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1.1. LEARNING OBJECTIVES

After studying this unit student should be able to understand:

e Recognize the importance of communication.
e Define communication the communication process.
¢ Identify and describe the eight essential components of communication.

e Explore the different contexts affecting communication.

1.2. INTRODUCTION

Communication is the process of understanding and sharing meaning®. It's an
activity, skill, and art that incorporates lessons learned across a wide spectrum of
human knowledge. You communicate every day without thinking about that process:
from the conversation with your family in the morning, reading a news article on your
phone, ordering coffee, participating in class, texting your friends — communication

is a primary skill you’ve been practising since birth!

The material in this book will help give you the skills, confidence, and preparation to
use communication in furthering your career.

1.3. Meaning of Communication

! pearson, J., & Nelson, P. (2000). An introduction to human communication: Understanding
and sharing. Boston, MA: McGraw-Hill.



All communication is composed of three parts that make a whole: sharing,

understanding, and meaning.

Sharing means doing something together with one or more person(s). In
communication, sharing occurs when you convey thoughts, feelings, ideas, or
insights to others. You also share with yourself (a process called intrapersonal
communication) when you bring ideas to consciousness, ponder how you feel about
something, figure out the solution to a problem, or have a classic “Aha!” moment

when something becomes clear.

The second key word is understanding. “To understand is to perceive, to interpret,
and to relate our perception and interpretation to what we already know.” (McLean,
2003) Understanding the words and the concepts or objects they refer to is an

important part of the communication process.

Finally, meaning is what you share through communication. For example, by looking
at the context of a word, and by asking questions, you can discover the shared
meaning of the word and better understand the message.

e Interpersonal communication is any message exchanged between two or
more people.

e Written communication is any message using the written word.

e Verbal, or oral, communication is any message conveyed through speech.

e Non-Verbal communication is any message inferred through observation of
another person.

1.4. COMMUNICATION PROCESS : ENCODING AND
DECODING

In basic terms, humans communicate through a process of encoding and
decoding. The encoder is the person who develops and sends the message. As
represented in Figure 1.1 below, the encoder must determine how the message will
be received by the audience, and make adjustments so the message is received the

way they want it to be received.

Encoding is the process of turning thoughts into communication. The encoder uses

a ‘medium’ to send the message — a phone call, email, text message, face-to-face



meeting, or other communication tool. The level of conscious thought that goes into
encoding messages may vary. The encoder should also take into account any ‘noise’
that might interfere with their message, such as other messages, distractions, or

influences.

The audience then ‘decodes’, or interprets, the message for themselves. Decoding
is the process of turning communication into thoughts. For example, you may realize
you're hungry and encode the following message to send to your roommate: “I'm
hungry. Do you want to get pizza tonight?” As your roommate receives the message,

they decode your communication and turn it back into thoughts to make meaning.

i The Communication Process

"Jq

Noise
: Communication g
Encoding ———— Media —— Decoding
Noise

1.5. EIGHT ESSENTIAL COMPONENT OF
COMMUNICATION

The communication process can be broken down into a series of eight essential

components, each of which serves an integral function in the overall process:

e Source

e Message
e Channel
e Receiver

e Feedback



e Environment
e Context

e Interference

1.5.1 Source

The source imagines, creates, and sends the message. The source encodes the
message by choosing just the right order or the best words to convey the intended
meaning, and presents or sends the information to the audience (receiver). By
watching for the audience’s reaction, the source perceives how well they received

the message and responds with clarification or supporting information.
1.5.2 Message

“The message is the stimulus or meaning produced by the source for the receiver or
audience”. The message brings together words to convey meaning, but is also
about how it's conveyed — through non-verbal cues, organization, grammar, style,

and other elements.
1.5.3 Channel

“The channel is the way in which a message or messages travel between source
and receiver.” (McLean, 2005). Spoken channels include face-to-face conversations,
speeches, phone conversations and voicemail messages, radio, public address
systems, and Skype. Written channels include letters, memorandums, pur- chase
orders, invoices, newspaper and magazine articles, blogs, e-mail, text messages,

tweets, and so forth.
1.5.4 Receiver

“The receiver receives the message from the source, analysing and interpreting the

message in ways both intended and unintended by the source” (McLean, 2005).

Z McLean, S. (2005). The basics of interpersonal communication. Boston, MA: Allyn Bacon.



1.5.5 Feedback

When you respond to the source, intentionally or unintentionally, you are giving
feedback. Feedback is com- posed of messages the receiver sends back to the
source. Verbal or nonverbal, all these feedback signals allow the source to see how
well, how accurately (or how poorly and inaccurately) the message was received® .

1.5.6 Environment

“The environment is the atmosphere, physical and psychological, where you send
and receive messages” (McLean, 2005). Surroundings, people, animals, technology,

can all influence your communication.
1.5.7 Context

“The context of the communication interaction involves the setting, scene, and
expectations of the individuals involved” (McLean, 2005). A professional
communication context may involve business suits (environ- mental cues) that
directly or indirectly influence expectations of language and behaviour among the

participants.
1.5.8 Interference

Interference, also called noise, can come from any source. “Interference is anything
that blocks or changes the source’s intended meaning of the message” (McLean,
2005). This can be external or internal/psychological. Noise interferes with normal
encoding and decoding of the message carried by the channel between source and

receiver.

