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CHAPTER SYNOPSIS

A strategic approach to communication has assumed greater importance in recent years for a variety of 
reasons. Globalization has brought numerous opportunities to organizations while simultaneously increasing 
the potential for greater instability and heightened competition skills as employees deal with diversity and 
greater responsibility. In addition, communication has become more recognized for its part in the creation of 
our social realities, including those within organizations. How does the workplace of today differ from that of 
50 years ago? Twenty-five years ago? Ten years ago? How have these changes affected communication prac-
tices and the responsibilities of employees for effective communication?

LEARNING OBJECTIVES

■ Define strategic communication and differentiate between strategy and tactics.

■ Understand why strategic communication is critically important in today’s rapidly changing world and 
organizational environment.

■ Use a case study approach to apply textbook concepts and principles, a method that will enhance 
your learning and hone the critical and analytical skills necessary to become a practiced  strategic 
 communicator.

LECTURE OUTLINE

I. What is Strategic Communication?

PowerPoint slide 2
Content:

• Requires understanding the difference between strategy and tactics 
Graphic of individual tree (tactics) and whole forest (strategy)

Notes:
• Strategy: plan for obtaining a specific goal or result that involves big-picture analysis.
• Tactics: concrete actions taken to implement a strategy. 
• This text focuses on the strategic side of business communication more than the tactical areas (i.e., 

looking at the entire forest rather than individual trees).

PowerPoint slide 3
Content:

Strategy or Tactic
Cast a vision  Write a newsletter
Analyze the environment  Issue a press release
  Develop a communication plan
  Tactics are what you do. Strategy is why you do it.
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Notes: This slide offers an opportunity for students to differentiate between things that are generally strategic 
and generally tactical. Analyzing the environment and casting a vision are strategy level activities because 
they allow you to define where you are headed and understand how the context will influence your ability to 
achieve your objectives. Newsletters and press releases are traditional tactical communications. A commu-
nications plan can be both strategic and tactical. It is important to note for students that it will only fill the 
strategic role if the tactics outlined in the plan are embedded in and driven by the organization’s strategic 
objectives.

The final statement on the slide is just a rephrasing of strategy v. tactics.

Role Play Exercise: Divide the class into groups of five students. Ask students to develop a scenario for a 
business of their choice that includes a strategy and tactics. Ask each group to select one member to present 
group findings. In my course, the best presentation gets bonus points and every group gets participation 
points, as groupwork counts heavily toward the final grade.

Watch a YouTube video related to Strategy vs. Tactics, www.youtube.com/watch?v=64gwUSLYWN4. 

Hold a discussion about the main points discussed in the video. 

II. Why Is a Strategic Approach to Communication Important?

PowerPoint slides 4–6
Content:

• Changes in the workplace due to globalization
1. Hierarchy to Flattened Hierarchy and Network (graphic of change)
2. Management to Leadership (graphic of change)
3. Uniformity to Diversity (graphic of change)

Notes: These slides provide graphical depictions of the types of changes that are being seen in the workplace 
as described in the text. It might be helpful here to expand on the notion of globalization in terms of how 
decreased communication costs and transportation costs reduces barriers to trade, circulation of ideas and 
as a result increases competition and interdependence. Wikipedia provides a nice high-level overview of how 
students can understand globalization: http://en.wikipedia.org/wiki/Globalization.

PowerPoint slide 7
Content:

• Evolution of our understanding of the communication process (graphic of the communication process)
• Communication is more than just transfer of information

Notes: This slide provides the opportunity to set up and frame the context in which the social construction 
theory was developed. It is also an opportunity to help students expand their own perceptions of communi-
cation. The graphic has several phases which map the progression of our understanding of communication as 
outlined in the book.

• Phase 1: Communication as objective information transfer. What a person says is exactly what the other 
person understands.

• Phase 2: Distortion in the communication process can result in different or multiple interpretations.

It may also be helpful here to mention that multiple interpretations are referred to as plurality. A dynamic that 
cannot be controlled by any one actor in a communication exchange.
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PowerPoint slide 8
Content:

• The social construction of reality and its effects on conceptualizing communication
– Social construction comes out of plurality.

• Example: What is a dog? (List of two “dog” profiles)

– Our social constructions are based on our experiences, knowledge and interactions with others. Even 
“dog” is a socially constructed reality.

Notes: This slide also progressively unfolds. It includes an exercise to demonstrate the way that social construc-
tion works and to highlight the fact that social constructions are built based on a variety of contextual features.

Activity: Pose the question to the class, “What is a dog?” Have them write down a list of five characteristics 
of a dog on a sheet of paper. Then have several students share their answers. There will likely be some variety, 
as many will use descriptors of a specific type of dog, possibly one that they had or do own. Others may be 
more general and list characteristics of dogs that classify them as pets. Once you have gotten these ideas, you 
can click in the lists on the PowerPoint and talk about how the word dog is a social construction based on 
our own experiences with or knowledge of dogs. Then, it may also be helpful to challenge students to think 
about how dog might also be a cultural construction and what a dog might mean in a developing country, or 
a non-western culture. Answers will likely focus on dogs as wild animals, scavengers, workers, etc. 

The final statement on the slide summarizes the variety of ways that social constructions are developed.

PowerPoint slide 9
Content:

Strategically communicating can help you:
• Navigate new and changing organizational environments
• Focus on the larger picture
• Appreciate diversity of ideas in the workforce
• Lead using informal bases of power
• Use communication to influence

Notes: This slide simply sums up the variety of ideas that have been presented in the chapter surrounding 
strategic communication. It can be used to transition into how they can go about learning this for themselves 
through case studies and understanding both strategy and tactics of strategic communication.

III. Case Study Approach

PowerPoint slide 10
Content:

• Analysis —key issues, causes, stakeholders
• Solutions —list of possible solutions based on analysis
• Recommendations — select solution that will best achieve desired outcomes

Notes: This slide overviews the case study approach outlined in chapter one. It may be an opportunity to draw 
on one of the cases included at the end of the chapter to walk students through this process.
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IV. How This Book Is Organized

PowerPoint slides 11–12
Content:

Part 1: Strategic Elements of Business Communication
• Foundations of Communication (Chapter 2)
• Step One: Identify the Purposes of Communication (Chapter 3)
• Step Two: Analyze the Audience (Chapter 4)
• Steps Three and Four: Consider the Context and Select a Channel of Communication (Chapter 5)

Part 2: Tactics of Business Communication
• Communicating in Writing (Chapter 6)
• Communicating in Oral Presentations (Chapter 7)
• Preparing Employment Messages (Chapter 8)
• Communicating with Employees (Chapter 9)
• Communicating in and Leading Groups and Teams (Chapter 10)
• Strategic Organization Communication (Chapter 11)

ANSWERS TO CHAPTER DISCUSSION QUESTIONS

1. Name and discuss the three reasons why a strategic approach to communication is particularly important 
today.
A strategic approach to communication has assumed greater importance in recent years for three reasons. 
The first involves trend changes in the workplace, the second is the evolution of our understanding of the 
process of communication, and the third is that developments have resulted in a greater appreciation for 
the centrality of communication in terms of the creation of our social and organizational realities.

Tags: BUSPROG: Analytic
DISC: Conclusion
LO: 1-2
Bloom’s: Comprehension
Difficulty: Moderate
Topic: Why is a Strategic Approach to Communication Important?

2. What is the difference between strategy and tactics?
Strategy is a plan for obtaining a specific goal or result that involves big-picture analysis. Tactics are concrete 
actions taken to implement a strategy. This text focuses on the strategic side of business communication 
more than the tactical areas (i.e., looking at the entire forest rather than individual trees).

Tags: BUSPROG: Analytic | Reflective Thinking
DISC: Conclusion
LO: 1-1
Bloom’s: Comprehension
Difficulty: Moderate
Topic: What is Strategic Communication?
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3. Describe the difference between a manager and a leader. What are the differences in the types of power that 
they generally hold? Why do these differences make a strategic approach to communication important or 
useful?
Although managers coordinate and organize activities, leaders influence people. These differing mindsets and 
courses of action often complement each other in the workplace, but it is important to note that anyone can be 
a leader with the proper way of thinking and skill set. Because positional authority is no longer sufficient to 
get the job done, a web of influence or a balanced web of relationships must be developed. Managers have 
begun to view leadership as the orchestration of relationships between several different interest groups—
superiors, peers, and outsiders, as well as subordinates. The development of relationships generally lies in 
our skills in interpersonal communication, particularly for those in leadership positions or those who are 
aspiring leaders.

Leaders potentially differ from managers in regard to the type of power they may yield. Managers are 
appointed; they have legitimate power that enables them to reward and punish employees. The formal 
authority given to them by their position gives managers the ability to influence employees. Leaders, on the 
other hand, may be appointed or may emerge from a group of employees. In the latter case, they have the 
opportunity to influence others beyond their formal authority in an organization.

Tags: BUSPROG: Analytic 
DISC: Conclusion
LO: 1-2
Bloom’s: Comprehension
Difficulty: Moderate
Topic: Why is a Strategic Approach to Communication Important?

4. In your own words, describe the meaning of the term social construction of reality. What are some 
examples of social constructions that you are commonly exposed to or accept?
A social construction or reality is any phenomenon “invented” or “constructed” by participants in a partic-
ular culture or society, existing because people agree to behave as if it exists or to follow certain conven-
tional rules. One example of a social construct or reality is social status; that is, individual persons do not 
have greater status than others unless it is socially conferred.

Tags: BUSPROG: Diversity | Communication | Reflective Thinking
DISC: Conclusion | Cultural Imperative
LO: 1-2
Bloom’s: Analysis
Difficulty: Moderate
Topic: Why is a Strategic Approach to Communication Important?

5. What is the meaning of plurality? What effect does this understanding have on the way that you commu-
nicate with others if you wish to be successful in that communication?
Plurality refers to the fact that people in communication mutually construct the meanings they have for 
situations and for each other. Plurality means that there are always multiple interpretations of any situation 
and that no one person can control those interpretations, try as he or she might. Recognition of the reality 
of plurality requires that we be open to or willing to listen to the voices and opinions of others if there is 
any hope of achieving something that approaches shared understanding.

Tags: BUSPROG: Diversity
DISC: Consequences | Cultural Imperative
LO: 1-1
Bloom’s: Application
Difficulty: Moderate
Topic: What is Strategic Communication
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APPLICATIONS

1. Conduct research on the effects of globalization on organizations, focusing on communication issues. 
Write a report that summarizes your findings and provide recommendations to today’s leaders and 
managers in terms of best communication practices.
Student responses should discuss the effects of globalization, including increased merger activity, the 
flattening of management hierarchies due to the pressures of greater competition and instability, and 
greater workplace diversity. They should then discuss how these changes have made communication more 
important in today’s business environment. This discussion should focus on the increased importance of 
interpersonal communication due to flattened hierarchies and greater competition and the importance of 
communication in dealing effectively with cultural differences in the workplace.

Tags: BUSPROG: Analytic
DISC: Analysis | Cultural Imperative
LO: 1-1
Bloom’s: Synthesis
Difficulty: Challenging
Topic: What is Strategic Communication?

2. Conduct research on leadership and communication. Write a report in which you summarize your 
findings and set goals for yourself in terms of the leadership communication skills you would like to 
improve or enhance. A well-written goal should be specific, measurable, attainable, and time bound. An 
example is “I will create a communication strategy to persuade my boss to promote me to manager by the 
end of 2011 and implement it successfully.”
Student responses should discuss that recently managers have begun to view leadership as the orchestra-
tion of relationships among several different interest groups such as superiors, peers, outsiders, and subor-
dinates. The development of these relationships generally lies in our skills in interpersonal communication 
as does our ability to influence others; the result is the increased emphasis on communication, particularly 
for those in leadership positions or aspiring leaders. Regarding student responses to setting leadership 
communication goals for themselves, students must establish goals that are specific, measurable, attainable, 
and time bound. For instance, “I will learn 20 new leadership communication terms/words every month 
for the next five months to be able to increase my vocabulary.”

Tags: BUSPROG: Analytic
DISC: Receiver Reactions | Stakeholders | Consequences
LO: 1-2
Bloom’s: Analysis
Difficulty: Challenging
Topic: What is Strategic Communication?
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CHAPTER SYNOPSIS
To be a strategic communicator requires a number of skills and abilities as well as certain knowledge; some 
might say it requires a certain mindset. These skills and abilities include understanding principles and 
concepts considered to be the foundation of effective communication, especially a high level of self-awareness, 
an ability to understand other people (who often have differing experiences, values, and interests from our 
own, including cultural differences), a basic knowledge of the complexity of the communication process itself, 
and the ability to think critically—to analyze and evaluate situations, and use that information to formulate 
effective communication strategies. How can you develop your analytical and critical thinking abilities so that 
you are better able to heighten your skills as a strategic communicator?

LEARNING OBJECTIVES
■ Approach communication from a more sophisticated perspective, one that underscores the importance of 

a strategic yet ethical approach.

■ Understand the process of perception, how it affects the way we interpret information, and its importance 
in developing a strategic approach.

■ Understand the importance of self-awareness as a foundational element of effective communication and its 
connection to understanding others, a key element of a strategic approach.

■ Identify some of the obstacles to strategic and ethical communication, including how perception can affect 
the way we think and our ability to gather, analyze, and evaluate information (i.e., the critical-thinking 
process that is imperative for strategic communication).

LECTURE OUTLINE

I. Requirements for Strategic Communication

PowerPoint slide 2
Content: 

• Personal literacy: understanding of self-awareness and self-esteem
• Social literacy: ability to understand other people (diverse) to be able to engage and challenge them
• Business literacy: understanding of the organization’s business environment, culture, and processes
• Cultural literacy: valuing and leveraging cultural differences

Role Play Exercise: Divide the class into four groups. Assign each of the four requirements for strategic 
communication to each group. Each group would be charged with the task of searching the Internet to provide 
examples that would best describe the requirement for strategic communication assigned. 

Watch a YouTube video related to Strategic Communication: www.youtube.com/watch?v=qWvi-jI6DMc

Hold a discussion about the main points discussed in the video.
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II. Models of Communication

PowerPoint slide 3
Content: Four Models of Communication

• Information Transfer: Assumes communication is transmitted without distortion from sender to receiver

• Transactional: Assumes sender and receiver are focused on achieving shared meaning, without interest 
in own perspective

• Strategic Control: Assumes sender is entirely focused on own interest, possibly to the detriment of honest 
ethical communication

• Dialogic: Assumes communication is a process of joint creation of reality, focused on audience and 
context, allows different points of view

Notes:
A. Communication as information transfer

• Assumes that communication can be achieved without distortion. 
• Flaws: interpretation and distortion are unavoidable. Nonverbal communication is ignored.

B. Communication as transactional process
• Acknowledges that both senders and receivers are active and simultaneous interpreters of messages.
• Flaws: emphasis on shared meaning. It does not emphasize the political nature of many organizations.

C. Communication as strategic control
• Assumes that communication is a tool that individuals use to control their environment.
• Flaws: it recognizes that people should not be expected to communicate in any objectively rational 

way, thus ignoring the goals of clarity and honesty.

D. Communication as dialogic process
• Mitigates against many of the problems associated with the other three models discussed earlier.
• Focuses on the contribution of the “receiver’s” perspective to an interpretation and course of action 

that are jointly formulated. 
• Audience analysis should drive strategy and message formulation.
• Does not assume that meaning is shared, but instead recognizes the interplay between difference 

and similarity of those involved in the communication process.
• Does not assume that we are isolated individuals, but instead that we live in groups and communities 

and that our actions affect others.
• Requires an understanding of the socially constructed nature of reality—individuals create 

meaning through communication—and the possibility for a strategic approach to communication 
to go awry in an ethical sense.

