally be describe d
as OlukersOThey make no contributions nor do the 'y engage online. The y have passively disengaged.

Detachmen t: detached users have activ ely disengaged with a social me dia platform, person or
brand. They will Gunlik eO or adjust sétings so the y do not se e information or ¢ ontent.

Negati ve Contribu tion: users will mak e negativ e active comments to tr y and inf luenc e others to
change their f eelings or opinions about a br and, subject, person or pla tform. N egativ e contributors
are often seen posting c omments on news articles tha t will ¢ ontr adict or slander the a uthor (kno wn
as OwllsO).

Co-Destruction: users will cr eate new negativ e content wi th the aim o f diminishing the r eputation,
trust or v alue of a person/br and/pla tform. For e xample, vide os or posts cr eated to hig hlig ht nega-
tive attributes o f a politician w ould be c onsider ed co-destruc tive.

You may notic e your own behaviour patterns liste d here N and noted that your behaviours change
based on multiple fac tors. As a business professional, you will ha ve to consider y our o wn behaviour
type(s), and how you mig ht enc our age others to ac tively and positiv ely contribute toy our own
brand, organization or c ompany.
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81 Your Digital leotprint

It used to be that applying for a job w as fairly simple: send in a re sume write a cover letter, and call
a few references to make sure they will say positiv e things. However, ther e is a new step that is now
a common par t of this applic ation pr ocessNhiding (or at least cleaning up) your vir tual self, or y our
@igital footprin tO

The ubiqui ty of digital me dia allows anyone to e asily start de veloping an online persona fr om as
early as birth. Althoug h this f ootprin t may not ac cur ately reflect the individual, i t may be one of the
first things a str anger sees. Those online photos ma y not look bad to friends and famil vy, but your
online dig ital footprin t may be a hiring managerGs first impr ession of you as a prospective employee.
Someone in char ge of hiring ¢ ould search the in terne t for inf ormation 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-
sionally acceptable. Your pr esence online ¢ an be the equivalent of your first w ords to a brand-ne w
acquaintance.

While it@ possible to de activ ate your social me dia accounts, once something is online, i t@ impossible
to delete it comple tely. Photos, vide os and posts will lik ely outliv e you. As a business professional,
youOll ned to begin to ¢ arefully cur ate what you post online, and wha t has alr eady been posted.

This doesn Ot man 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 digital ® youOll vant to put y our best ObotO drward!

5 Ways to Impove your Digital otprint

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 search on you.

2. Edit you own posts, including photos, vide o and multime dia. Content that in volves drugs, alco-
hol, illegal ac tivi ties, str ong poli tic al views, or any other c ontr oversial activity should be
removed.

3. Ask friends and famil y who have posted contr oversial content to tak e it down.

4. Set up pr ofessional accounts on one or mor e platforms, such as Link edIn. This will incr ease the
chances of emplo yers/clien ts seeing your pr ofessional side first, and is an ine xpensive way to
build y our pr ofessional network.

5. Keep it positive with futur e posts and contributions. Tha t will gr eatly reduce the chanc es that
you will post some thing tha t could get you into tr ouble down the r oad.
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Read the full ar ticle at the f ollowing link: How To Develop A Digital Presence For
Professional Success
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82 Conclusion

Returning to D havit® 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 factors should D havit consider when designing his message to build
engagement?
¥ What kind o f appr oaches should D havit steer clear of?
¥ What mig ht Dhavit do wi th his o wn dig ital footprin t, as an established (but
not v ery digital) 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 .pr essbookgpub/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 .pressbookgpub/commbuspr_ofcdn/?p= 758

Additional Resouces
Social Media Etique tte Rules for Business https:// blog.hootsui te.com/social-me dia-e tique tte-rules-
for-business/

The State of Digital Literacy in Canada (2017). The Bookfield I nstitute r eport http:// brookfieldinsti-

tute.c a/wp-c ontent/uploads /2017/04 /B rookfieldInstitute S tate-o f-Dig ital-Li ter acy-in-
Canada_Liter atur eReview.pdf
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Glosary

Analog media b created by encoding inf ormation on to a physical object that must then be pair ed
with another de vice capable of reading that specific code.

Co-cr eation D this is the hig hest level on the matrix, in which users ar e earning, sharing, ad vocat-
ing, socialising and ¢ o-de veloping.

Co-Destruction D users will cr eate new negativ e content wi th the aim o f diminishing the r eputation,
trust or v alue of a person/br and/pla tform.

Consum ption D 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 ormation.

Crowdsour cing D refers to the ide a stage of development wher e people fr om various perspe ctives
and positions o ffer pr oposals or inf ormation to sol ve a problem or cr eate something ne w.
Detachmen t B detached users have activ ely disengaged with a social me dia platform, person or
brand. They will Qunlik eO or adjust setings so the y do not se e information or ¢ ontent.

Digi tal media B composed of and/or ar e designed to r ead numeric al codes (hence the root w ord
digit).

Digital f ootprin t B how you are represented on the in terne t. May include images and a v ariety of
social media networks if you participa te in them.

Dormancy b these users may have previously been engaged online, but ma y occasionally be
describe d as OlukersOThey make no contributions nor do the y engage online.

Negati ve contribu tion B users will mak e negativ e active comments to tr y and inf luenc e others to
change their f eelings or opinions about a br and, subject, person or pla tform.

Positi ve contribu tion B users are engaging wi th content and others, but not ne cessarily adding c on-
tent.

Social netw orking si tes (SNSs) b allow users to build a public or semipublic pr  ofile, create a network
of connections to other pe ople, and view other pe ople® profiles and networks of connections.
Technological con vergence D the digitalization o f tr aditional me dia that allo ws them to cir culate
freely and be read/ac cessed/pla yed by many digital me dia platf orms wi thout the ne ed for conver-
sion.
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We are always seeking to impr ove our open te xtbooks. | f you have any questions or c omments about
this te xtbook, ple ase contact eCampus Ontario at open@ecampusontario.c a
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