1.6. IMPORTANCE OF COMMUNICATION

People share a fundamental drive to communicate. You share meaning in what you
say and how you say it, both in oral and written forms. Your communication skills
help you to understand others—not just their words, but also their tone of voice, and

their nonverbal gestures. The format of their written documents provides you with

* Leavitt, H. J., & Mueller, R. A. (1951). Some effects of feedback on communication.

Retrieved from http://journals.sagepub.com/doi/abs/10.1177/001872675100400406




clues about who they are and what their values and priorities may be. Active

listening and reading are also part of being a successful communicator.

Your speaking and writing are reflections of your thoughts, experience, and
education. Part of that combination is your level of experience listening to other
speakers, reading documents and styles of writing, and studying formats similar to

what you aim to produce.

As you study professional business communication, you may receive suggestions for
improvement and clarification from speakers and writers more experienced than
yourself. Your success in communicating is a skill that applies to every field of work,

and it makes a difference in your relationships with others.

You want to be prepared to communicate well when given the opportunity. Each time

you do a good job, your success will bring more success.

An individual with excellent communication skills is an asset to every organization.
No matter what career you plan to pursue, learning to express yourself professionally

in your communications will help you get there.

1.7. COMMUNICATION IN CONTEXT

Context is made up of the parts of communication that influence the meaning of a
message. Context has an influence on the communication process. Contexts can

overlap, creating an even more dynamic process.

You have been communicating in many contexts across your lifetime, and you’ll be
able to apply what you've learned from experiences in multiple contexts to business

communication.
1.7.1. Intrapersonal Communication

Intrapersonal communication involves one person; it is often called “self-talk™. The

book® on this topic explains how, as you use language to reflect on your own

4 Wood, J. (1997). Communication in our lives. Boston, MA: Wadsworth.



experiences, you talk yourself through situations. Your intrapersonal communication
can be positive or negative, and directly influences how you perceive and react to
situations and communication with others. For example, before a big presentation,
you may give yourself a pep talk to calm feelings of anxiety and give yourself a boost
of confidence.

What you perceive in communication with others is also influenced by your culture,
native language, and your world view. As the German philosopher Jirgen Habermas
said, “Every process of reaching understanding takes place against the background

of a culturally ingrained pre-understanding”®.
1.7.2. Interpersonal Communication

The second major context within the field of communication is interpersonal
communication which normally involves two people, and can range from intimate and
very personal to formal and impersonal. A conversation over coffee with a colleague

about a project you’re working on would be a form of interpersonal communication.
1.7.3. Group Communication

“‘Group communication is a dynamic process where a small number of people
engage in a conversation” (McLean, 2005). Group communication is generally
defined as involving three to eight people. The larger the group, the more likely it is
to break down into smaller groups.

When engaging with groups, you can observe factors like age, education, sex, and
location to learn more about general preferences as well as dislikes. You may find
several groups within the larger audience, such as specific areas of education, and

use this knowledge to increase your effectiveness as a business communicator.
1.7.4. Public Communication

In public communication, one person speaks to a group of people; the same is true
of public written communication, where one person writes a message to be read by a

small or large group. The speaker or writer may ask questions, and engage the

> Vocate, D. (Ed.). (1994). Intrapersonal communication: Different voices, different minds.
Hillsdale, NJ: Lawrence Erlbaum.

® Habermas, J. (1984). The theory of communicative action. Boston, MA: Beacon Press.



audience in a discussion (in writing, examples are an e-mail discussion or a point-
counter-point series of letters to the editor), but the dynamics of the conversation are

distinct from group communication, where different rules apply.
1.7.5. Mass Communication

Through mass communication, you send a message to as many people as possible.
Mass communication involves sending a single message to a group. It allows you to
communicate your message to a large number of people. Something to consider,
however, is that you may be limited in your ability to tailor your message to specific
audiences, groups, or individuals when using mass communication. As a business
communicator, you can use multimedia as a visual aid or reference common
programs, films, or other images that your audience finds familiar yet engaging. By
choosing messages or references that many audience members will recognize or
can identify with, you can develop common ground and increase the appeal of your

message.

1.8. YOUR RESPONSIBILITIES AS A COMMUNICATOR

Four Tips for Communication

Whenever you speak or write in a business environment, you have certain
responsibilities to your audience, your employer, and your profession. Your audience
comes to you with an inherent set of expectations that is your responsibility to fulfil.
The specific expectations may change given the context or environment, but two

central ideas will remain: be prepared, and be ethical.

1.8.1. Preparation

Being prepared means that you have selected a topic appropriate to your audience,
gathered enough information to cover the topic well, put your information into a

logical sequence, and considered how best to present it.
1.8.2. Organization

Being organized involves the steps or points that lead your communication to a
conclusion. Once you've invested time in researching your topic, you will want to

narrow your focus to a few key points and consider how you’ll present them. You

10



also need to consider how to link your main points together for your audience so they

can follow your message from point to point.
1.8.3. Clarity

You need to have a clear idea in your mind of what you want to say before you can
say it clearly to someone else. It involves considering your audience, as you will
want to choose words and phrases they understand and avoid jargon or slang that
may be unfamiliar to them. Clarity also involves presentation and appropriate use of
technology.

1.8.4. Punctuality

Concise means to be brief and to the point. In most business communications you
are expected to ‘get down to business’ right away. Being prepared includes being
able to state your points clearly and support them with trustworthy evidence in a

relatively straightforward, linear way.