• Perceives others as interdependent partners capable and deserving of their own voice to influence 
the organizational dialog.

• Is considered an index of the ethical level of communication to the degree that participants in 
communication display the preceding attributes.

• Supports systems theory, plurality, and intercultural communication.
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PowerPoint slide 4
Content: Monologue vs. Dialogue

A. Monologue
• Talking to oneself
• Deception
• Superiority
• Exploitation
• Pretense
• Coercion

B. Dialogue
• Joint creation of reality
• Trust
• Sincerity
• Lack of pretense
• Humility
• Directness
• Open-minded
• Honest

Exercise: Visit http://www.scribd.com/doc/17878315/Models-of-Communication and play the PowerPoint 
presentation. Then, divide the class into groups of five students. Each group will be responsible for explaining 
each of the models presented in the PowerPoint file.

Exercise: Show the video found at http://www.youtube.com/watch?v=Fpkm7D4Bn6I and ask students to 
present five things that stood out the most to them. Follow it by holding a meaningful discussion.

III. Perception

PowerPoint slide 5
Content: 3 Influences on Perception
 1. Stereotypes cause us to focus on certain cues
 2. We make attributions about who or what is responsible for what we sense
 3. All the factors we sense are compiled into a coherent whole to form an impression
Notes: 

A. Because everything is interpreted through our own experiences, beliefs, and values, it is difficult to 
understand what is really “out there.”

B. Because we all have different life experiences, value systems, worldviews, and beliefs, we thus may 
perceive reality differently.

C. These differences can be enormous obstacles to effective communication, particularly if we are 
unaware of them. Today’s diverse workplace adds a more complex dimension to this problem.

D. Perceptual differences may lead to additional problems:
• Stereotyping
• Attribution
• Impression formation
• Culture

Exercise: Ask students to view the stereotyping video found at http://www.youtube.com/watch?v=vXzKLt-
gKJj0 and hold a meaningful discussion.
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IV. Self-Awareness and Communication

PowerPoint slide 6
Content: What is My “EQ”?

A. Self
• Am I aware of my feelings:
• Can I manage my emotions and impulses?
• Do I persist in the face of setbacks and failures?

B. Others
• Can I sense how others are feeling?
• Do I have the ability to handle others emotions?

Notes: 
A. To become effective communicators, we must know ourselves, including our strengths and weak-

nesses, which affect the way we interact with others.

B. Self-concept refers to how we think about ourselves and how we describe ourselves to others
• How we view ourselves
• How we view the other person
• How we believe the other person views us 
• How the other person views himself/herself/themselves
• How the other person views us
• How the other person believes we view him/her/them

C. Self-awareness and communication concepts
• Self-fulfilling prophecy
• Self-awareness
• Intrapersonal communication
• Intrapersonal intelligence
• Reflexivity
• Interpersonal intelligence
• Self-esteem
• Emotional intelligence 

Exercise: Show the video found at http://www.youtube.com/watch?v=Pfp_ti1NQZ8 and hold a meaningful 
discussion.

V. Obstacles to Strategic Communication

PowerPoint slide 7
Content: Obstacles to Strategic and Ethical Communication

A. Perceptual Mindset
B. Inferential Errors
C. Thinking Style

Notes:
A. Perceptual mindsets

• Confirmation bias
• False dichotomies
• Inferential errors
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PowerPoint slide 8
Content: Ways to Combat Confirmation Bias

A. Confirmation bias: A tendency to distort information that contradicts the beliefs or attitudes we 
currently hold.
1. Actively seek out disconfirming information
2. Vigorously present and argue disconfirming evidence to others
3. Play devil’s advocate
4. Gather allies to challenge confirmation bias

PowerPoint slide 9
Content: Ways to Combat False Dichotomies

A. False Dichotomy: A dichotomy that is not jointly exhaustive or that is not mutually exclusive.
1. Be suspicious of absolutes. Look for alternatives to the one or two suggestions recommended.
2. Employ the language of qualifications. Speak in terms of degrees.

• Sometimes
• Rarely
• Mostly
• Occasionally

Exercise: Show the false dichotomies video found at http://www.youtube.com/watch?v=F4x4nmeNlxw and 
hold a meaningful discussion.

PowerPoint slide 10
Content: What Causes Inferential Errors?

• Vividness: “I heard about a terrible tragedy that happened to someone who did that…”
• Unrepresentativeness: “That restaurant is no good, I went there one time and I didn’t like it…”
• Correlation: “Every time I’ve gotten sick, I was wearing these shoes…”

PowerPoint slide 11
Content: Other Perceptual Errors

A. Oversimplifying: Tendency to prefer simplicity over complexity because it is less effort
B. Imposing consistency: Tendency to impose patterns where they don’t exist
C. Focusing on the negative: Tendency to perceive negative characteristics as more important than positive
D. Making a fundamental attribution error: Tendency to assume that others’ failures are their own fault, 

but that success is due to situational factors
E. Exhibiting a self-serving bias: Tendency to assume that our own failures are due to situational factors, 

but our success is due to our personal qualities

PowerPoint slide 12
Content: Thinking Styles

A. Sponge
• Indiscriminate absorption of information
• Passive
• No method for deciding usefulness
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B. Filter
• Critical absorption of relevant information
• Active processing
• Ask questions of material to determine usefulness

ANSWERS TO CHAPTER DISCUSSION QUESTIONS

1. Explain each of the four models of communication and what distinguishes them, including their strengths 
and weaknesses. Why might the dialogic model better meet the needs of today’s workplace?
A. Communication as information transfer.

• Assumes that communication can be achieved without distortion. 
• Flaws: interpretation and distortion are unavoidable. Nonverbal communication is ignored.

B. Communication as transactional process.
• Acknowledges that both senders and receivers are active and simultaneous interpreters of messages.
• Flaws: emphasis on shared meaning. It does not emphasize the political nature of many organizations.

C. Communication as strategic control.
• Assumes that communication is a tool that individuals use to control their environment.
• Flaws: it recognizes that people should not be expected to communicate in any objectively rational 

way, thus ignoring the goals of clarity and honesty.

D. Communication as dialogic process.
• Mitigates against many of the problems associated with the other three models discussed earlier.
• Focuses on the contribution of the “receiver’s” perspective to an interpretation and course of action 

that are jointly formulated. 
• Audience analysis should drive strategy and message formulation.
• Does not assume that meaning is shared, but instead recognizes the interplay between difference 

and similarity of those involved in the communication process.
• Does not assume that we are isolated individuals, but instead that we live in groups and communities 

and that our actions affect others.
• Requires an understanding of the socially constructed nature of reality—individuals create 

meaning through communication—and the possibility for a strategic approach to communication 
to go awry in an ethical sense.

• Perceives others as interdependent partners capable and deserving of their own voice to influence 
the organizational dialog.

• Is considered an index of the ethical level of communication to the degree that participants in 
communication display the preceding attributes.

• Supports systems theory, plurality, and intercultural communication.

The dialogic model better meets the needs of today’s workplace because of its numerous advantages discussed 
above. In short, it mitigates against many of the problems associated with the other three models.

Tags: BUSPROG: Communication | Diversity
DISC: Stakeholders | Conclusion
LO: 2-1 | 2-4
Bloom’s: Evaluation
Difficulty: Difficult
Topic: Models of Communication
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2.  Identify examples of the use of moral exclusion and describe the intent and effect of their use. Based on 
this analysis, discuss whether such practices are ethical. Support your response with evidence.
Moral exclusion occurs when the application of moral values, rules, and fairness is not considered neces-
sary for particular individuals or groups. The practice of moral exclusion results in individuals being 
perceived as nonentities, expendable, or undeserving. The result is that harming such individuals becomes 
acceptable, appropriate, or just. 

Persons who are morally excluded are thus denied their rights, dignity, and autonomy. Examples include 
showing the superiority of oneself or one’s group by making unflattering comparisons to other individuals 
or groups; characterizing people as lower life forms or as inferior beings; placing the blame for any harm on 
the victim; justifying harmful acts by claiming that the morally condemnable acts committed by “the enemy” 
are worse; misrepresenting harmful behaviors by masking or conferring respectability on them through the 
use of neutral, positive, technical, or euphemistic terms to describe them; and justifying harmful behavior by 
claiming that everyone is doing it or that is an isolated case.

Tags: BUSPROG: Ethics 
DISC: Conclusion
LO: 2-4
Bloom’s: Analysis
Difficulty: Moderate
Topic: Models of Communication

3. How have differing perceptions affected your communication with others? What steps might you take to 
avoid misunderstandings created by perceptual differences?
A. Because everything is interpreted through our own experiences, beliefs, and values, it is difficult to 

understand what is really “out there.”

B. Because we all have different life experiences, value systems, worldviews, and beliefs, we thus may 
perceive reality differently.

C. These differences can be enormous obstacles to effective communication, particularly if we are 
unaware of them. Today’s diverse workplace adds a more complex dimension to this problem.

D. Perceptual differences may lead to additional problems:
• Stereotyping: can be a label for making sense out of what we perceive by categorizing or generalizing 

about it or it can be an oversimplified way of labeling people with the intention of denigrating them 
in some way.

• Attribution: the assignment of meaning to other people’s behavior.
• Impression formation: process of integrating a variety of observations about a person into a coherent 

impression of that person.
• Culture: the totality of what is learned by individuals as members of a society and shared by others 

of that society. It is a way of life, a mode of acting, feeling, and thinking.

To avoid misunderstandings, we must recognize the contested perceptual nature of reality and our interpreta-
tion of it. It thus requires openness to others’ views and opinions, if we are to communicate effectively to reach 
anything approaching shared meaning.

Tags: BUSPROG: Analytic 
DISC: Conclusion | Consequences
LO: 2-2
Bloom’s: Application
Difficulty: Moderate
Topic: Perception
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4. What are three different errors that may occur due to our perceptual mindsets? How might these be 
avoided?
A. Perceptual mindsets lead to the following errors:

• Confirmation bias
• False dichotomies
• Inferential errors

– Vividness
– Unrepresentativeness 
– Correlation

• Other perceptual errors
– Oversimplifying
– Imposing consistency
– Focusing on the negative
– Making a fundamental attribution error
– Exhibiting a self-serving bias

To avoid these errors, we must become critical thinkers. Critical thinking is discussed below.

Critical Thinking

In the past, the focus on feelings went too far. The result is the neglect of thinking. We must answer that 
neglect. Students must be taught how to sort out their feelings, decide to what extent their feelings have been 
shaped by external influences, and evaluate them carefully when those feelings conflict among themselves or 
with the feelings of others. In short, students must be taught to think critically.

Feeling and thought are complementary. Feeling is an excellent beginning to the development of a conclu-
sion. Thought provides a way to identify the best and most appropriate feeling. Students must acquire the 
intellectual skills necessary to solve the challenging problems of today and tomorrow.

The critical thinking strategy may be summarized as follows:
• Knows oneself and remains mindful of the ways in which own habits of mind undermine own treatment 

of issues.
• Is observant and reflects on what is seen and heard.
• When an issue is identified, clarification is sought by listing its subheadings and raising probing 

questions about each.
• Conducts a thorough inquiry, obtaining all relevant facts and informed opinions. 
• Evaluates own findings, and then forms and expresses own judgment.

Generic guide for facilitating critical thinking:
• What do I think about this matter?
• What line of reasoning led me to that conclusion?
• What evidence supports my position?
• Can I give an example?
• How typical is that example?
• In what way does my experience support or challenge my idea?
• What additional information can help me reach a conclusion? Where can I find that information?
• What objections could be raised to my idea?



16 Strategic Management Communication for Leaders 4e INSTRUCTOR’S MANUAL

Copyright © 2019 by Wessex Press, Inc. All rights reserved.

• Are any of these objections wholly or partially valid? Explain.
• What other views of this issue are possible? Which of those is most reasonable?

Ruggiero, V. (1998). Beyond feelings. A guide to critical thinking. Mountain View, CA: Mayfield Publishing Company.

Tags: BUSPROG: Analytic 
DISC: Conclusion
LO: 2-4
Bloom’s: Application
Difficulty: Moderate
Topic: Obstacles to Strategic and Ethical Communication

5. What are some examples of black-and-white, or dichotomous, thinking from recent news reports or 
opinion columns you have seen or read? What other possibilities may exist to broaden the views or 
options presented in these reports?
Student responses should discuss how dichotomous thinking is basically the tendency to see the world 
in terms of “either-or.” Such thinking is typically false because there are almost always more than two 
possibilities in our complex world. This tendency creates a false dichotomy, which blinds people to other 
possibilities.

To avoid the pitfalls of false dichotomies, individuals should:
• Be suspicious of absolutes. Look for alternatives to the one or two suggestions recommended.
• Employ the language of qualifications. Speak in terms of degrees by using such terms as sometimes, 

rarely, occasionally, mostly, usually, and moderately.

Tags: BUSPROG: Analytic 
DISC: Conclusion
LO: 2-4
Bloom’s: Application
Difficulty: Moderate
Topic: Obstacles to Strategic and Ethical Communication

6. What are the benefits of thinking critically?
Critical thinking is an important skill with many benefits. Critical thinkers communicate ethically to the 
extent that their acknowledgement of multiple possible hypotheses or sources of information allows them 
to communicate a position honestly and clearly. In addition, being a critical thinker allows individuals to 
learn to deal with ambiguity and appreciate the complexity of our world. Finally, thinking critically can 
help an individual gather better information, and ultimately make better decisions. This skill results in 
increased credibility for the critical thinker.

Tags: BUSPROG: Analytic 
DISC: Conclusion | Consequences
LO: 2-4
Bloom’s: Comprehension
Difficulty: Moderate
Topic: Obstacles to Strategic and Ethical Communication
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APPLICATIONS

1. Use a SWOT (strengths, weaknesses, opportunities, and threats) analysis to determine your career goals. 
This is an exercise in analysis, evaluation, and ultimately, strategic thinking. First, identify the opportuni-
ties available to you and the possible risks; second, identify your strengths and weaknesses; third, identify 
the resources available to you to attain these opportunities; and fourth, match the opportunities available 
to you with those that are attainable. From this analysis should emerge an attainable career goal. It should 
also help you identify personal characteristics that you may leverage in a career search as well as those 
liabilities that you may set goals to eliminate or reduce.
Student responses should include a thorough SWOT analysis to identify the opportunities ßavailable to 
them and the possible risks; identify their strengths and weaknesses; identify the resources available to 
them to attain these opportunities; and match the opportunities available to them with those that are 
attainable. The end result should be the establishment of an attainable career goal and a better under-
standing of themselves.

Tags: BUSPROG: Analytic 
DISC: Conclusion
LO: 2-3
Bloom’s: Analysis
Difficulty: Moderate
Topic: Self-Awareness and Communication

2. Using the Internet, search for free online self-assessments of emotional intelligence, locus of control, 
leadership traits, and self-monitoring. One place to start is at www.queendom.com. After completing the 
assessments and reading the results, summarize them and then write three goals for self-improvement 
for each personality measure, including your plan for achieving each of them.
Student responses should include a summary of the results of completing the assessments and a statement 
related to three goals for self-improvement, including their plan for achieving such goals.

Tags: BUSPROG: Analytic 
DISC: Conclusion
LO: 2-3
Bloom’s: Analysis
Difficulty: Moderate
Topic: Self-Awareness and Communication

3. Using YouTube, identify examples of persons who you think exemplify a leader. Make a list of your obser-
vations: What does the person do that exemplifies leadership? You may look at the way he or she speaks, 
looks, or behaves. From this list, what traits of a leader did you infer from your observations? What did 
you notice about the way this person communicated? Set some personal goals for yourself to help you to 
begin to incorporate the traits you identified in your own communication practices.
Student responses should discuss how an effective leader is an effective strategic communicator. This 
leader requires a number of skills and abilities as well as certain knowledge; some might say it requires a 
certain mindset. These skills and abilities include understanding principles and concepts considered to be 
the foundation of effective communication, especially a high level of self-awareness, an ability to under-
stand other people (who often have differing experiences, values, and interests from our own, including 
cultural differences), a basic knowledge of the complexity of the communication process itself, and the 
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ability to think critically—to analyze and evaluate situations, and use that information to formulate effec-
tive communication strategies.

Tags: BUSPROG: Analytic 
DISC: Conclusion | Consequences | Patterns
LO: 2-1
Bloom’s: Analysis
Difficulty: Moderate
Topic: Self-Awareness and Communication

4. Choose a culture that differs from your own and then describe your benefits and attitudes about and 
perceptions of this culture. Now conduct research to find out as much about the culture and its values, 
beliefs, and practices as you can. You may also wish to interview someone from this culture, if this oppor-
tunity is available. After learning more about the culture, what perceptions did you hold about it? Has 
your research changed your attitudes and beliefs about the culture?
Student responses should include that, most likely, after conducting research about the chosen culture, 
their perceptions changed about that culture. In other words, ethnocentric behavior is our natural 
tendency. Upon gaining of a better understanding of a given culture, we begin to move from ethnocen-
trism to cultural relativism. Cultural relativism refers to seeing a particular culture through the eyes of that 
culture, as opposed to the eyes of our own culture.

Tags: BUSPROG: Analytic | Diversity
DISC: Conclusion
LO: 2-2
Bloom’s: Analysis
Difficulty: Moderate
Topic: Perception

CASE ANALYSIS

A Philosophy of Dress: Rebuilding Trust in the Brooks Brothers Brand (A)

Answers to Discussion Questions

1. Who are the key stakeholders in the Brooks Brothers scenario? How will an attempt to restore the brand 
to its former glory affect each of these stakeholders?
Student responses will vary but might mention that their communication with ALL groups involved should 
be open and honest and should encourage dialogue. Specifically:

• Investors will see their stocks rise in value.
• Employees will maintain their jobs.
• Consumers will receive the quality and service they expect from the brand.

2. What are the major components of the brand, and how can Brooks Brothers restore these to their former 
strength?
Student responses will vary. The major components of the brand are quality, value, and customer service 
and these must be restored to their former strength through efficient yet quality manufacturing and well-
trained customer service personnel.
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3. How should Brooks Brothers communicate their new business strategy with the customer? Inside the 
company? To the public?
Student responses will vary. There’s no absolute right answer to this. The company needs to market its three 
components effectively to the customer, while inside the company, its mission and objectives need to be 
consistently communicated to employees. Policies and procedures need to be in place that align with these 
objectives. Marketing will also reach the public but it is important that the company also performs well on 
the financial side to improve its overall image.

4. Do Retail Brand Alliance and Del Vecchio have the experience that it takes to run a high-end luxury retail 
menswear company? What are the differences between Casual Corner and Brooks Brothers?
Student responses will vary. Del Vecchio has successfully rebuilt the Casual Corner brand so he has experi-
ence in that regard, but Casual Corner has a different clientele—female, mid-level—than Brooks Brothers. 
Del Vecchio does have experience working with a luxury brand, eyewear manufacturer Luxotica. It is diffi-
cult to predict whether these relevant experiences will translate to success for Brooks Brothers.

5. What should Brooks Brothers do with the changes that Marks and Spencer contributed to the firm? 
Should Brooks Brothers close down the outlet stores?
Student responses will vary but it needs to ensure quality control of manufacturing and perhaps reconsider 
the move to casual clothes, unless they can market to the higher end consumer. The outlet stores are not 
necessarily a bad idea: many luxury retailers have retail outlets.
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CHAPTER SYNOPSIS
Without an understanding of the models of communication and how they have evolved with time, we may 
approach communication with the expectation that its primary purpose is to inform others or to convey 
information. However, in the political environments of many organizations, a strategic communicator is 
aware that several other purposes are almost always being fulfilled, regardless of whether they are intentional. 
What other purposes, in addition to informing, does a strategic communicator need to attend to in his or her 
day-to-day interactions in the workplace?

LEARNING OBJECTIVES
■ Identify the four purposes of business communication

• To inform
• To convey goodwill
• To establish credibility
• To persuade and to influence

■ Begin to apply the four purposes of business communication in your communication practices.

LECTURE OUTLINE

I. Communicating to Inform

PowerPoint slides 3–4
Content: Inform

• Most common understanding of communication
– Examples:  “I need to order 30 copies of this book” 

“We have a meeting next Tuesday” 
“You can submit the papers via email”

Notes:
• The purpose of most messages you deliver is to inform—pass on information.
• You must analyze your audience to ensure that you are delivering the information that they need and 

want and that you are using the channel of communication preferred by your audience.

Role Play Exercise: Ask your students to give examples of audience analysis. Assign each group or pair of 
individuals one of the following types of audiences and have them demonstrate either good or poor examples 
of audience analysis. 

Audiences:
• College students • Olympic athletes
• Parent teacher association members • United Nations delegates
• Potential voters
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II. Communicating to Convey Goodwill

PowerPoint slides 5–6
Content: Convey Goodwill

A. Why Network?
• Convey goodwill
• Produce effective supervision
• Promote social support
• Build personal influence
• Ensure productive workflow

Notes:
• Goodwill is the ability to create and maintain positive, productive relationships with others (networking).

PowerPoint slide 7
Content: Convey Goodwill

B. Trust is Multi-Faceted
• Integrity: Individual ethics and honesty
• Competence: Technical ability and skills required
• Consistency: Reliable and predictable behavior
• Openness: Transparent, not secretive
• Loyalty: Willing to protect others

Notes:
• Trust is the confidence that our peers’ intentions are good. It has five components: integrity, competence, 

consistency, loyalty, and openness.
• Valuing relationships, assertiveness, and active listening also contribute to building good relationships 

with others.
• Other related concepts are avoidance, aggressiveness, and assertiveness.

Exercise: Ask students to view Stephen Covey’s video at http://www.youtube.com/watch?v=igyxxYShXYo& 
feature=related and hold a meaningful discussion.

III. Communicating to Establish Credibility

PowerPoint slides 8–9
Content: Establish Credibility

A. How Do I Build Credibility?
• Expertise and competence: Communicate effectively

– Improve communication skills, respond to problems with solutions

• Personal ethics and integrity, or trustworthiness: Use communication responsibly
– Maintain future orientation, focus on substance over utility, emphasize community over 

individual
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• Control of emotions: Control how you communicate
– Avoid use of overly negative emotions in written and verbal contexts

• Development and maintenance of a professional image: Monitor manner, appearance, setting
– Work to display traits of intelligence, self-confidence, determination, integrity and sociability

Notes:
• Factors that help to build credibility include:

1. Expertise and competence
• Factors that affect your credibility include:

– Relevant job knowledge and the ability to perform your job well
– Skill levels and competency
– Attitude and personality

• Factors that affect your competence include:
– Effective verbal communication skills
– Effective written communication skills

2. Personal ethics and integrity, or trustworthiness
• Integrity is the ability to adhere to a strong set of moral or ethical principles regardless of the 

situation or the pressures that come to bear.

• Leaders with integrity inspire confidence that they can be trusted to do what they say they are 
going to do. They are loyal, dependable, and not deceptive.

• Making and implementing ethical decisions takes both critical thinking and communication skills.

• Because of the potential for unethical communication practices, both senders and receivers of 
messages hold responsibilities:
– Carefully analyze claims
– Assess probable consequences
– Weigh relevant values

• Responsible communicators exercise the ability to respond and are responsive to the needs and 
communication of others in sensitive, thoughtful, and fitting ways:
– Reasoned skepticism
– Appropriate feedback

• The milestones for assessing ethical competence include:
– Greater self-awareness
– Greater self-confidence
– Stronger character
– Healthy moral imagination
– Sounder moral reasoning
– Greater resistance to outside pressure
– Better follow-through
– Healthier ethical climate

3. Control of emotions
• Employees are expected to have control of their emotions. Otherwise, they can be perceived as to 

having a lack of self-control, which negatively affects their credibility.



 Chapter 3 Step One: Identify the Purposes of Communication 23

Copyright © 2019 by Wessex Press, Inc. All rights reserved.

• Emotional intelligence leaders have the ability to perceive and express emotions, use emotions to 
facilitate thinking, understand and reason with emotions, and effectively manage emotions within 
oneself and in relationships with others.

4. Development and maintenance of a professional image
• Factors that contribute to the development of a professional image:

– Effective oral and written communication skills
– Possess effective personality traits: dependable, reliable, careful, thorough, able to plan, 

organized, hardworking, persistent, and achievement oriented
– Appearance: dress, body type, and posture
– Have impression management: managing how others perceive us. Control of communication 

information through a performance. It can be achieved by managing manner (verbal and 
non verbal communication), appearance, and setting (immediate environment).

– Possess leadership traits: intelligence, self-confidence, determination, integrity, and sociability.
– Engage in self-monitoring and anticipatory socialization

Exercise: Show the video found at http://www.youtube.com/watch?v=q_8UjAPhFIk and hold a meaningful 
discussion.

IV. Communicating to Persuade and to Influence

PowerPoint slides 10–12
Content: Persuade

A. Conger’s Model of Persuasion
1. Establish credibility: Demonstrate expertise and that you have others’ interest in mind
2. Frame for common ground: Demonstrate that you understand your audience by appealing to its 

concerns
3. Provide evidence: Utilize a variety of different types of evidence such as numerical data, examples, 

and stories
4. Connect emotionally: Demonstrate your sensitivity to the audiences’ emotional stage and show 

passion about your topic
Notes:

A. Most business communication is persuasive—you are trying to get another person to do or believe 
something by providing a good reason or evidence to support your contentions.

B. Four essential steps to effective persuasion:
1. Establish credibility
2. Frame for common ground
3. Provide evidence
4. Connect emotionally

C. Persuasion is also known as influence and/or motivation.

D. Interpersonal influence has to do with the following behaviors:
• Compliance gaining (related to interpersonal dominance discussed in the next slide)
• Compliance resisting
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E. Interpersonal dominance has four dimensions:
1. Persuasiveness and poise
2. Conversational control and panache
3. Task focus
4. Self-assurance

Exercise: On slide 6, ask students to form pairs walk through an application of Conger’s model of persuasion 
using a topic of their choosing. Have them provide examples of communication for each step of how they 
would accomplish it using their selected example.

Allow students to share their results and discuss the implications.

PowerPoint slide 13
Content: Persuade

A. How to Be a Good Advocate
• What are you advocating?

1. Plan: What communication strategy will be effective?
2. Determine why your boss should care: How does my argument link to the things my boss is 

concerned about?
3. Tailor your argument to the boss’ style and characteristics: What types of evidence will appeal to 

my boss?
4. Assess prior technical knowledge: What technical knowledge or jargon is my boss familiar with?
5. Build coalitions: Who else in the organization supports this initiative?
6. Hone your communication skills: What can I do to be sure I’m prepared to present this to my 

boss?
Notes:

A. Advocacy is the process of championing ideas, proposals, actions, or people to those above them in the 
organization.

B. Advocacy requires learning how to read your superior’s needs and preferences, and designing persua-
sive arguments that are most likely to accomplish your goals.

C. Successful advocacy involves the following steps:
1. Plan
2. Determine why your boss should care
3. Tailor your argument to the boss’ style and characteristics
4. Assess prior technical knowledge
5. Build coalitions
6. Hone your communication skills

Exercise: Play the video found at http://www.youtube.com/watch?v=3-7vhryVlHk and hold a meaningful 
discussion about the main points presented.
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ANSWERS TO CHAPTER DISCUSSION QUESTIONS

1. What characteristics do you look for to determine the credibility of your coworkers, classmates, or other 
speakers? What strategies can speakers use to establish credibility?
To determine the credibility of coworkers, classmates, or other speakers, attention must be paid to the 
following factors:
A. Expertise and competence

• Factors that affect your credibility include:
– Relevant job knowledge and the ability to perform your job well
– Skill levels and competency
– Attitude and personality

• Factors that affect your competence include:
– Effective verbal communication skills
– Effective written communication skills

B. Personal ethics and integrity, or trustworthiness
• Integrity is the ability to adhere to a strong set of moral or ethical principles, regardless of the 

situation or the pressures that come to bear.
• Leaders with integrity inspire confidence that they can be trusted to do what they say they are going 

to. They are loyal, dependable, and not deceptive.
• Making and implementing ethical decisions takes both critical thinking and communication skills.
• Because of the potential for unethical communication practices, both senders and receivers of 

messages hold responsibilities:
– Carefully analyze claims
– Assess probable consequences
– Weigh relevant values

• Responsible communicators exercise the ability to respond and are responsive to the needs and 
communication of others in sensitive, thoughtful, and fitting ways:
– Reasoned skepticism
– Appropriate feedback

• The milestones for assessing ethical competence include:
– Greater self-awareness
– Greater self-confidence
– Stronger character
– Healthy moral imagination
– Sounder moral reasoning
– Greater resistance to outside pressure
– Better follow-through
– Healthier ethical climate

C. Control of emotions
• Employees are expected to have control of their emotions. Otherwise, they can be perceived as to 

having a lack of self-control, which negatively affects their credibility.
• Emotional intelligence leaders have the ability to perceive and express emotions, use emotions to 

facilitate thinking, understand and reason with emotions, and effectively manage emotions within 
oneself and in relationships with others.
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D. Development and maintenance of a professional image
• Factors that contribute to the development of a professional image:

– Effective oral and written communication skills
– Possess effective personality traits: dependable, reliable, careful, thorough, able to plan, organized, 

hardworking, persistent, and achievement oriented
– Appearance: dress, body type, and posture
– Have impression management: managing how others perceive us. Control of communication 

information through a performance. It can be achieved by managing manner (verbal and 
nonverbal communication), appearance, and setting (immediate environment).

– Possess leadership traits: intelligence, self-confidence, determination, integrity, and sociability.
– Engage in self-monitoring and anticipatory socialization.

Tags: BUSPROG: Reflective Thinking | Ethics
DISC: Consequences
LO: 3-2
Bloom’s: Application
Difficulty: Moderate
Topic: Communicating to Establish Credibility

2. Instructors use a variety of compliance-gaining tactics in the classroom. What are some of these tactics? 
What are some strategies that students use to resist instructors’ compliance-gaining efforts? Have you 
seen examples of these tactics used in the workplace or in other organizations of which you are a part? 
Were they effective? If so, why?
Student responses will vary but the essence here is that compliance gaining is defined as the attempts made 
by a communicator to influence another person to do something that the person otherwise might not 
do. Instructors use compliance-gaining tactics when they offer extra credit to persuade or influence the 
student to complete the assigned work in a timely manner.

Compliance resisting is defined as the refusal to comply with influence attempts. Students resist instructors’ 
compliance-gaining efforts when, despite the persuasion, they still do not complete the assigned work.

Tags: BUSPROG: Communication
DISC: Patterns
LO: 3-2
Bloom’s: Application
Difficulty: Moderate
Topic: Communicating to Persuade and Influence

3. What are the five components of trust? What role do these components play in your relationships with 
family members? Friends? Coworkers?
Trust is the confidence that our peers’ intentions are good. It has five components: integrity, competence, 
consistency, loyalty, and openness.