Be concise in your choice of words, organization, and even visual aids. Being
concise also involves being sensitive to time constraints. Be prepared to be punctual

and adhere to deadlines or time limits.

Some cultures also have a less strict interpretation of time schedules and
punctuality. While it is important to recognize that different cultures have different
expectations, the general rule holds true that good business communication does not

waste words or time.

1.9. ETHICS IN COMMUNICATION

Communicating ethically involves being egalitarian, respectful, and trustworthy—
overall, practising the ‘golden rule’ of treating your audience the way you would want

to be treated.

Communication can move communities, influence cultures, and change history. It
can motivate people to take stand, consider an argument, or purchase a product.
The degree to which you consider both the common good and fundamental
principles you hold to be true when crafting your message directly relates to how
your message will affect others.

11



1.9.1. The Ethical Communicator Is Egalitarian

The word “egalitarian” comes from the root “equal.” To be egalitarian is to believe in
basic equality: that all people should share equally in the benefits and burdens of a
society. It means that everyone is entitled to the same respect, expectations, access

to information, and rewards of participation in a group.

To communicate in an egalitarian manner, speak and write in a way that is
comprehensible and relevant to all your listeners or readers, not just those who are
‘like you’ in terms of age, gender, race or ethnicity, or other characteristics. In
business, an effective communicator seeks to unify the audience by using ideas and

language that are appropriate for all the message’s readers or listeners.
1.9.2. The Ethical Communicator Is Respectful

People are influenced by emotions as well as logic. The ethical communicator will be
passionate and enthusiastic without being disrespectful. Losing one’s temper and
being abusive are generally regarded as show- ing a lack of professionalism (and
could even involve legal consequences for you or your employer). When you
disagree strongly with a co-worker, feel deeply annoyed with a difficult customer, or
find serious fault with a competitor's product, it is important to express such

sentiments respectfully.
1.9.3. The Ethical Communicator Is Trustworthy

Trust is a key component in communication, and this is especially true in business.
Your goal as a communicator is to build a healthy relationship with your audience,
and to do that you must show them how they can trust you and why the information
you are about to share with them is believable.

Your audience will expect that what you say is the truth as you understand it. This
means that you have not intentionally omitted, deleted, or taken information out of
context simply to prove your points. They will lis- ten to what you say and how you
say it, but also to what you don’t say or do. Being worthy of trust is some- thing you
earn with an audience. Many wise people have observed that trust is hard to build

but easy to lose.

1.9.4. The “Golden Rule”

12



When in doubt, remember the “golden rule,” which is to treat others the way you
would like to be treated. In all its many forms, the golden rule incorporates human
kindness, cooperation, and reciprocity across cultures, languages, backgrounds, and
interests. Regardless of where you travel, with whom you communicate or what your
audience is like, remember how you would feel if you were on the receiving end of

your communication and act accordingly.

1.10.LET US SUM UP

Communication is an essential component of business. While communication is a
natural part of the human experience, it's important to consider how you will
communicate in a positive and effective manner that aligns with your responsibilities

and reputation as a business professional.

1.11. FURTHER READING

e The International Association of Business Communicators (IABC) is a global
network of communication professionals committed to improving organizational

effectiveness through strategic communication. http://www.iabc.com

e Purdue University’s Online Writing Lab (OWL) provides a wealth of resources for
writing projects. http://owl.english.purdue.edu

1.12. ASSIGNMENTS

Recognize the importance of communication.
Define communication the communication process.
Identify and describe the eight essential components of communication.

Explore the different contexts affecting communication.

o r 0N e

Discuss the responsibilities of a business communicator.
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2.1 LEARNING OBJECTIVES

After studying this unit student should be able to understand:

e The importance of delivering message in words.

e Explore how the characteristics of language interact in ways that can both
improve and diminish effective business communication.

e Examine how language plays a significant role in how you perceive and
interact with the world, and how culture, language, education, gender, race,
and ethnicity all influence this dynamic process.

e Ways to avoid miscommunication and focus on constructive ways to get your
message delivered to your receiver with the meaning you intended.

2.2 INTRODUCTION

How do you communicate? How do you think? We use language as a system to
create and exchange meaning with one another, and the types of words we use
influence both our perceptions and others interpretations of our meanings. What
kinds of words would you use to describe your thoughts and feelings, your
preferences in music, cars, food, or other things that matter to you? In this chapter
you will learn more about the importance of delivering your message in words. You
will explore how the characteristics of language interact in ways that can both
improve and diminish effective business communication. You will examine how
language plays a significant role in how you perceive and interact with the world, and
how culture, language, education, gender, race, and ethnicity all influence this
dynamic process. You will look at ways to avoid miscommunication and focus on
constructive ways to get your message delivered to your receiver with the meaning

you intended.

2.3 WHAT IS LANGUAGE?

Language is a system of symbols, words, and/or gestures used to
communicate meaning.

People are raised in different cultures, with different values, beliefs, customs, and
different languages to express those cultural attributes. Even people who speak the

same language, like speakers of English in London, New Delhi, or Calgary, speak

15



and interact using their own words that are community-defined, self- defined, and
have room for interpretation. This variation in our use of language is a creative way
to form relationships and communities, but can also lead to miscommunication.
Words themselves, then, actually hold no meaning. It takes at least two people to
use them, to give them life and purpose. Words change meaning over time. The
dictionary entry for the meaning of a word changes because we change, and multiple
meanings can lead to miscommunication.