Integrity refers to a person’s ethical character and basic honesty. To feel that our peers are competent, we 
must be convinced that they have the technical knowledge and interpersonal skills required to perform their 
jobs. If you don’t believe a coworker is competent, then you are unlikely to depend on him or her or respect 
his or her opinion on work-related matters. We are more able to trust those who appear consistent in their 
behavior or who are reliable, predictable, and demonstrate good judgment. We tend to trust others who are 
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loyal and willing to protect and help others to save face. Finally, we tend to trust those who are open; conversely, 
we find it difficult to trust those who appear evasive, deceptive, or secretive.

Tags: BUSPROG: Ethics
DISC: Consequences
LO: 3-2
Bloom’s: Application
Difficulty: Moderate
Topic: Communicating to Convey Goodwill

4. What are the elements of credibility? How have you seen each one applied in your organization (this 
might also be a student organization to which you belong)? How may they be applied better?
Factors that help to build credibility include:

• Expertise and competence
• Personal ethics and integrity, our trustworthiness
• Control of emotions
• Development and maintenance of a professional image

Tags: BUSPROG: Reflective Thinking | Ethics
DISC: Consequences | Patterns
LO: 3-2
Bloom’s: Application
Difficulty: Moderate
Topic: Communicating to Establish Credibility

5. Are you aware of your own impression-management practices? How do you manage the impressions you 
make in differing contexts or situations?
Impression management: managing how others perceive us. It involves control of communication informa-
tion through a performance. It can be achieved by managing manner (verbal and nonverbal communica-
tion), appearance, and setting (immediate environment). In impression management, people try to present 
an “idealized” version of themselves in order to reach desired ends.

Tags: BUSPROG: Reflective Thinking
DISC: Consequences
LO: 3-2
Bloom’s: Application
Difficulty: Moderate
Topic: Communicating to Establish Credibility
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APPLICATIONS

1. Observe a live or recorded speech or oral presentation in which the speaker is attempting to persuade. 
How credible was the speaker? What did he or she say or do that enhanced or detracted from his or her 
credibility? How effective was the speaker in conveying goodwill or establishing a relationship with his or 
her audience? What did the speaker say or do that helped to build or detracted from his or her goodwill? 
Finally, how persuasive was the speaker? What did he or she say or do that supported or detracted from 
the talk’s persuasiveness? How did the speaker’s credibility or ability to convey goodwill affect his or her 
persuasiveness?
Student responses will vary depending on the live or recorded speech that they observed. However, some 
of the things that students must discuss are as follows:

• Four factors that help build credibility
• Goodwill is the ability to create and maintain positive, productive relationships with others 

(networking).
• Trust is the confidence that our peers’ intentions are good. It has five components: integrity, compe-

tence, consistency, loyalty, and openness.
• Valuing relationships, assertiveness, and active listening also contribute to building good relationships 

with others.
• Other related concepts are avoidance, aggressiveness, and assertiveness.

Tags: BUSPROG: Reflective Thinking | Analytic
DISC: Consequences | Patterns
LO: 3-2
Bloom’s: Analysis
Difficulty: Challenging
Topic:  Communicating to Establish Credibility | Communicating to Persuade and Influence | 

Communicating to Establish Goodwill

2. Find a persuasive business message at least one page long. Do the content and appearance of the 
document enhance or detract from the writer’s credibility? Did the writer use language or style to estab-
lish or maintain a relationship with the reader? If so, how? Were there words or phrases that detracted 
from the writer’s goodwill? How successful was the writer in his or her attempts to be persuasive? What 
contributed to that success or detracted from it?
Student responses will vary depending on the persuasive business message that they identified. However, 
some of the things that students must discuss are as follows:

• Most business communication is persuasive—you are trying to get another person to do or believe 
something by providing a good reason or the evidence to support your contentions.

• Four essential steps to effective persuasion:
1. Establish credibility
2. Frame for common ground
3. Provide evidence
4. Connect emotionally

• Persuasion is also known as influence and/or motivation.
• Interpersonal influence has to do with the following behaviors:
• Compliance gaining (related to interpersonal dominance discussed on the next slide)
• Compliance resisting
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• Interpersonal dominance has four dimensions:
1. Persuasiveness and poise
2. Conversational control and panache
3. Task focus
4. Self-assurance

Tags: BUSPROG: Reflective Thinking | Analytic
DISC: Consequences | Patterns
LO: 3-2
Bloom’s: Analysis
Difficulty: Challenging
Topic:  Communicating to Establish Credibility | Communicating to Persuade and Influence | 

Communicating to Establish Goodwill

3. Observe a group or watch an episode of a television show, such as Survivor, that focuses on group 
dynamics. Identify group members and then analyze their behaviors, looking for clues to their level of 
emotional intelligence and their ability to self-monitor. How do these behaviors affect their membership 
in and relationship to others in the group?
Student responses should discuss how group members in any organization must be able to maintain a 
professional demeanor while in the office or when they represent their office in the field. Part of their ability 
to accomplish that goal often has to do with their ability to control their emotions. Expressions of negative 
emotions, such as fear, anxiety, and anger, tend to be unacceptable except under fairly specific conditions. 
For example, verbalized anger is direct, aggressive, and intentional. When group members allow anger 
to control their communication, the results are generally unproductive. Outbursts of anger tend to make 
people uncomfortable, especially when the person exhibits irrational forms of anger. Outburst of anger 
may also be interpreted by others as a sign of a clack of self-control, which might negatively affect the 
credibility of an individual.

Emotional intelligence is another way of assessing the effects of trait theory and leadership. Emotional 
intelligence is the ability to perceive and express emotion, use emotions to facilitate thinking, understand 
and reason with emotions, and effectively manage emotions within one’s self and in relationships with others.

Leaders who are emotionally intelligent are thought to be happier and more committed to their organiza-
tions, perform better in the workplace, and use emotions to improve their decision-making skills and to instill 
a sense of enthusiasm, trust, and cooperation in their employees by capitalizing on interpersonal relationships.

Tags: BUSPROG: Reflective Thinking | Analytic
DISC: Consequences | Patterns
LO: 3-2
Bloom’s: Analysis
Difficulty: Challenging
Topic:  Communicating to Establish Credibility | Communicating to Persuade and Influence | 

Communicating to Establish Goodwill

4. Find a reality television show or a video posted on YouTube in which a participant in a group situa-
tion exhibited a low ability to self-monitor. In other words, the person failed to successfully manage 
the impression he or she was making on others. What was the effect on others? If decision-making was 
involved, what was the effect on the quality of the decision-making process?
Student responses should discuss several items from the following list:

• Factors that contribute to the development of a professional image:
1. Effective oral and written communication skills.
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2. Possess effective personality traits: dependable, reliable, careful, thorough, able to plan, organized, 
hardworking, persistent, and achievement oriented.

3. Appearance: dress, body type, posture.
4. Have impression management: managing how others perceive us. Control of communication 

information through a performance. It can be achieved by managing manner (verbal and nonverbal 
communication), appearance, and setting (immediate environment).

5. Possess leadership traits: intelligence, self-confidence, determination, integrity, and sociability.
6. Engage in self-monitoring and anticipatory socialization.

Tags: BUSPROG: Reflective Thinking | Analytic
DISC: Consequences | Patterns
LO: 3-2
Bloom’s: Analysis
Difficulty: Challenging
Topic:  Communicating to Establish Credibility | Communicating to Persuade and Influence | 

Communicating to Establish Goodwill

5. Begin to visualize yourself as a leader or as a more effective leader. Create a list of the communication 
behaviors—written, oral, and nonverbal—that are involved in the successful creation of this role for 
yourself. For each item in the list, write an affirmative statement that details how you will enact that 
behavior in future interactions when leadership is appropriately enacted or applied.
Factors that contribute to the development of an effective leader’s professional image:

• Effective oral and written communication skills.
• Possess effective personality traits: dependable, reliable, careful, thorough, able to plan, organized, 

hardworking, persistent, and achievement oriented.
• Appearance: dress, body type, posture.
• Possess impression management abilities: managing how others perceive us. It involves control of 

communication information through a performance. It can be achieved by managing manner (verbal 
and nonverbal communication), appearance, and setting (immediate environment).

• Possess leadership traits: intelligence, self-confidence, determination, integrity, and sociability.
• Engage in self-monitoring and anticipatory socialization.

Tags: BUSPROG: Reflective Thinking
DISC: Consequences | Receiver Reactions
LO: 3-2
Bloom’s: Application
Difficulty: Moderate
Topic:  Communicating to Establish Credibility | Communicating to Persuade and Influence | 

Communicating to Establish Goodwill
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CASE ANALYSIS

Cable News Network: CNN Apologizes to the Chinese People

Answers to Discussion Questions

1. What are the critical issues in this case and who are the stakeholders?
Student responses will vary but they will likely mention that CNN’s reputation with China is at stake and 
this may have a significant effect on its ability to continue to broadcast in that country. The key stakeholders 
are CNN shareholders who may be affected financially if the company is no longer allowed to broadcast 
in China.

2. To what extent did CNN’s role as a news company hinder its ability to deal with the issue effectively?
Student responses will vary, but its role as a news company should not hinder its ability to admit Cafferty’s 
mistake and apologize for his unnecessary insults.

3. How could CNN better support its mission to be “The Most Trusted Name in News”?
Student responses will vary, but it should stop its newspeople from making statements that are not well 
supported by factual evidence and to keep their personal opinions to themselves while on air. A news orga-
nization needs to rely on facts to be seen as a trusted source and remain as objective as possible to maintain 
its reputation.

4. To what extent should a news company stand behind the opinions of its journalists?
Student responses will vary, but if a journalist is wrong, the company should admit it, apologize, and move 
on.

5. What long-term implications will this event have on CNN’s worldwide reputation and future business?
Student responses will vary and it is difficult to tell. The company could lose money if it loses its rights to 
broadcast in China and losing a lawsuit also could be quite costly to the company. More personal gaffes by 
its spokespeople will undermine the company’s brand as a trusted news source.
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CHAPTER SYNOPSIS
Understanding our audience is critical from a strategic perspective because it can help us to determine which 
channel or medium of communication to use, how much and what to communicate, and the structure of the 
message, as well as issues such as the style and the tone. However, analyzing audiences is often more chal-
lenging than it first appears. What are some aspects of an audience that should be considered before formu-
lating a message? What tools are available to understand how our audience might differ from us? How can we 
identify the values, beliefs, and experiences that we might share?

LEARNING OBJECTIVES
■ Use a variety of frameworks to analyze business audiences to identify their values, preferences, interests, 

attitudes, and concerns.

■ Discuss general types of business audiences and their needs.

■ Describe the differences between messages that focus on the audience’s needs and expectations and those 
that are conveyed from the writer’s or speaker’s perspective.

LECTURE OUTLINE

I. Introduction

PowerPoint slide 2
Content:

A. Strategic Communicators Analyze Their Audiences
• To conduct an analysis

– Examine the demographic characteristics of the audience
– Assess the knowledge, interests, and attitudes of the audience
– Determine what type(s) of business audiences you will be addressing

Notes:
A. Because human beings are unable to leave their bodies and minds to occupy those of others, a great 

effort must be made to understand others using available tools.

B. Understanding both similarities and differences is necessary for effective communication.

C. Learning to see through another’s eyes—to empathize—can be a difficult yet important skill in 
communicating successfully. This process requires getting out of own “comfort zones.”

D. Audience analysis is critical for successful communication.
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II. Tools to Get a Better Understanding of the Audience

PowerPoint slides 3–4
Content:

A. Demographics
• Generation
• Culture
• Knowledge, Interests, Attitudes, Concerns

Notes:
A. Understand audience demographics

• Demographics are the statistical data about a particular population, including the following:
– Age: consider preferences by age.Gender: consider messages geared toward a certain gender.
– Ethnicity: easier for people to identify with messages that contain images of people similar to 

themselves.
– Socioeconomic status: do not advertise a Cadillac to lower income individuals.
– Educational level: critical in the type of persuasion that must be used.

PowerPoint slide 5
Content & Notes:

A. Generations in the Workforce
• Traditionalists: Tendency to honor hard work, respect leaders, maintain loyalty to institutions, 

defer gratification
• Baby Boomers: Characterized by political skills, competitiveness, optimism, desire to make the 

world a better place
• Generation Xers (or nexters): Known to be resourceful and independent, distrustful of companies 

and managers
• Millennials (or Generation Y): Generally “techno-savvy,” comfortable with diversity, expect to 

contribute to decisions regarding themselves, desire structure in workplace

Exercise: Ask students to come up with examples of when they have experience misunderstanding due to 
generational differences and how they might have used audience analysis to avoid those issues.

PowerPoint slides 6 & 7
Content:

A. GLOBE Study Cultural Dimensions:
• Uncertainty avoidance
• Power distance
• Institutional collectivism
• In-group collectivism
• Gender egalitarianism
• Assertiveness
• Future orientation
• Performance orientation
• Humane orientation
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Notes:
A. Culture: avoid ethnocentrism. Discuss GLOBE Study’s Cultural Dimensions. The GLOBE* research 

program has involved more than 160 investigators who have used quantitative methods to study the 
responses of 17,000 managers in more than 950 organizations representing 62 different cultures. The 
researchers divided the data from the 62 countries into 10 regional clusters and identified nine cultural 
dimensions: uncertainty avoidance, power distance, institutional collectivism, in-group collectivism, 
gender egalitarianism, assertiveness, future orientation, performance orientation, and humane orien-
tation.
• Uncertainty avoidance. This dimension refers to the extent to which a cultural group relies on 

established social norms, rituals, and procedures to avoid uncertainty.
• Power distance. This dimension refers to the degree to which members of a cultural group expect 

and agree that power should be shared unequally.
• Institutional collectivism. This dimension describes the degree to which a cultural group encourages 

institutional or societal collective action. It is concerned with whether cultures identify with broader 
societal interests rather than with individual goals.

• In-group collectivism. This dimension refers to the degree to which people express pride, loyalty, 
and cohesiveness in their groups or families.

• Gender egalitarianism. This dimension measures the degree to which a cultural group minimizes 
gender role differences and promotes gender equality.

• Assertiveness. This dimension refers to the degree to which people in a culture are determined, 
assertive, confrontational, and aggressive in their social relationships.

• Future orientation. This concept refers to the extent to which people engage in futureoriented 
behaviors such as planning, investing, and delaying gratification.

• Performance orientation. This dimension describes the extent to which a cultural group encourages 
and rewards its members for improved performance and excellence.

• Humane orientation. This dimension refers to the degree to which a culture encourages and rewards 
people for being fair, altruistic, generous, and caring to others.

 *Global Leadership and Organizational Behavior Effectiveness

PowerPoint slide 8
Content:

A. Hofestede’s Cultural Dimensions
• Power Distance
• Individualism/Collectivism
• Masculine/Feminine
• Uncertainty Avoidance
• Long-/Short-Term Orientation

Notes:
• Power distance: The extent to which less powerful people expect and accept the fact that power is 

unequal.
• Individualism versus collectivism: In individualistic culture, the autonomy of the individual is of 

paramount importance, whereas commitment to the group is most important in collectivist culture.
• Masculinity versus femininity: In this dimension, masculinity indicates distinct genderbased roles 

in the culture, whereas a feminine culture implies blurring between the roles of men and women.
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• Avoidance of uncertainty: This dimension has to do with a cultural group’s tolerance for uncertainty 
and ambiguity.