Languages are living exchange systems of meaning and are bound by context. If you
are assigned to a team that coordinates with suppliers from Shanghai, China and a
sales staff in London, Ontario you may encounter terms from both groups that
influence your team.

2.3.1 Triangle of Meaning

Thought
“I want to get a dog”

Symbol Referent
D-0O-G An actual dog
(the word or mental image) (could be a dachshund, a fox terrier, or a

rescue mutt from an animal shelter)

Figure 2.1. The triangle of meaning. This figure illustrates a symbol and referent in
relation to a thought (Adapted from Ogden & Richards, 1932).

The triangle of meaning is a model of communication that indicates the relationship
among a thought, symbol, and referent and highlights the indirect relationship
between the symbol and referent’ (Ogden & Richards, 1932). As represented in
Figure 2.1 below, the thought is the concept or idea a person references. The
symbol is the word that represents the thought, and the referent is the object or idea
to which the symbol refers. This model is useful for you as a communicator because
when you are aware of the indirect relationship between symbols and referents, you
are aware of how common misunderstandings occur, as the following example

illustrates:

7 Odgen, C., & Richards, I. (1932). The meaning of meaning: A study of the influence of language upon

thought and of the science of symbolism. New York, NY: Harcourt Brace World.
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Example

Jasper and Abby have been thinking about getting a new dog. So each of them is
having a similar thought. They are each using the same symbol, the word dog, to
communicate about their thought. Their referents, however, are different. Jasper is
thinking about a small dog like a dachshund, and Abby is thinking about an
Australian shepherd. Since the word dog doesn’t refer to one specific object in our
reality, it is possible for them to have the same thought, and use the same symbol,
but end up in an awkward moment when they get to the shelter and fall in love with
their respective referents only to find out the other person didn’t have the same thing
in mind. Abby could ask questions for clarification, like “Sounds like you’re saying
that a smaller dog might be better. Is that right?” Getting to a place of shared
understanding can be difficult, even when we define our symbols and describe our

referents.

2.4 MESSAGES

It will be helpful to stop for a moment and examine some characteristics of the
messages you send when you communicate. Messages carry far more than the
literal meaning of each word and in this section you are invited to explore that

complexity.

Primary Message Is Not the Whole Message

When considering how to effectively use verbal communication, keep in mind there
are three distinct types of messages you will be communicating: primary, secondary,

and auxiliary (Hasling, 1998).

Primary Message — refers to the intentional content, both verbal and nonverbal.
Secondary Message — refers to the unintentional content, both verbal and

nonverbal.

Auxiliary Message — refers to the intentional and unintentional ways a primary
message is communicated. It includes: vocal inflection, gestures and posture, or rate

of speech that influence the interpretation or perception of your message.
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For example, a coworker stops by your desk to ask a question and...

24.1

You say, “Have a seat”. (Primary Message)

A messy workspace makes an impression on your visitor that you are
disorganized. (Secondary Message)

You smile and wave your hand to indicate the empty chair on the other side of
your desk to invite the person to sit. (Auxiliary Message)

Parts of a Message

When you create a message, it is often helpful to think of it as having five parts:

Attention Statement — captures the attention of your audience.

Introduction — a clear statement about your topic; this is also the time to
establish a relationship with your audience.

Body — present your message in detail, using any of a variety of
organizational structures.

Conclusion — provide the audience with a sense of closure by summarizing
your main points and relating them to the overall topics.

Residual Message — a message or thought that stays with your audience well
after the communication is finished. This can be an important part of your

message.

When planning communication, ask yourself of the following:

What do | want my listeners or readers to remember?
What information do | want to have the audience retain or act upon?

What do | want the audience to do?

2.5

PRINCIPLES OF VERBAL COMMUNICATION

Verbal communication is based on several basic principles. In this section, you'll

examine each principle and explore how it influences everyday communication.

Whether it's a simple conversation with a co-worker or a formal sales presentation to

a board of directors, these principles apply to all contexts of communication.

251

Language Has Rules
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As mentioned earlier in this chapter, language is a system of symbols, words, and/or
gestures used to communicate meaning.

The words themselves have meaning within their specific context or language
community. Words only carry meaning if you know the understood meaning and
have a grasp of their context to interpret them correctly.

There are three types of rules that govern or control your use of words.
Syntactic Rules — govern the order of words in a sentence.

Semantic Rules — govern the meaning of words and how to interpret them

(Martinich, 1996). Contextual Rules — govern meaning and word choice according to

-

context and social custom.
Consider the example of a traffic light as follows:

Semantics — Green means Go, and Red means Stop

Syntax — Green is on the bottom, yellow in the middle, and red on top.

Even when you follow these linguistic rules, miscommunication is possible. Your
cultural context or community may hold different meanings for the words used —
different from meanings that the source communicator intended. Words attempt to
represent the ideas you want to communicate, but they are sometimes limited by
factors beyond your control. Words often require you to negotiate meaning, or to
explain what you mean in more than one way, in order to create a common
vocabulary. You may need to state a word, define it, and provide an example in
order to come to an understanding with your audience about the meaning of your
message.

As discussed previously, words, by themselves, do not have any inherent meaning.
Humans give meaning to them, and their meanings change across time. The
arbitrary symbols, including letters, numbers, and punctuation marks, stand for
concepts in your experience. You have to negotiate the meaning of the word “home,”
and define it, through visual images or dialogue, in order to communicate with your

audience.

Words have two types of meanings: denotative and connotative.

Denotative — The common meaning, often found in the dictionary.

19



» Connotative — Meaning that is not found in the dictionary but in the

= community of users itself. It can involve an emotional association with a
word, positive or negative, and can be individual or collective, but is not
universal.
With a common vocabulary in both denotative and connotative terms, effective
communication becomes a more distinct possibility. But what if you have to transfer
meaning from one vocabulary to another? That is essentially what you are doing
when you translate a message. For example, HSBC Bank was forced to rebrand its
entire global private banking operations after bringing a U.S. campaign overseas. In
2009, the worldwide bank spent millions of dollars to scrap its 5-year-old “Assume
Nothing” campaign. Problems arose when the message was brought overseas,
where it was translated in many countries as “Do Nothing.” In the end, the bank

spent $10 million to change its tagline to “The world’s private bank,” which has a

much friendlier translation.

Words represent aspects of our human environment,
and can play an important role in that environment.
They may describe an important idea or concept, but
; the very act of labelling and invoking a word simplifies
and distorts your concept of the thing itself. This ability

to simplify concepts makes it easier to communicate,

ey but it sometimes makes you lose track of the specific
ing you are trying ‘ convey through abstraction.

The ladder of abstraction is a model used to illustrate how language can range from
concrete to abstract. If you follow a concept up the ladder of abstraction, more and
more of the “essence” of the original object is lost or left out, which leaves more
room for interpretation, which can lead to misunderstanding. This process of
abstracting, of leaving things out, allows you to communicate more effectively
because it serves as a shorthand that keeps you from having a completely

unmanageable language filled with millions of words—each referring to one specific

20



thing® (Hayakawa & Hayakawa, 1990). But it requires you to use context and often

other words to generate shared meaning.

Some words are more directly related to a concept or idea than others. If you were
asked to go and take a picture of a book, it might seem like a simple task. If you
were asked to go and take a picture of “work,” you’d be puzzled because work is an
abstract word that was developed to refer to any number of possibilities from the act
of writing a book, to repairing an air conditioner, to fertilizing an organic garden. You
could take a picture of any of those things, but you would be challenged to take a

picture of “work.”

Consider the example of a cow.

If you were in a barn with this cow, you would actually be
experiencing stimuli that would be coming in through your
senses. You would hear the cow, likely smell the cow, and be

. able to touch the cow. You would perceive the actual ‘thing,’

| which is the ‘cow’ in front of you. This would be considered
concrete; it would be unmediated, meaning it was actually the moment of
experience. As represented in Figure 2.2 below, the ladder of abstraction begins to

move away from experience to language and description.

8 Hayakawa, S. |., & Hayakawa, A. R. (1990). Language in thought and action. Orlando, FL: Harcourt

Brace Jovanovich.
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Ladder of Abstraction

More Abstract

A

Wealth - symbol that refers to prosperity,
fortune, and success in relation to material
goods or other life conditions

Asset - symbol that recognizes the monetary
value of a possession

Livestock - symbol that recognizes animals
kept on farms or ranches

Cow - symbol that recognizes bovine creatures

Bessie - symbol assigned to a “thing” that
allows us to communicate about it, even when
it is not present

Direct experience with sensory information
about a “thing” that we will later call “Bessie”

v

More Concrete

Figure 2.2. The Ladder of Abstraction. A ladder depicting increasing abstraction of observation and

language (Hayakawa & Hayakawa, 1990).

As you move up a level on the ladder of abstraction, you might give your experience
a name — you are looking at ‘Bessie.” So now, instead of the direct experience with
the ‘thing’ in front of you, you have given the thing a name, which takes you one step
away from the direct experience toward the use of a more abstract symbol. Now you

can talk and think about Bessie even when you aren’t directly experiencing her.

At the next level, the word cow now lumps Bessie in with other bovine creatures that
share similar characteristics. As you go up the ladder, cow becomes livestock,

livestock becomes an asset, and then an asset becomes wealth.

Note that it becomes increasingly difficult to define the meaning of the symbol as you
go up the ladder and how with each step you lose more of the characteristics of the
original concrete experience.

2.5.3 Language Organizes and Classifies Reality
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Humans use language to create and express some sense of order in their world. You
often group words that represent concepts by their physical proximity or their
similarity to one another. For example, in biology, animals with similar traits are
classified together. An ostrich may be said to be related to an emu and a nandu, but
you wouldn’t group an ostrich with an elephant or a salamander. Your ability to
organize is useful, but artificial. The systems of organization you use are not part of

the natural world but an expression of your views about the natural world.

What is a doctor? A nurse? A teacher? If a male came to mind in the case of the
word ‘doctor’ and a female came to mind in reference to ‘nurse’ or ‘teacher’, then
your habits of mind include a gender bias. In many cultures, there was a time where
gender stereotypes were more than just a stereotype; they were the gen- eral rule,
the social custom, the norm. But now, in many places in the world, this is no longer
true. More and more men are training to serve as nurses. In 2017, for example, data
from the Canadian Medical Association (CMA) indicated that 41% of practising

physicians in Canada were women (Canadian Medical Association, 2017).