• Long-term versus short-term orientation: Values associated with long-term orientation are thrift 
and perseverance; values associated with short-term orientation are respect for tradition, fulfilling 
social obligations, and protecting one’s “face.”

PowerPoint slide 9
Content:

A. Gender: Strengths and Weaknesses of Gendered Communication

Gender Communication Strengths Communication Weaknesses

Feminine ■  Ability to read body language and pick up 
nonverbal cues.

■  Good listening skills.

■  Effective display of empathy.

■  Overly emotional.

■  Meandering – won’t get to the point.

■  Not authoritative.

Masculine ■  Commanding physical presence.

■  Direct and to-the-point interactions.

■  Effective display of power.

■  Overly blunt and direct.

■  Insensitive to audience reactions.

■  Too confident in own opinion.

PowerPoint slide 10
Content:

A. Professional Jargon and Plain Language Use
• Techniques to achieve plain language

– Logical organization with the reader in mind
– “You” and other pronouns
– Active voice
– Short sentences
– Common, everyday words
– Easy-to-read design features

PowerPoint slides 11–13
Content:

A. Knowledge, Interests, Attitudes, Concerns

• Knowledge and Concerns
– What does your audience know about the topic of your message?
– Are you providing the right level of information to match what your audience already knows?
– Have you considered the questions and concerns of your audience?
– Did you anticipate and address these concerns, questions, or objections in your presentation?

• Interests and Attitudes
– Common ground

• Establish early on in presentation
• Reduce resistance and retain attention
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Notes:
A. A micro-level audience analysis can be helpful in providing us even more specific guidance regarding 

the content of our messages. This micro-level analysis includes a questioning of our audience’s knowl-
edge about our topic, as well as its interests, attitudes, and concerns.

B. Knowledge
• Your audience’s knowledge about the topic of your message should be considered before crafting it
• When communicating with audiences who lack knowledge of a product, service, or situation, you 

should provide more explanation or information

C. Concerns (and Questions)
• It is very difficult to convey goodwill (and hence to persuade) if you do not effectively address the 

concerns and questions of your audience
• Ideally a presenter should anticipate audience questions, concerns, and objections and answer or 

address as many of them as possible during the presentation

D. Interests & Attitudes
• You must also consider the interests and attitudes of your audience toward the topic of your message 

in order to formulating a successful communication strategy
• One tactic is to find common ground between your beliefs, values, goals as a speaker and the beliefs, 

values, goals of your audience
– Establish this early on in your presentation
– It will reduce audience resistance and help you to retain their attention

PowerPoint slide 14
Content:

A. Types of Business Audiences
• Managers: Require big picture, key information, have limited time to make decisions
 (Communicators should consider the three types of roles that affect the way managers communicate: 

interpersonal, informational, and decisional.)

• Nonexperts: Require  details and context, examples and illustrations make complex concepts more 
clear

 (communicators should use a conventional mode of presentation, refer to common knowledge, provide 
an overview at the beginning of the message that explains what it is about and what it will cover, 
provide appropriate background information, and include plenty of definitions, explanations, and 
examples.)

• Experts: Require less context and explanation, but utilize specialized language, and appreciate clear 
presentation of data

 (communicators should use standard technical terms; use a conventional format; emphasize data and 
display it in standard ways using graphics, tables, equations, and so on; make points clear and easy to 
find; and not overstate claims because doing so may undercut credibility.)

• International or multicultural: Require simple and short sentences, slang and colloquialisms may 
not translate

 (Communicators should avoid long or complicated sentences because this may be more difficult for 
them to follow and comprehend. In addition, communicators should avoid slang, colloquial, or other 
idiomatic vocabulary uses—e.g., “under the weather”.
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• Mixed: Have varied requirements, provide a written message to accompany verbal, and “democratize” 
message so it is accessible to all audiences

 (Communicators must “layer” a written message so that different sections are aimed at different 
audiences and “democratize” the message so that all audiences can understand all parts of it.)

Notes:
A. Understand audience knowledge, interests, attitudes, and concerns

• Audience’s knowledge, interests, attitudes, and concerns about the topic of the message (e.g., 
product, service, situation) must be considered before communicating.

• Establishing “common ground” is effective in situations where the purpose of communicating is to 
persuade and convey goodwill.

• Focusing on the benefits of the message is another good tactic.

Exercise: Play the video found at http://www.youtube.com/watch?v=hP3wlg1UhBw and hold a meaningful 
discussion about the main points presented. Students should compare and contrast the rhetorical appeals 
of the two videos on Frostburg State University. What is the aim of each video? Who is the target audience? 
Examine the texts for evidence that supports your conclusion.

Exercise: Play the video found at http://www.youtube.com/watch?v=sgsncSaQU7E and ask students to discuss 
the main points presented.

III. Audience-Centered Messages

PowerPoint slide 15
Content:

A. I’ve Analyzed My Audience, Now What?
• Translate your self-centered message into audience-centered communication

1. Ensure the main point is at the beginning of the presentation
2. Eliminate irrelevant information
3. Organize remaining points into a logical order
4. Elaborate points that need additional information
5. Proofread for correctness

Notes:
• Self-centered communication fails to consider the needs, concerns, or interests of its audience.

• To change from self-centered communication to audience-centered communication, the following 
steps should be taken:
1. Is the main topic or point at the end? If so, place it at the beginning.
2. Eliminate any information that is not relevant to the main topic.
3. Organize what remains into a logical order.
4. Elaborate on any points that need additional information.
5. Proofread for correctness.

• Audience-centered communication is critical when writing resumes and application letters because 
the applicant must begin with an analysis of the audience’s needs, interests, questions, and concerns. 
Employers want to know what the applicant can do for them.
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• Resumes and application letters must focus on showing that the applicant possesses the skills and 
experience required by the employer.

Exercise: Ask students to discuss how to plan to use audience-centered communication when searching for 
a job.

PowerPoint slide 16
Content & Notes:

A. Communicate Responsibly
• Avoid saying:

– Man or men when speaking about people in general
– Businessman
– “Man and wife” or Men and Ladies”

• Instead use:
– Person, individual, human beings in expressions
– Business owner, manager, executive
– “Husband and wife” or “Men and women”

ANSWERS TO CHAPTER DISCUSSION QUESTIONS

1. When you are communicating with friends, what demographic issues are likely to affect the way you 
deliver your message and its content? What are their expectations regarding the content and delivery of 
messages that you convey to them, and how do you meet those expectations? How might you better meet 
their expectations?
Student responses will vary but students should mention that when communicating with their friends, the 
following demographic issues might affect the way that they deliver their message and its content:
A. Demographics are the statistical data about a particular population, including the following:

• Age: consider preferences by age.
• Gender: consider messages geared toward a certain gender.
• Ethnicity: easier for people to identify with messages that contain images of people similar to 

themselves.
• Socioeconomic status: do not advertise a Cadillac to lower income individuals.
• Educational level: critical in the type of persuasion that must be used.
• Generational differences: traditionalists, baby boomers, Generation Xers (nexters), millennials 

(Generation Y).
• Culture: avoid ethnocentrism. Discuss GLOBE Studies and Hofstede’s Cultural Dimensions.
• Personality types: extroverts vs. introverts; sensing vs. intuition; thinking vs. feeling; and judging vs. 

perceiving.

Tags: BUSPROG: Analytic | Communication
DISC: Audience | Receiver Reactions
LO: 4-1 | 4-2 | 4-3
Bloom’s: Application
Difficulty: Moderate
Topic:  Audience Demographics | Personality Types | Audience Knowledge, Interests, Attitudes, 

and Concerns
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2. When communicating with your instructors, what demographic issues might affect the way that you 
deliver your message and its content? What are the expectations regarding the content and delivery of 
messages that you convey to them, and how do you meet those expectations? How might you better meet 
their expectations?
Please use the answer to Question # 1.

Tags: BUSPROG: Analytic | Communication
DISC: Audience | Receiver Reactions
LO: 4-1 | 4-2 | 4-3
Bloom’s: Application
Difficulty: Moderate
Topic:  Audience Demographics | Personality Types | Audience Knowledge, Interests, Attitudes, 

and Concerns

3. If you work as a supervisor or manager, what demographic issues are likely to affect the way you deliver 
your message and its content? What have been the expectations of your team or employees regarding the 
content and delivery of the messages that you convey to them? How did you meet those expectations? 
How might you better meet them?
Please use the answer to Question # 1.

Tags: BUSPROG: Analytic | Communication
DISC: Audience | Receiver Reactions
LO: 4-1 | 4-2 | 4-3
Bloom’s: Application
Difficulty: Moderate
Topic:  Audience Demographics | Personality Types | Audience Knowledge, Interests, Attitudes, 

and Concerns | Types of Business Audiences

4. If you work or have worked part time, what demographic issues are likely to affect the way you deliver 
your message and its content? What have been the expectations of your supervisor regarding the content 
and delivery of the messages that you convey to him or her? How did you meet those expectations? How 
might you better meet them?
Please use the answer to Question # 1.

Tags: BUSPROG: Analytic | Communication
DISC: Audience | Receiver Reactions
LO: 4-1 | 4-2 | 4-3
Bloom’s: Application
Difficulty: Moderate
Topic:  Audience Demographics | Personality Types | Audience Knowledge, Interests, Attitudes, 

and Concerns | Types of Business Audiences

5. When you are applying for an internship or job, what are employers’ expectations regarding the content 
and delivery of your employment messages? How can you meet these expectations?
Employers expect applicants to pay attention to the following issues:
A. Understand audience knowledge, interests, attitudes, and concerns.

• Audience’s knowledge, interests, attitudes, and concerns about the topic of the message (e.g., 
product, service, situation) must be considered before communicating.

• Establishing “common ground” is effective in situations where the purpose of communicating is to 
persuade and convey goodwill.
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• Focusing on the benefits of the message is another good tactic.

B. Understand the types of business audiences.
• Managerial: communicators should consider the three types of roles that affect the way managers 

communicate: interpersonal, informational, and decisional.
• Nonexpert: communicators should use a conventional mode of presentation, refer to common 

knowledge, provide an overview at the beginning of the message that explains what it is about and 
what it will cover, provide appropriate background information, and include plenty of definitions, 
explanations, and examples.

• Expert: communicators should use standard technical terms; use a conventional format; emphasize 
data and display it in standard ways using graphics, tables, equations, and so on; make points clear 
and easy to find; and not overstate claims because doing so may undercut credibility.

• International or multicultural: communicators should avoid long or complicated sentences because 
this may be more difficult for them to follow and comprehend. In addition, communicators should 
avoid slang, colloquial, or other idiomatic vocabulary uses (e.g., “under the weather”).

• Mixed: communicators must “layer” a written message so that different sections are aimed at different 
audiences and “democratize” the message so that all audiences can understand all parts of it.

Tags: BUSPROG: Analytic | Communication
DISC: Audience | Receiver Reactions
LO: 4-1 | 4-2 | 4-3
Bloom’s: Application
Difficulty: Moderate
Topic:  Audience Demographics | Personality Types | Audience Knowledge, Interests, Attitudes, 

and Concerns | Types of Business Audiences | Audience-Centered Messages | Application 
of Audience-Centered Communication

APPLICATIONS

1. Using an Internet search engine, identify an organization that was faced with a problem and needed to 
communicate to various audiences who held different interests that could affect the way the organization 
deals with the problem.
 a. Identify each audience that held an interest in the decision.
 b. Identify each audience’s interests, expectations, beliefs, and concerns.
 c. Assess the effectiveness of the organization’s messages in meeting each audience’s concerns and 

addressing them in a satisfactory manner.
 d. In those cases in which the organization might have done a better job in addressing the audience’s 

interests, explain how it might have better accomplished this task.

Student responses will vary but should include some of the following factors related to audience analysis:
A. Understand audience knowledge, interests, attitudes, and concerns.

• Audience’s knowledge, interests, attitudes, and concerns about the topic of the message (e.g., product, 
service, situation) must be considered before communicating. These might differ or depend on 
demographic characteristics, such as:
– Age: consider preferences by age.
– Gender: consider messages geared toward a certain gender.
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– Ethnicity: easier for people to identify with messages that contain images of people similar to 
themselves.

– Socioeconomic status: do not advertise a Cadillac to lower income individuals.
– Educational level: critical in the type of persuasion that must be used.
– Generational differences: traditionalists, baby boomers, Generation Xers (nexters), millennials 

(Generation Y).
– Culture: avoid ethnocentrism. Discuss GLOBE Studies and Hofstede’s Cultural Dimensions.
– Personality types: extroverts vs. introverts; sensing vs. intuition; thinking vs. feeling; and judging 

vs. perceiving.
• Establishing “common ground” is effective in situations where the purpose of communicating is to 

persuade and convey goodwill.
• Focusing on the benefits of the message is another good tactic.

B. Understand the types of business audiences.
• Managerial: communicators should consider the three types of roles that affect the way managers 

communicate: interpersonal, informational, and decisional.
• Nonexpert: communicators should use a conventional mode of presentation, refer to common 

knowledge, provide an overview at the beginning of the message that explains what it is about and 
what it will cover, provide appropriate background information, and include plenty of definitions, 
explanations, and examples.

• Expert: communicators should use standard technical terms; use a conventional format; emphasize 
data and display it in standard ways using graphics, tables, equations, and so on; make points clear 
and easy to find; and not overstate claims because doing so may undercut credibility.

• International or multicultural: communicators should avoid long or complicated sentences because 
this may be more difficult for them to follow and comprehend. In addition, communicators should 
avoid slang, colloquial, or other idiomatic vocabulary uses (e.g., “under the weather”).

• Mixed: communicators must “layer” a written message so that different sections are aimed at 
different audiences and “democratize” the message.

Tags: BUSPROG: Analytic | Communication
DISC: Audience | Receiver Reactions
LO: 4-1 | 4-2 | 4-3
Bloom’s: Analysis | Evaluation
Difficulty: Challenging
Topic:  Audience Demographics | Personality Types | Audience Knowledge, Interests, Attitudes, 

and Concerns | Types of Business Audiences | Audience-Centered Messages | Application 
of Audience-Centered Communication

2. Your company is planning to announce a series of layoffs that will affect 10% of your employee popula-
tion. Write an analysis that addresses the following issues:
 a. What audience concerns and questions would you need to address to attain the maximal communi-

cation outcome?
• Understand audience knowledge, interests, attitudes, and concerns.

– Audience’s knowledge, interests, attitudes, and concerns about the topic of the message (e.g., product, 
service, situation) must be considered before communicating.
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– Establishing “common ground” is effective in situations where the purpose of communicating is to 
persuade and convey goodwill.

– Focusing on the benefits of the message is another good tactic.

 b. To which purposes of communication would you need to attend?
• The student would need to attend to two of the four purposes of communication: to inform and to 

convey goodwill.

 c. At what type of audience would the message be aimed?
• Managerial: communicators should consider the three types of roles that affect the way managers 

communicate: interpersonal, informational, and decisional.

 d. What would be the focus and content of your strategy to effectively communicate this decision to 
employees?
• The focus would be to explain how the organization has the necessity to reduce its employee popula-

tion by 10% in order to continue to operate. Establishing “common ground” is a strategy that can be 
used when delivering the bad news.