You use systems of classification to help you navigate the world. Imagine how
confusing life would be if you had no categories such as male/female, young/old,
tall/short, doctor/nurse/teacher. While these categories are mentally useful, they can
become problematic when you use them to uphold biases and ingrained
assumptions that are no longer valid. You may assume, through your biases, that
elements are related when they have no relationship at all. As a result, your thinking
may become limited and your grasp of reality impaired. It is often easier to spot
these biases in others, but it is important as an effective communicator to become
aware of them in yourself. Holding biases unconsciously will limit your thinking, your
grasp of reality, and your ability to communicate successfully.

2.6 LANGUAGE CAN BE AN OBSTACLE TO
COMMUNICATION

In the past when you have used language to make sense of your experiences, and
to take part in discussions, you no doubt came to see that language and verbal
communication could work for you and sometimes against you. Language allowed

you to communicate, but it also allowed you to miscommunicate and misunderstand.
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In an article titled “The Miscommunication Gap,” Susan Washburn lists several

undesirable results of poor communication in business:

. Damaged relationships

. Loss of productivity

. Inefficiency and rework

. Conflict

. Missed opportunities

. Schedule slippage (delays, missed deadlines)

. Scope creep...or leap (gradual or sudden changes in an assignment that make
it more complex and difficult than it was originally understood to be)

. Wasted resources

«  Unclear or unmet requirements

In the following section you will explore how words can serve either as a bridge, or a
barrier, to understanding and communication of meaning. Your goals of effective and
efficient business communication mean an inherent value of words and terms that
keeps the bridge clear and free of obstacles. Review the six barriers to

communication in Figure 2.3 as follows:

24



Offensive
Language

Barriers to
Communication

Cliché — cultural references that often make no sense in other cultures. For
example, “A cliché is something to avoid like the plague, for it is nothing but a tired
old war horse, and if the shoe were on the other foot you too would have an axe to
grind.”

Jargon — An occupation-specific language used by people in a given profession.
Jargon does not necessarily imply formal education, but instead focuses on the
language people in a profession use to communicate with each other.

Slang — The use of existing or newly invented words to take the place of standard or
traditional words with the intent of adding an unconventional, nonstandard,
humorous, or rebellious effect. It differs from jargon in that it is used in informal
contexts, among friends or members of a certain age group, rather than by

professionals in a certain industry.

Euphemism - Involves substituting an acceptable word for an offensive,

controversial, or unacceptable one that conveys the same or similar meaning.

Doublespeak — The deliberate use of words to disguise, obscures, or change

meaning.
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Offensive Language — Some language is offensive and has no place in the

workplace. It may even be a violation of company policy.

Each of these six barriers to communication contributes to misunderstanding and
miscommunication, intentionally or unintentionally. If you recognize one of them, you
can address it right away. You can redirect a question and get to essential meaning,
rather than leaving with a misunderstanding that might impact a business
relationship. In business communication, your goal of clear and concise
communication should remain constant. Never forget that trust is the foundation for

effective communication.

Part of your effort must include reinforcing the relationship inherent between source
and receiver. One effective step toward that goal is to reduce obstacles to effective
communication. The more you can learn about your audience, the better you can
tailor your chosen words. If you lack information or want your document to be
understood by a variety of readers, it pays to use common words and avoid jargon.
This is known as actively bridging communication to help ensure your audience

clearly understands your intended message.

2.7 Improving Verbal Communication

In this chapter you have reviewed examples and stories that highlight the importance
of verbal and written communication. To end the chapter, consider how language
can be used to enlighten or deceive; encourage or discourage; empower or destroy.
By defining the terms you use and choosing precise words, you will maximize your
audience’s understanding of your message. In addition, it is important to consider the
audience, control your tone, check for understanding, and focus on results.
Recognizing the power of verbal communication is the first step to understanding its

role and impact on the communication process.

_ Be aware of any words you are using that may be
Define Your Terms | unfamiliar to your audience. When you identify an
unfamiliar word, your first decision is whether to use it
or to substitute a more common, easily understood

word.
Choose Precise To increase understanding, choqse precise words
that provide the mostaccurate picture for your
Words .
audience.
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Consider Your Contextual clues are important to guide your

Audience audience as they read.
Control Tone What kind of tone is best for your intended audience?
Check for In oral communication, feedback is a core component

of the communication model as we can often see it,
hear it, and it takes less effort to assess it.

It can be a challenge to balance the need for
attention to detail with the need to arrive at the
end product

Understanding

Be Results
Oriented

Even when you are careful to craft your message clearly and concisely, not everyone
will understand every word you say or write. As an effective business communicator,
you know it is your responsibility to give your audience every advantage in
understanding your meaning. Precise words, clear definitions, and contextual clues
are important to guide your audience as they read. If you are speaking to a general
audience and choose to use a word in professional jargon that may be understood
by many but not all of the people in your audience, follow it by a common reference
that clearly relates its essential meaning. With this positive strategy you will be able

to forge relationships with audience members from diverse backgrounds.

Getting a handle on how to influence tone and to make your voice match your
intentions takes time and skill. Make time for feedback and plan for it. Ask clarifying
guestions. Share your presentation with more than one person, and choose people
that have similar characteristics to your anticipated audience. Lastly, finding balance
while engaging in an activity that requires a high level of attention to detail can be

challenge for any business communicator, but it is helpful to keep the end in mind.

The following two examples will provide you with ideas for increasing the precision of

communication.

Example 1

Original — Bob left work.

Revised — Bob left work to go home at 5 pm.
Example 2

Original — Colleen presented a proposal.
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Revised — Colleen, the marketing manager, presented a proposal on the marketing

budget for next year.

2.8

LET US SUM UP

To summarize, messages are primary, secondary, and auxiliary. A message can be

divided into a five-part structure composed of an attention statement, introduction,

body, conclusion, and residual message. In order to improve communication, define

your terms, choose precise words, consider your audience, control your tone, check

for understanding, and aim for results. In order to defuse common obstacles to

communication, avoid clichés, jargon, slang, sexist and racist language,

euphemisms, and doublespeak.
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FURTHER READING

Toastmasters International — Public speaking tips:
https://www.toastmasters.org/resources/public-speak- ing-tips

Harvard psychology professor Steven Pinker is one of today’s most innovative
authorities on language.

Explore reviews of books about language Pinker has published.
http://stevenpinker.com/taxonomy/term/ 4265

The “I Have a Dream” speech by Martin Luther King Jr. is one of the most
famous speeches of all time. View it on video and read the text.
http://lwww.americanrhetoric.com/speeches/mlkihaveadream.htm

Visit Goodreads and learn about one of the most widely used style manuals,
The Chicago Manual of Style.
http://www.goodreads.com/book/show/103362.The_Chicago_Manual_of Styl

e

2.10 ASSIGNMENTS

N o gk~ wDbd R

Define language and describe its role in the communication process.
Describe how language shapes our experience of reality.

Give examples of how language can be a barrier to communication.
Give examples of message types and the parts of a message.
Explain the differences between clichés, jargon, and slang.
Demonstrate professional communication related to gender and race.

List six strategies for improving verbal communication.

28



Unit 3: YOU AND YOUR
AUDIENCE

Unit Structure

3.1 Learning Objectives

3.2 Introduction

3.3  Perception

3.4  Self-Understanding Is Fundamental to Communication
3.5  Getting to Know Your Audience

3.6 Listening and Reading for Understanding

3.7 Letus Sum Up

3.8  Further Reading

3.9 Assignments



3.1 LEARNING OBJECTIVES

After studying this unit students should be able to understand:

. Fundamental of Perception

. Role of Self-Understanding to Communication
. Getting to Know Your Audience

. Listening and Reading for Understanding

3.2 INTRODUCTION

This unit describes about fundamental of perception, what is role of self-
understanding for effective communication, how to know your audience and listening

and reading strategies for understanding.

3.3 PERCEPTION

Perception is the process of selecting, organizing, and interpreting information. This
process, which is rep- resented in Figure 3.1 below, includes the perception of select
stimuli that pass through your perceptual filters, are organized into your existing
structures and patterns, and are then interpreted based on previous experiences.
How you perceive the people and objects around you affects your communication.
You respond differently to an object or person that you perceive favourably than you
do to someone (or some- thing) you find unfavourable. But how do you filter through
the mass amounts of incoming information, organize it, and make meaning from

what makes it through your perceptual filters and into your social realities?

Figure 3.1. Selection, interpretation, and organization that contribute to perception.
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3.3.1 Selecting Information

Most people take in information through their five senses, but your perceptual field
(the world around you) includes so many stimuli that it is impossible for your brain to
process and make sense of it all. So, as information comes in through your senses,
various factors influence what actually continues on through the perception process®.
Selecting is the first part of the perception process, in which you focus your attention
on certain incoming sensory information. Think about how, out of many other
possible stimuli to pay attention to, you may hear a familiar voice in the hallway, see
a pair of shoes you want to buy from across the mall, or smell something cooking for
dinner when you get home from work. You quickly cut through and push to the
background all kinds of sights, smells, sounds, and other stimuli, but how do you
decide what to select and what to leave out?

You tend to pay attention to information that is salient. Salience is the degree to
which something attracts your attention in a particular context. The thing attracting
your attention can be abstract, like a concept, or concrete, like an object. A bright
flashlight shining in your face while camping at night is sure to be salient. The degree
of salience depends on three features: (Fiske & Taylor, 1991) whether the object is
visually or aurally stimulating, whether it meets your needs or interests, and whether
it meets or challenges your expectations. Consider the image below: The Crashed
Nike Ball Guerilla Marketing Example.

'
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° Fiske, S. T., & Taylor, S. E. (1991). Social cognition (2nd ed.). New York: McGraw-Hill
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Source: 18 of the Most Memorable Guerilla Marketing Campaigns

Related to salience, this example may be considered visually stimulating (it's quite
large), it may be considered interesting, and it challenges most people’s
expectations in terms of size. The artwork is meant to stimulate one’s imagination to
question” why is the ball so large? What kind of large person (or monster perhaps)
might have kicked it so hard it became embedded in the side of a building? This
example represents an impossible scenario created through art that generates

salience.

Visual and Aural Stimulation — It is probably not surprising to learn that visually
and/or aurally stimulating things become salient in our perceptual field and get our

attention.

Needs and Interests — We tend to pay attention to information that we perceive to
meet our needs or interests in some way. We also find salient information that

interests us.

Expectations — The relationship between salience and expectations is a little more
complex. Basically, we can find expected things salient and find things that are

unexpected salient.