Tags: BUSPROG: Analytic | Communication
DISC: Audience | Receiver Reactions
LO: 4-1 | 4-2 | 4-3
Bloom’s: Synthesis
Difficulty: Challenging
Topic:  Audience Demographics | Personality Types | Audience Knowledge, Interests, Attitudes, 

and Concerns | Types of Business Audiences | Audience-Centered Messages | Application 
of Audience-Centered Communication

3. Using an Internet job search Web site, identify potential positions for which you might apply on gradu-
ation. Review the job advertisements to identify the types of applicant qualifications and experience for 
which the organizations are looking. Choose one advertisement for which your skills best meet the orga-
nization’s needs. Write an application letter that demonstrates your understanding of the organization’s 
needs and that you are qualified to fulfill them.
Student responses will vary but students must match their qualifications with the job requirements. 
Audience- centered communication is critical when writing resumes and application letters because the 
applicant must begin with an analysis of the audience’s needs, interests, questions, and concerns. Employers 
want to know what the applicant can do for them. Resumes and application letters must focus on showing 
that the applicant possesses the skills and experience required by the employer.

Tags: BUSPROG: Analytic | Communication
DISC: Audience | Receiver Reactions
LO: 4-1 | 4-3
Bloom’s: Application
Difficulty: Moderate
Topic:  Audience Demographics | Audience Knowledge, Interests, Attitudes, and Concerns | 

Audience-Centered Messages | Application of Audience-Centered Communication
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4. Identify a culture different from your own and use an Internet database to research the beliefs, values, atti-
tudes, and practices of its people. Write an essay in which you discuss these characteristics and compare 
them to those of your own culture. How might these differences affect your communication with people 
of this culture? What similarities do you hold that might provide opportunities for establishing common 
ground?
Student responses will vary but students must address the following:

• Because human beings are unable to leave their bodies and minds to occupy those of others, a great 
effort must be made to understand others using available tools. Understanding both similarities and 
differences is necessary for effective communication. Learning to see through another’s eyes—to 
empathize—can be a difficult yet important skill in communicating successfully. This process requires 
getting out of own “comfort zones.” Audience analysis is critical for successful communication.

• Students must avoid ethnocentrism. Finally, communicators should avoid long or complicated 
sentences because this may be more difficult for them to follow and comprehend. In addition, 
communicators should avoid slang, colloquial, or other idiomatic vocabulary uses (e.g., “under the 
weather”).

Tags: BUSPROG: Analytic | Communication
DISC: Audience | Receiver Reactions
LO: 4-1 | 4-2 | 4-3
Bloom’s: Analysis
Difficulty: Challenging
Topic:  Audience Demographics | Audience Knowledge, Interests, Attitudes, and Concerns | 

Audience-Centered Messages | Application of Audience-Centered Communication

5. Interview a working professional in your intended field to discover how business people’s concerns, 
expectations, and communication practices differ from those of college students. Write an essay that 
discusses the results of your interview and concludes with a list of goals you intend to pursue to adjust 
your communication practices—written, oral, and nonverbal—as well as those involving the use of tech-
nology—to better meet the expectations of the professional workplace.
Student responses will vary but students must discuss the importance of becoming effective communica-
tors in the business world. College students may use informal communication channels filled with slang 
and other inappropriate terms. However, communication in the business world is completely different and 
it requires command of the language and its structures. Students must seek to enroll in courses in which 
they learn how to deliver oral presentations and to write effective business messages.

Tags: BUSPROG: Analytic | Communication
DISC: Audience | Receiver Reactions
LO: 4-1 | 4-2 | 4-3
Bloom’s: Analysis
Difficulty: Challenging
Topic:  Audience Demographics | Personality Types | Audience Knowledge, Interests, Attitudes, 

and Concerns | Types of Business Audiences | Audience-Centered Messages | Application 
of Audience-Centered Communication
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CASE ANALYSIS

Apple: A Case Study in External Communication

Answers to Discussion Questions

1. What steps did Apple take to address the iPhone antenna issue?
Student responses will vary, but the company told customers to buy a plug-in to solve the problem.

2. Do you think Apple’s communication with the public was effective? If not, what would have been your 
recommendations?
Student responses will vary but the company should have admitted the problem and provided a fix for free 
as the design was defective.

3. Will Apple’s communication with the public ultimately affect its brand image and customer loyalty?
Student responses will vary but hardcore Apple customers will likely not change their opinion about the 
company, while those who are not so dedicated may choose other phone providers.

4. Do you think Apple knew about the antenna problem beforehand? If so, would it have been better to 
postpone the release of the product or go ahead with its debut, knowing the problem would surface?
Student responses will vary, but it is difficult to know the situation at the company. If the company knew 
the product was defective, it should have postponed its release.

5. What can Apple do to turn this negative experience into a positive one?
Student responses will vary but the company needs to do its best to test products sufficiently to find defects 
and fix them before release. When it does release defective products, they need to fix or replace them for 
free and be open and honest in their communication with the public and its customers.
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CHAPTER SYNOPSIS
Contextual issues—particularly those dealing with organizational context—and considerations of channel 
choice are both elements of the strategic communication process that can be applied at both the individual 
(or personal) and organizational level. What is organizational context? How might it affect the way and type 
of messages that are conveyed? How does organizational culture affect communication? How important is 
selecting the proper channel for communicating? How might these considerations better ensure successful 
communication?

LEARNING OBJECTIVES
■ Recognize the importance of considering context as part of the strategic communication process.

■ Analyze the context of a communication situation to identify factors that need to be taken into account 
when formulating a message.

■ Learn about the elements that affect the quality of communication that occurs within an organization, 
including corporate culture and structure, as well as formal and informal communication networks.

■ Select a channel and medium that will best help you fulfill your purpose(s) for communicating and 
properly engaging with your audience(s).

LECTURE OUTLINE

I. Introduction

PowerPoint slide 2
Content:

A. What is Organizational Context?
• The situation or setting in which communication occurs

– The corporation
– The not-for-profit
– The accounting firm

Notes:
A. Context is the situation or setting in which communication occurs, and it affects how, what, when, and 

whether we should communicate.
B. The context in which communication occurs will shape: social rules, modes of behavior, type of dress, 

language style, nonverbal communication, communication media choice, topics of discussion, etc. (in 
an organization).
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C. Organizational context isn’t something static and independent from the people who comprise the 
organization. It’s dynamic and is created through social interaction (based on the social construction 
of reality theory from Chapter 1). This means that context is an important strategic issue. Creating a 
common context in the minds of communicators will shape how people collectively interpret commu-
nication behaviors in any given situation. Leaders must develop contextual intelligence—the ability to 
adapt to any given context—as context in modern organizations is constantly evolving.

D. Examples of different organizational contexts include: a large corporation vs. a not-for-profit organi-
zation vs. an accounting firm.

Discussion question: How might these contexts differ?

II. Dimensions of Organizational Context

PowerPoint slide 3
Content:

A. What is Organizational Context?
• Dimensions of Context

– Physical
– Social
– Chronological
– Cultural

Notes: Organizational context is a multi-dimensional phenomenon, and it’s important to analyze all the 
different dimensions of context when formulating strategy.

PowerPoint slides 4–5
Content:

A. What is Organizational Context?
• First three dimensions of context

– Physical: The actual setting in which interactions take place
 (Example: The boss’s office vs. the break room)
– Social: The nature of the relationship between communicators
 (Example: A long personal friendship between co-workers)
– Chronological: The ways time influences interactions
 (Example: Time of day in the office or time of year for the company)

Notes:
A. The first three dimensions of context are straightforward

• Physical context—or the setting in which interactions take place—can influence the content and 
quality of interaction
– Example: asking boss for a raise at lunch at a restaurant vs. in boss’s office

• Social context—or the nature of the relationship between communicators (as well as others who 
might be present)—will also impact the interaction
– Example: asking boss for a raise when you are close personal friends with her and roughly the same 

age vs. mere acquaintances and much younger
• Chronological context—or the ways time influences interactions—may also affect the quality, tone, 

and outcome of an interaction
– Example: asking boss for a raise during the busiest time of year for the company vs. waiting until the 

busy time is over
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PowerPoint slides 6–7
Content:

A. Fourth and final dimension of context
• Cultural context

– A system of shared meanings and practices
– Patterns of shared basic assumptions

• Seven characteristics that capture the essence of an organization’s culture
1. Innovation and risk taking
2. Attention to detail
3. Outcome orientation
4. People orientation
5. Team orientation
6. Aggressiveness
7. Stability

Notes:
A. The fourth dimension of context is more complex

• The cultural context includes both the organizational culture as well as the cultural background of 
the people with whom you may be communicating

• The structure and policies of an organization affect culture, which impacts the quality of 
communication

• Research suggests that there are seven primary characteristics that together capture the essence of 
an organization’s culture:
1. Innovation and risk taking: The degree to which employees are encouraged to innovate and take 

risks
2. Attention to detail: The degree to which employees are expected to exhibit precision, analytical 

skills, and attention to detail
3. Outcome orientation: The degree to which management focuses on results or outcomes rather 

than on the techniques and processes used to achieve these outcomes
4. People orientation: The degree to which management decisions consider the effect of outcomes 

on people within the organization
5. Team orientation: The degree to which work activities are organized around teams rather than 

individuals
6. Aggressiveness: The degree to which people are aggressive and competitive rather than easygoing
7. Stability: The degree to which organizational activities emphasize maintaining the status quo 

rather than focusing on change

PowerPoint slides 8–11
Content:

A. Organizational Culture Inventory
• Constructive

– Achievement
– Self-Actualization
– Human-focused encouragement
– Affiliation
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• Passive-Defensive
– Seeking approval
– Maintaining conventions
– Supporting dependency
– Avoiding conflict

• Aggressive-Defensive
– Oppositional
– Focus on power attainment and maintenance
– Competitive
– Perfectionism

PowerPoint slide 12
Content: 

A. Communication Climate
• Defensive Communication Climate (characteristics of)

– Evaluation
– Control
– Strategy
– Neutrality
– Superiority
– Certainty

• Supportive Communication Climate (characteristics of)
– Description
– Problem orientation
– Spontaneity
– Empathy
– Equality
– Provisionalism

Notes: Although it’s difficult to say definitively what constitutes a “healthy” vs. “unhealthy” culture, healthy 
and unhealthy environments are often grouped in terms of defensive vs. supportive communication climates.

• Defensive vs. • Supportive
– Evaluation   – Description
– Control   – Problem orientation
– Strategy   – Spontaneity
– Neutrality   – Empathy
– Superiority   – Equality
– Certainty   – Provisionalism

A. Defensive Communication Climate (characteristics of)
• Evaluation: To pass judgment on another.
• Control: To try to do something to another; to try to change behavior or attitudes of others.
• Strategy: To manipulate another, to engage in multiple or ambiguous motivations.
• Neutrality: To express a lack of concern for the other; the clinical, person-as-object-of-study 

attitude.
• Superiority: To communicate that you are superior in position, wealth, intelligence, and so on, to 

arouse feelings of inadequacy in others.
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• Certainty: To seem to know the answers and be dogmatic, wanting to win an argument rather than 
solve a problem; seeing one’s ideas as truths to be defended.

B. Supportive Communication Climate (characteristics of)
• Description: Nonjudgmental. To ask questions, present feelings, refrain from asking the other to 

change his or her behavior.
• Problem orientation: To convey a desire to collaborate in solving a mutual problem or defining it; to 

allow the other to set his or her goals.
• Spontaneity: To express naturalness, free of deception; straightforwardness; uncomplicated motives.
• Empathy: To respect the other person and show it; to identify with his or her problems; to share his 

or her feelings.
• Equality: To be willing to enter into participative planning with mutual trust and respect; to attach 

little importance to differences of worth, status, and so on.
• Provisionalism: To be willing to experiment with your own behavior; to investigate issues rather 

than taking sides; to solve problems, not debate.

Most organizations have some combination of defensive and supportive communication climates.

PowerPoint slide 13
Content: 

A. Formal and Informal Networks
• Downward flow
• Upward flow
• Horizontal flow

B. Informal
• The “grapevine”

Notes:

Network communication flow can be an indicator of corporate culture

A. Formal network communication often flows through the official path listed on an organizational chart
• Example: Manager shares info with Supervisor 1 who shared that info with Worker 1 and Worker 2

B. Informal network communication can be thought of like the organizational “grapevine.” Much of 
the information shared through the grapevine happens in casual conversations. Some of this info is 
personal, but 80% of it is business related, and it has a crucial impact on outcomes. If the “grapevine” 
is ignored, managers run the risk of loosing control of the flow of information within an organization.
• Example: Manager skips Supervisor 2 and shares info directly with Worker 3 OR Supervisor 1 

shares info with Worker 3 even though she doesn’t supervise Worker 3

It’s really important to understand how information flows through both formal and informal networks in 
an organization. Individuals with this understanding will be able to better strategize their communication 
practices.

Exercise: Ask the students to explain why communicators must analyze the context of a communication 
situation to identify factors that need to be taken into account when formulating a message. Ask students to 
discuss several of these factors.
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III. Choosing a Communication Channel and Medium

PowerPoint slide 14
Content: 

A. Choosing a Communication Channel
• Key considerations for selecting a communication channel

– Richness vs. leanness
– Need for interpretation (ambiguity)
– Speed of establishing contact
– Time required for feedback
– Cost
– Amount of information conveyed
– Permanent record
– Control over the message

Notes:

A. There are four channels of communication: written, oral, nonverbal, and visual. These channels can be 
broken down into different media (e.g., written includes: memos, letters, e-mails).

B. Channel choice will be informed by previous strategic considerations—like purpose of communica-
tion or audience analysis.

Exercise: Ask the students to explain why communicators must analyze the context of a communication 
situation to identify factors that need to be taken into account when formulating a message. Ask students to 
discuss several of these factors.

PowerPoint slides 15 & 16
Content: 

A. Choosing a Communication Channel
• Key considerations for selecting a channel – in detail

– Richness vs. leanness
■ Some channels of communication provide more information than others

– Need for interpretation (ambiguity)
■ Some channels of communication leave more ambiguity or room for interpretation of the 

message than others
– Speed of establishing contact

■ Channels vary in the amount of time required to deliver a message
– Time required for feedback

■ Channels vary in conventions around response time
– Cost

■ Some channels of communication are more cost effective than others
– Amount of information conveyed

■ Written channels are more appropriate for conveying large amounts of information with great 
detail

– Permanent record
■ Many situations in business require records of what occurs during work activities, and this 

may impact channel choice
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– Control over the message
■ Written channels of communication are often the best choice for maintaining control of the 

message

Notes: The immediate considerations that will be taken into account for selecting a communication channel 
include:

• Richness vs. leanness: Some channels of communication provide more information than others. 
Generally, the richest channels of communication provide nonverbal information in addition to 
that provided in written or oral form. (Richest = face-to-face; Leanest = a printed form)

• Need for interpretation (ambiguity): Some channels of communication are more ambiguous or leave 
more room for interpretation of the message being sent than others. (Most ambiguous = nonverbal; 
Least ambiguous = written communication)

• Speed of establishing contact: In our fast-paced business environment, the time it will take for a 
message to be delivered is an important consideration. (Fastest = electronic media; Slowest = mail)

• Time required for feedback: It may also be important to consider the norms for response time when 
using a given medium. (Fastest = likely electronic media but varies by norms of the organization 
and industry (might be face-to-face); Slowest = mail)

• Cost: The expense of communication is an important consideration. Many channels are quite cost 
effective (e.g., text messages, e-mail, phone, blogs); however, it may be worth it to take on the 
expense of a large face-to-face meeting if other factors (likes richness of the medium) are more 
important than saving money.

• Amount of information conveyed: Some channels are better than others for sharing large quantities 
of information. Most people can recall only 10% of what they hear, so if you need to share a large 
amount of information, sending it in written form will allow the receiver to refer back to the text.

• Permanent record: It is often important in business to retain a record of work activities. This can be 
accomplished through a variety of different media (e.g., writing, e-mail, possibly web site or blogs) 
depending on the nature of the record required. It is also important to note that permanent records 
sometimes have negative consequences, especially with the speed of sharing enabled by digital 
content.

• Control over the message: Written communication has a smaller chance of being misinterpreted than 
oral or interpersonal communication so is often the best choice when attempting to retain some 
control over the message. Yet written communication may seem impersonal in certain situations 
(i.e., conveying goodwill while delivering bad news).

PowerPoint slide 17
Content:

A. Are new media channels good for business?
• Risks

– More difficult to control messages
– Leakage of proprietary info
– Exposure of internal problems

• Benefits
– Improved dialogue
– Increased speed
– Minimal cost
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Notes:

Are new media channels good for business? Yes AND no. It’s important to consider the risks and benefits and 
weigh them for any given communication situation. If the risk of exposing internal problems in the company 
is smaller than the benefit of a very cheap communication channel, then use it!

Exercise: Ask students to discuss a time where they have felt that an email that they had received or sent ended 
up being inappropriate.

ANSWERS TO CHAPTER DISCUSSION QUESTIONS
1. As a current or future leader, what can you do to create supportive communication climates in your 

department and organization?
Student responses will vary but should include contextual issues, particularly those dealing with organiza-
tional context, and considerations of channel choice because they are both elements of the strategic commu-
nication process that can be applied at both the individual (or personal) and organizational level.

A current or future leader must seek answers to the following questions:
• What is organizational context?
• How might it affect the way and type of messages that are conveyed?
• How important is selecting the proper channel for communicating?
• How might these considerations better ensure successful communication?

Tags: BUSPROG: Analytic | Communication
DISC: Patterns | Teamwork
LO: 5-1 | 5-2 | 5-3 | 5-4
Bloom’s: Application
Difficulty: Moderate
Topic: Organizational Context | Organizational Structure and Culture

2. You want to ask your supervisor for a raise. How might context affect your decision about when and how 
to deliver this message? What channel and medium of communication would you use and why?
The context within which communication occurs affects a person’s decision about when and how to deliver 
a message. It can also affect how, what, when, and whether individuals should communicate.

Social rules, modes of behavior, type of dress, language style, nonverbal communication, communication 
media choice, and topics of discussion are all affected by where and under what circumstances they occur 
within an organization.

Communicators must analyze the context of a communication situation to identify factors that need to be 
taken into account when formulating a message.
Context:

• Physical – The actual setting in which interactions take place
– The actual setting in which you talk to your supervisor could impact the tone of your request for a 

raise and your supervisor’s reaction to your request
• Social – The nature of the relationship between communicators

– The social relationship between you and your supervisor (e.g., colleagues only for a brief time vs. 
close personal friendship) will impact how you frame your request

• Chronological – The ways time influences interactions
– The time of year (busy and stressful vs. a break between projects) and time of day (morning when 

your supervisor is available to talk vs. end of the day when supervisor is about to leave to go home)
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• Cultural – The system of shared meanings and practices
– The corporate culture of an organization can affect the quality and effectiveness of communication 

when requesting a raise from your supervisor
The following issues must be considered when selecting the channel and medium that best suits a partic-
ular communication situation:

• Richness vs. leanness: Some channels of communication provide more information than others (i.e., 
nonverbal signals)

• Need for interpretation: Some channels of communication leave more ambiguity or room for interpre-
tation of the message than others

• Speed of establishing contact: Channels vary in the amount of time required to deliver a message
• Time required for feedback: Channels vary in conventions around response time
• Cost: Some channels of communication are more cost effective than others
• Amount of information conveyed: Written channels are more appropriate for conveying large amounts 

of information with great detail
• Permanent record: Many situations in business require records of what occurs during work activities, 

and this may impact channel choice
• Control over the message: Written channels of communication are often the best choice for main-

taining control of the message
In summary, a face-to-face communication channel would be the best suited for such a request.

Tags: BUSPROG: Analytic | Communication
DISC: Consequences | Patterns
LO: 5-2 | 5-4
Bloom’s: Applicatin
Difficulty: Moderate
Topic:  Organizational Context | Dimensions of Context | Choosing a Communication Channel 

and Medium

3. You are the salesperson for a company and have unknowingly sold faulty products to a dozen customers. 
Are there contextual or environmental factors that might affect the delivery of this message? What is the 
best channel and medium of communication for dealing with this problem and why? Would you use 
more than one channel? If so, in what order?
A. Yes, there are contextual and environmental factors that do affect the delivery of the message.
B. A face-to-face communication channel may be best suited for such a message.
C. Yes, you might use more than one channel.
D. The face-to-face communication could be followed by a formal, written communication medium.

Tags: BUSPROG: Analytic | Communication
DISC: Rhetorical Considerations | Syn./Asyn. Choice
LO: 5-1 | 5-2 | 5-4
Bloom’s: Application
Difficulty: Moderate
Topic:  Organizational Context | Dimensions of Context | Choosing a Communication Channel 

and Medium
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4. You are the owner of a midsize company, and one of the managers has been arrested for fraud. Are there 
contextual or environmental factors that might affect the delivery of this message? With what audiences 
would you wish to communicate? What is the best channel and medium of communication for each 
audience and why?
A. Yes, there are contextual and environmental factors that do affect the delivery of the message.
B. I would want to communicate with the rest of the employees and with the customers.
C. Regarding communication with employees, a face-to-face emergency meeting in a large room would 

be best, followed by an e-mail.
D. In terms of communication with customers, a formal letter would be the best way to approach it.

Tags: BUSPROG: Analytic | Communication
DISC: Rhetorical Considerations | Stakeholders
LO: 5-1 | 5-2 | 5-4
Bloom’s: Application
Difficulty: Moderate
Topic:  Organizational Context | Dimensions of Context | Choosing a Communication Channel 

and Medium

5. How do you feel about email monitoring practices? Are there ethical concerns involved in such a decision? 
If so, what are they?
A. E-mail monitoring is an unethical practice because it violates the human principle of privacy.
B. In the event that someone is using company email inappropriately, major disciplinary actions must be 

taken against employees involved in such activity.
C. The assumption should be “innocent until proven guilty” and not “guilty until proven innocent.”

Tags: BUSPROG: Ethics | Technology
DISC: Ethics and Morals
LO: 5-4
Bloom’s: Evaluation
Difficulty: Challenging
Topic: Choosing a Communication Channel and Medium | E-mail

APPLICATIONS
1. Identify an organization of which you are a part. This organization can be your workplace or a church, 

sports, or university organization in which you participate. Identify the formal communication network 
the organization uses and consider the following questions:
 a. Does it primarily use upward, downward, or horizontal flow or some combination of these?
 b. Does it use its formal communication network as effectively as it might?
 c. What role does the grapevine play in this organization?
 d. What are its favored channels or media of communication? Are these effective or not, and why?
Responses to the questions above depend on each student’s own experiences.

 Based on your analysis, write an informal report summarizing the use of formal and informal network 
channels in the organization and provide recommendations for improving their use.
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Student responses will vary but should include several elements of the information found below:
A. Formal Communication Networks

1. It is typically reflected in its structure or organizational chart.
2. These charts summarize the lines of authority; each position in the hierarchy represents a link in 

the chain of command, and each line represents a formal channel for the transmission of official 
messages.

3. Information may travel three (3) ways in an organization:
a. Downward flow
b. Upward flow
c. Horizontal flow

4. Assessing and understanding the flow of communication within an organization can help you 
better strategize your own communication practices.

B. Informal Communication Networks
1. It is the “grapevine” that supplements formal channels. Most of this information is conveyed 

through casual conversations between employees.
2. Savvy managers will pay a great deal of attention to the “grapevine” to ensure that accurate 

information is disseminated to the employees.
3. If the “grapevine” is ignored, managers run the risk of loosing control of the flow of information 

within an organization.

Tags: BUSPROG: Analytic | Communication
DISC: Patterns | Syn./Asyn. Choice
LO: 5-1 | 5-3 | 5-4
Bloom’s: Evaluation
Difficulty: Challenging
Topic:  Organizational Context | Formal Communication Networks | Informal Communication 

Networks | Choosing a Communication Channel and Medium

2. Identify an organization of which you are a part. This organization can be your workplace or a church, 
sports, or university organization in which you participate. Identify and analyze the media that are typi-
cally used to communicate in the organization. If possible, try to identify the audiences who typically 
use each medium and for what purpose. Then write an informal report that summarizes your findings 
and provides recommendations for improving the use of media in your organization. Explain why your 
recommendations will improve communication based on channel choice considerations.
Student responses will vary based upon their own personal experiences.

Tags: BUSPROG: Analytic | Communication
DISC: Patterns | Audience
LO: 5-4
Bloom’s: Evaluation
Difficulty: Challenging
Topic: Choosing a Communication Channel and Medium
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3. Conduct research on organizational policies regarding email use in the workplace. Write a report to your 
supervisor that summarizes your findings and presents recommendations for implementing an email use 
policy in your organization.
Student responses will vary but should include several elements of the information found below:

• While the new media have plenty of benefits, the potential risks associated with such media must be 
considered (e.g., email appropriateness, technology pitfalls).

• Therefore, benefits and potential risks involved in the use of new technologies must be taken into 
account:
– E-mail

■ Benefits: knowledge sharing and communication networks and external communications and 
image.

■ Challenges: individual email efficiency, individual e-mail pressure, organizational email effective-
ness, and organizational risk.

Tags: BUSPROG: Analytic | Technology
DISC: Asynchronous Messaging | Personal, Corporate, Legal, Ethical Responsibilities
LO: 5-4
Bloom’s: Synthesis
Difficulty: Moderate
Topic: Choosing a Communication Channel and Medium | E-mail

4. You are the marketing manager of your organization. Conduct research on the uses of social media 
by organizations for marketing aims and write an informal proposal to the president of the company 
in which you report your findings and recommend actions for the use of social media for marketing 
purposes based on those findings.
Student responses will vary but should include the following:

• Social Media
– Risks from Internal Communications: secrets are harder to protect, compensation isn’t confidential 

anymore, strategic actions may be signaled in advance, inconsistencies within an organization may 
be exposed.

– Risks from External Communications: premature release of new product information, exposure of 
company problems, harassment.

Companies need a plan to manage fast-evolving social media risks. Because so few companies have 
taken even initial steps in this area, the best approach is to start with a basic checklist:
– Develop a policy on the use of social media, both internally and externally.
– Work with the legal department to create records-retention policies for social media.
– Partner with the corporate communications department to monitor the organization’s brand in 

social media.
– Work with the information systems department to incorporate secure social media in the organiza-

tion’s information technology (IT) road map.
– Understand employees’ workflows to build awareness about proper use of social media and effec-

tive information protection.

Employees also need to be aware of the risks of social media. Employees should not broadcast confi-
dential company information on social-network sites and should be careful about expressing their 
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opinions about the company, their manager, or their colleagues on the Internet if they don’t want to 
risk reprimands or dismissal.

Tags: BUSPROG: Analytic | Technology
DISC: Asynchronous Messaging | Personal, Corporate, Legal, Ethical Responsibilities
LO: 5-4
Bloom’s: Synthesis
Difficulty: Moderate
Topic: Choosing a Communication Channel and Medium | Social Media

5. Conduct research on email monitoring policies in organizations. Use the information you have found to 
write a report to your manager, either recommending that an email monitoring practice be instituted by 
the firm or avoided. Use your research to support your recommendation.
Student responses will vary based upon the organization researched.

Tags: BUSPROG: Ethics | Technology
DISC: Ethics and Morals | Communication Evolution
LO: 5-4
Bloom’s: Analysis
Difficulty: Moderate
Topic: Choosing a Communication Channel and Medium | E-mail

CASE ANALYSIS

Johnson & Johnson: A Dispute with the American Red Cross

Answers to Discussion Questions

1. What is the business problem in this case? In what manner does it stem from the proper handling of 
corporate communications?
Student responses will vary but the Johnson & Johnson feels that the American Red Cross is violating the 
law by marketing products using the red cross emblem, which it believes belongs to it for such purposes. 
This problem doesn’t stem from a corporate communication decision.

2. How will the company rebuild its longstanding relationship with the American Red Cross?
Student responses will vary but Johnson & Johnson needs to continue being a vocal supporter of the 
American Red Cross’s humanitarian efforts.

3. How will the company improve its corporate image if, as the lawsuit progresses, its public favorability 
begins to wane? What channels of communication should be addressed?
Student responses will vary but, as stated earlier, Johnson & Johnson should continue to support the Red 
Cross’s humanitarian efforts as well as being honest and forthright in its communication with the media 
and the public.
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Chapter 6

Communicating in Writing

CHAPTER SYNOPSIS

How would you judge the writing skills of your colleagues, peers, or employees? How would you judge your 
own writing skills? What steps might you take to improve the quality of your written communication? If you 
are a leader or manager, what might you do to improve the writing in your organization?

LEARNING OBJECTIVES

■ Plan and develop content for informative and persuasive messages as well as longer documents: reports 
and proposals.

■ Consider and incorporate the elements of visual impression into a written message, as appropriate.

■ Revise written messages for coherence and logical flow.

■ Revise written messages for style and tone.

■ Proofread for mechanical correctness.

LECTURE OUTLINE

I. Introduction

PowerPoint slide 2
Content:

A. Tactical Elements for Written Communication
• Planning and developing the message
• Selecting and incorporating visual elements
• Revising for coherence and flow
• Revising for style and tone

Notes:

Good writing skills are critical to success in the workplace.
• According to the Wall Street Journal, 80% of businesses believe that their employees’ biggest weakness is 

written communication.
• After considering the strategic issues involved in written communication (discussed in previous chapters: 

identify your purposes, analyze your audience, consider the context, choose a medium), it’s important to 
select the appropriate tactics that will enable you to achieve your broader communication goals:
1. Planning and developing the message
2. Selecting and incorporating visual elements
3. Revising for coherence and flow
4. Revising for style and tone
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Note: Depending on the audience, purpose, and context of the message, some of these steps may be eliminated 
(e.g., if you’re sending a text message response to a question from a colleague that you received just a few 
seconds ago, no planning, little development, no visual aids, and little concern for coherence and flow may 
be needed).

II. Planning and Developing the Message

PowerPoint slide 3
Content:

A. Planning and Developing the Message
• Parts of a Message

– Introduction
■ Direct approach
■ Indirect approach

– Body
■ Direct approach
■ Indirect approach

– Close
■ Goodwill conclusions
■ Summary conclusions
■ Sales conclusions

Notes:
A. Good organization in written messages is important for two key reasons:

1. It helps your reader understand your message
2. It demonstrates the quality of your thinking

B. Two types of message approaches:
1. Direct: Used for most messages in the United States
2. Indirect: Used for bad news messages and some persuasive messages when it’s expected that the 

audience may be resistant to a proposal

C. The parts of a message include:
1. Introduction—should indicate to your audience why it’s important to read your message

• Direct: States the purpose of the message and provides an overview of subtopics
• Indirect: Purpose may not be stated immediately but will instead open with a neutral buffer, 

which may not state the bad news explicitly but prepared the reader for the bad news coming in 
the body of the message

2. Body
• Direct: Provides the necessary supporting details for the purpose of the message. This might 

include: the reason for the decision, procedures for the reader to follow, background informa-
tion, a description of the situation, or evidence to support the claims that are made in the case of 
a persuasive message).

• Indirect: For a bad news message, tactful delivery is important. The body might also discuss ways 
to avoid similar bad news or explain what is being done to avoid such situations in the future.
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3. Close—Like the intro, the close is very memorable, so be sure your close is something you want 
your audience to take away.
• Goodwill: A few simple sentences or statements aimed at maintaining your relationship with 

your reader—provides you an opportunity to distinguish yourself as a person who truly recog-
nizes and appreciates others.