As a communicator, you can use this knowledge about salience to your benefit by
minimizing distractions when you have something important to say. It's probably
better to have a serious conversation with a significant other in a quiet place rather
than a crowded food court. Aside from minimizing distractions and delivering your
messages enthusiastically, the content of your communication also affects salience.
Whether a sign helps you find the nearest gas station, the sound of a ringtone helps
us find your missing cell phone, or a speaker tells you how avoiding processed foods

will improve your health, you select and attend to information that meets your needs.
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Likely you have experienced the sensation of being engrossed in a television show,
video game, or random project that you paid attention to at the expense of
something that actually met your needs — like cleaning or spending time with a
significant other. Paying attention to things that interest you but don’t meet specific
needs seems like the basic formula for procrastination that you might be familiar
with.

If you are expecting a package to be delivered, you might pick up on the slightest
noise of a truck engine or someone’s footsteps approaching your front door. Since
you expect something to happen, you may be extra tuned in to clues that it is
coming. In terms of the unexpected, if you have a shy and soft-spoken friend who
you overhear raising the volume and pitch of his voice while talking to another friend,
you may pick up on that and assume that something out of the ordinary is going on.
For something unexpected to become salient, it has to reach a certain threshold of
difference. If you walked into your regular class and there were one or two more
students there than normal, you may not even notice. If you walked into your class
and there was someone dressed up as a wizard, you would probably notice. So, if
you expect to experience something out of the routine, like a package delivery, you
will find stimuli related to that expectation salient. If you experience something that
you weren’'t expecting and that is significantly different from your routine
experiences, then you will likely find it salient. You can also apply this concept to

your communication.
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Good instructors encourage their students to include supporting material in their
speeches that defies audience expectations. You can help keep your audience
engaged by employing good research skills to find such information.

Organizing Information

Organizing is the second part of the perception process, in which you sort and
categorize information that you perceive based on innate and learned cognitive
patterns. Three ways you sort things into patterns are by using proximity, similarity,
and difference’® (Coren & Girgus, 1980).

Proximity — In terms of proximity, we tend to think that things that are close together

go together.

Similarity — We also group things together based on similarity. We tend to think
similar-looking or similar- acting things belong together.

Difference — We also organize information that we take in based on difference. In
this case, we assume that the item that looks or acts different from the rest doesn’t
belong with the group.

Since you often organize perceptual information based on proximity, you may
automatically perceive that two people are together, just because they are standing
close together in line.

This type of strategy for organizing information is so common that it is built into how
you function in your daily life. If you think of the literal act of organizing something,
like your desk at home or work, you follow these same strategies. If you have a
bunch of papers and mail on the top of your desk, you will likely sort papers into
separate piles for separate classes or put bills in a separate place than personal
mail. You may have one drawer for pens, pencils, and other supplies and another
drawer for files. In this case you are grouping items based on similarities and
differences. You may also group things based on proximity, for example, by putting

financial items like your check book, a calculator, and your pay stubs in one area so

% Coren, S., & Girgus, J. S. (1980). Principles of perceptual organization and spatial distortion:

The gestalt illu- sions. Journal of Experimental Psychology: Human Perception and Performance,
6(3), 404-412. http://dx.doi.org/10.1037/0096-1523.6.3.404
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you can update your budget easily. In summary, you simplify information and look for

patterns to help conduct tasks and communicate efficiently in all aspects of your life.

s <
Simplification and categorizing based on patterns isn’t necessarily a bad thing. In
fact, without this capability you would likely not have the ability to speak, read, or

engage in other complex cognitive/behavioral functions. There are differences

among people, and looking for patterns helps you in many practical ways.

However, the judgments you might place on various patterns and categories are not
natural; they are learned and culturally and contextually relative. Your perceptual
patterns do become unproductive and even unethical when the judgments you
associate with certain patterns are based on stereotypical or prejudicial thinking.

3.3.2 Interpreting Information

Although selecting and organizing incoming stimuli happens very quickly, and
sometimes without much conscious thought, interpretation can be a much more
deliberate and conscious step in the perception process. Interpretation is the third
part of the perception process, in which you assign meaning to your experiences
using mental structures known as schemata. Schemata are like databases of stored,
related information that you use to interpret new experiences. Schemata are like
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lenses that help you make sense of the perceptual cues around you based on

previous knowledge and experience.

I's important to be aware of schemata because your interpretations affect your
behaviour. For example, if you are doing a group project for class and you perceive a
group member to be shy based on your schema of how shy people communicate,
you may avoid giving him or her presentation responsibilities because you do not
think shy people make good public speakers. Schemata also guide your interactions,
providing a script for your behaviours. Many people know how to act and
communicate in a waiting room, in a classroom, on a first date, and on a game show.
Even a person who has never been on a game show can develop a schema for how

to act in that environment by watching The Price Is Right, for example.
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A final example, you often include what you do for a living in your self-introduction,

K

which then provides a schema through which others interpret your communication.

3.4 SELF UNDERSTANDING IS FUNDAMENTAL TO
COMMUNICATION

You need to know what you want to say before you can say it to an audience.
Understanding your perspective can lend insight to your awareness, the ability to be
conscious of events and stimuli. Awareness determines what you pay attention to,
how you carry out your intentions, and what you remember of your activities and
experiences each day. Awarenes