• Summary: For longer, more complex, informative messages, you should restate/summarize the 
subtopics of your message in a slightly different way.

• Sales: Restates the benefits your reader will receive from adopting your proposal—may include a 
call to action if you are the person who will be following through.

PowerPoint slide 4
Content:

A. Planning and Developing the Message
• Persuasive Messages

1. How will my audience initially react to my proposal
2. How does my audience feel about me, my company, or my product or service?
3. What are your audience’s needs? In what ways does your idea or proposal fulfill those needs?
4. What benefits does your proposal provide to your audience?
5. What obstacles or objections must you overcome?
6. Is this a sales proposal or a competitive message? If so, what do my competitors offer? How 

might I distinguish my ideas or myself favorably from my competitors?
Notes:

Questions to answer to determine strategy and info required for a persuasive message
1. How will my audience initially react to my proposal

• To determine the strategy and information you will need to provide in a persuasive message

2. How does my audience feel about me, my company, or my product or service?
• To determine how past encounters with the company might impact how your audience received your 

message

3. What are your audience’s needs? In what ways does your idea or proposal fulfill those needs?
• To determine how you might be able to tailor the content of your message to explain how your 

proposed idea meets those needs

4. What benefits does your proposal provide to your audience?
• To determine if there are any benefits your proposed idea could offer that your audience hasn’t even 

considered

5. What obstacles or objections must you overcome?
• To determine whether the direct or indirect approach would be most effective and to identify what 

information you need to provide in your message as well as how much

6. Is this a sales proposal or a competitive message? If so, what do my competitors offer? How might I 
distinguish my ideas or myself favorably from my competitors?
• To determine who your competitors are, what they offer, and how they differ from your organization’s 

offerings
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PowerPoint slide 5
Content:

A. Planning and Developing the Message
• Persuasive Messages

– Components
■ Claim
■ Evidence

– Quality of the evidence
– Types of Appeals

■ Logos
■ Pathos
■ Ethos

Notes:
A. Components of Persuasive Messages

• Claim: More general or more abstract statement
• Evidence: More specific information that supports the claim

– Quality of the evidence is important: Not all evidence is relevant or of high quality, and evidence 
can be used to mislead an audience; however, evidence can also be tested for its validity.

B. Types of Appeals
• Logos: Logical appeal that consists of such information as facts and statistics
• Pathos: Emotional appeal that evokes empathy
• Ethos: Ethical appeal based on information that provides credibility

PowerPoint slide 6
Content:

A. Planning and Developing the Message
• Persuasive Messages

– The AIDA Approach
■ Attention
■ Interest
■ Desire
■ Action

Notes:

The AIDA approach for organizing persuasive messages:
1. Attention: Gain the audience’s attention and interest with a brief statement that is personalized, audience-

centered, and relevant to the situation.
2. Interest: Heighten the audience’s interest in your topic or proposal by explaining in more detail why your 

message is relevant to your audience.
3. Desire: Provide evidence to prove the claims made previously in your message.
4. Action: Suggest a specific step the audience can take and make that action easy.
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PowerPoint slide 7
Content:

A. How Do I Deal with a Resistant Audience?
1. Open with statement of common ground
2. Explain need for change
3. Eliminate objections
4. Provide specific solution or recommendations
5. Explain implementation of plan if appropriate

Notes: 

Using the Step-by-Step Indirect Approach for Resistant Audiences
1. Open with statement of common ground to defuse any differences between you and your audience. Then 

follow with an indirect statement of purpose explaining your idea.
2. Explain need for change—for your proposed idea.
3. Eliminate objections by showing that your proposed solution is clearly best of all the alternatives. You 

must do this in an objective tactful way to reduce the potential for judgments of bias.
4. Provide specific solution or recommendations; this is done after eliminating your audience’s objections to 

make them more receptive to your proposed solution/recommendations.
5. Explain implementation of plan if appropriate so the plan seems feasible.

PowerPoint slide 8
Content:

A. Planning and Developing the Message
• Reports and Proposals

– Reports
■ Define a problem
■ Gather data
■ Develop recommendations
■ Can be formal or informal

– Proposals
■ Serve as sales documents recommending changes or purchases internally or offering services 

externally
■ Can be formal or informal

Notes:

Reports and proposals are common forms of longer written messages in business. They come in many different 
forms and styles.

• Reports can be:
– On feasibility
– On research
– On progress
– On incidents
– Formal or informal in style
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• Proposals are:
– Sales documents intended to recommend changes or purchases within a company—or show how your 

organization can meet the needs of another if the proposal is intended for an external audience
– Sometimes formal and sometimes informal in style

III. Visual Impression in Written Messages

PowerPoint slides 9 & 10
Content:

A. Do Visuals Matter for Writing?
• White Space

– Accomplished by chunking information in short, well-focused paragraphs
– Makes the message look less dense and more “skimmable”

• Headings
– Cueing devices that let your audience know what to expect
– Indicate the relationship between ideas

• Graphics
– Improve understanding
– Make information more memorable
– Enhance professionalism and credibility of a speaker

• Lists
– Can increase white space and “skimmability”
– Typically used as forecasting devices

Notes:
A. Visual elements of messages are critically important in business writing. Formatting is important for 

all written messages, including e-mails and other digital messages.

B. Key visual elements in business writing might include:
• White Space

– Chunks information
– Makes message more “skimmable”

• Headings
– Tells audience what to expect
– Indicates relationship between ideas

• Graphics
– Improves understanding
– Makes information more memorable
– Can enhance speaker credibility if used correctly
– Might include:

■ Graphs
■ Tables
■ Diagrams and drawings

• Lists
– Increases white space
– Often used as forecasting devices
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PowerPoint slides 11 & 12
Content:

A. Revising for Organization, Coherence, and Flow
• When revising:

1. Check for accurate topic sentences
2. Check for paragraph coherence
3. Include transitions and forecasting where appropriate

B. Revising for Style and Tone
• Written business messages should use:

– Short, simple, precise words, and yet avoid slang
– Short yet complete sentences and short paragraphs
– Standard English
– First- and second-person pronouns

Notes:
A. Revising for logical flow and coherence

1. Check for accurate topic sentences
• Ideally in business messages, each paragraph should begin with an accurate topic sentence or 

transitional phrase that mentions one of the subtopics referred to in the introduction if the direct 
approach was used.

2. Ensure paragraph coherence
• There should be a clear logical flow of ideas throughout and within each paragraph. Each sentence 

should clearly lead to the next, and clear connections should be provided between each point or 
each sentence.

3. Include transitions and forecasting where appropriate
• Transitions assist your audience in moving from one topic to another and forecasting tells your 

audience what you will cover next.

B. Revising for style and tone
• Style is the level of formality of your written communication. Business communication typically 

should use business style, which is less formal than traditional academic writing but more formal 
than a conversation.

• Tone is the implied attitude of the communicator toward his or her audience. When considering 
tone, you should think about language choices, level of formality or familiarity, the power 
relationship between you and your audience, and your use of humor or sarcasm.

• Some rules of thumb:
– Use short, simple, precise words, and yet avoid slang
– Use short yet complete sentences and short paragraphs
– Use standard English
– Use first- and second-person pronouns
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C. Note: It is also critical to proofread for mechanical correctness:
• Disruptive errors
• Credibility errors
• Etiquette errors
• Accent errors

PowerPoint slide 13
Content:

A. Tips for Submitting a Message
• Avoid using BCC, which may look sneaky
• Proofread for mechanical correctness
• Only send copies to those who need the info
• SEND!

Notes:
The process of submitting a message wasn’t as important in the past when you just put a stamp on a letter and 
dropped it in the mailroom, but e-mail is different. There are many things to consider after you’ve written the 
message but before you send it.

• Consider the formality of the salutation
• Only send copies to those who need the information
• Avoid the use of BCC – it may seem sneaky
• Include a signature line to create an air of professionalism that is often lacking in e-mails

ANSWERS TO CHAPTER DISCUSSION QUESTIONS

1. How do the reading practices of academic audiences, such as instructors, differ from those of business-
people? What are the factors that lead to these differences?
Student responses will vary but should include a discussion related to the causes of these differences in 
reading practices between the two groups.

• These differences are based upon context, purpose, and type of job being performed.
• While instructors are interested in reading related to teaching effectiveness and formal research, 

businesspeople may be interested in successful business practices as well as the current status of the 
market.

• Businesspeople are often very busy, so they appreciate short, concise writing visually designed to be 
“skimmable.” Academics have more time available to read lengthy pieces, since research is part of 
their job, so they tend to appreciate beautiful language and detailed explanations at any length.

Tags: BUSPROG: Communication
DISC: Audience | Patterns
LO: 6-1
Bloom’s: Application
Difficulty: Moderate
Topic:  Visual Impression in Written Messages | Revising for Style and Tone | Proofreading for 

Mechanical Correctness
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2. What tactics have you used to ensure that your messages are logically organized? What new tactics might 
you incorporate into your message-creation process to ensure well-organized messages?
While knowing the purpose of your message can help you distinguish the type of message you should write, 
identifying the type of message (e.g., persuasive vs. informational) helps you determine the organizational 
approach to the message.
Student responses will vary but should include a discussion of the following points:
A. Organizing Persuasive Messages

• Two persuasive situations might occur:
– Your audience is more or less receptive to your ideas or proposal
– Your audience is resistant or even hostile to you

• The AIDA approach provides a system for organizing a persuasive message, especially when your 
audience is more or less receptive to your ideas or proposal.
1. Attention: Gain the audience’s attention and interest with a brief statement that is personalized, 

audience-centered, and relevant to the situation. Answer the audience’s WIFM questions: “What’s 
in it [this message] for me?”

2. Interest: Heighten the audience’s interest in your topic or proposal by explaining in more detail 
why your message is relevant to your audience. Depending on what’s appropriate, you might 
explain why current practices are not the best or provide examples, data, testimony, or other 
kinds of evidence to show your audience what life would be like if people adopt your proposal.

3. Desire: Provide evidence to prove the claims made previously in your message. In product- or 
service-related persuasion, you might provide evidence of the benefits your audience will receive.

4. Action: Suggest a specific step the audience can take and make that action easy. You might want 
to connect the dots by explaining how this action will result in the benefits you discussed earlier.

• The indirect approach is a good way to organize persuasive messages for resistant audiences.
– Open your message with a statement of common ground to defuse any differences that may exist 

between you and your audience. Then, an indirect statement of purpose should follow. Provide 
an overview of the contents of the body of your message but should not include your specific 
recommendations.

– The body of the message should begin by explaining the need for your proposed idea. Your goal 
is to show in a persuasive manner that there is a need for change of the type you are proposing.

– Eliminate your audience’s objections to your proposal. Show that your proposed solution is clearly 
best of all the alternatives.

– Announce your specific solution or recommendation and emphasize why it is the best of all 
possible choices.

– If appropriate, an additional step might include a plan for implementing your proposed solution. 
The easier the change is to make, the more attractive it may be to your audience.

Tags: BUSPROG: Analytic | Communication
DISC: Audience | Rhetorical Considerations
LO: 6-1
Bloom’s: Comprehension
Difficulty: Easy
Topic:  Planning and Developing Persuasive Messages | Organizing Persuasive Messages | Using 

the AIDA Approach
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3. Do you think that using the indirect approach to organizing a message is manipulative or unethical?
It’s not manipulative or unethical

• The indirect approach is used when the audience is resistant to the message. This does not mean that 
the sender is trying to manipulate the receiver of the message or trying to be unethical.

• The sender is just trying to use certain persuasive strategies to overcome audience resistance.
• The steps are as follows:

– Open your message with a statement of common ground to defuse any differences that may exist 
between you and your audience. Then, an indirect statement of purpose should follow. Provide an 
overview of the contents of the body of your message but should not include your specific recom-
mendations.

– The body of the message should begin by explaining the need for your proposed idea. Your goal is 
to show in a persuasive manner that there is a need for change of the type you are proposing.

– Eliminate your audience’s objections to your proposal. Show that your proposed solution is clearly 
best of all the alternatives.

– Announce your specific solution or recommendation and emphasize why it is the best of all possible 
choices.

– If appropriate, an additional step might include a plan for implementing your proposed solution. 
The easier the change is to make, the more attractive it may be to your audience.

Tags: BUSPROG: Communication | Ethics
DISC: Consequences | Ethics and Morals
LO: 6-1
Bloom’s: Evaluation
Difficulty: Challenging
Topic:  Planning and Developing Persuasive Messages | Using the Indirect Approach for Resistant 

Audiences

4. What are some of the challenges you have encountered while attempting to persuade? How might the 
AIDA approach be used to better deal with these situations?
Student responses will vary but might include:

• Competition for audience’s attention
• Audience interest but no conversion to action
• Audience not even interested in the issue/product/service/suggestion
• Note: Students might mention audience resistance as a challenge. This is an opportunity that active 

audience resistance is often better dealt with using the indirect approach rather than the direct AIDA 
approach. Encourage them to think of challenges they may face other than a resistant audience that 
can be effectively overcome using the AIDA approach.

The AIDA Approach is useful when trying to persuade someone to do something because it clearly orga-
nizes the message into the following consecutive sections: attention, interest, desire, action. Note: See 
question #2 (above) for more details on each step of the AIDA approach.

Tags: BUSPROG: Communication | Reflective Thinking
DISC: Audience | Patterns
LO: 6-1
Bloom’s: Application
Difficulty: Moderate
Topic:  Planning and Developing Persuasive Messages | Organizing Persuasive Messages | Using 

the AIDA Approach
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5. Which types of evidence would be most persuasive to a business audience? Give examples.
The types of evidence that would be most persuasive to a business audience include:

• Statistics
– Is the sample from which the statistics are drawn a representative one?
– Is a single instance used as an example of all instances?

• Testimony
– Is the person an authority on the subject? If so, how reliable is he or she?
– Was the person giving the testimonial close enough to witness the event?
– Is it possible that the person giving the testimony is biased?

• Comparison and Analogies
– Do both items/activities have the same resources or authority?
– Are both items/activities governed by the same rules?
– Do both activities occur during the same time period?
– Are both item/activities measured in the same way?

Tags: BUSPROG: Analytic | Communication
DISC: Audience | Patterns
LO: 6-1
Bloom’s: Knowledge
Difficulty: Easy
Topic: Planning and Developing Persuasive Messages | Quality of Evidence

APPLICATIONS

1. Revise the following message so that it is more logically ordered. You may also discover that some of the 
content is irrelevant and thus can be eliminated and that the message also is missing some critical infor-
mation needed to fulfill the customer’s request. Be sure to check the subject line of the message for clarity.

To: Martha Reeves <mreeves@prooffice.com>
From: Stan Liu
Subject: Accounting Software
Dear Ms. Reeves:
I recently purchased your new accounting software at Professional Office Products. When I got the 
product home, I was unable to install the product on my Apple brand computer. I am a small business 
owner and think that your product will be very helpful to me in improving my productivity and poten-
tially my company’s profits. I returned the product to your store to receive a refund or to exchange the 
product for one that might work on my computer. The manager told me that he could not make the 
exchange but that I should contact you, the maker, with my request. Can you help me? I have over-
nighted the product to your office.
Regards,
Stan Liu
902 Oak Street Portland, OR 90042



 Chapter 6 Communicating in Writing 71

Copyright © 2019 by Wessex Press, Inc. All rights reserved.

Revised message below:
To: Martha Reeves <mreeves@prooffice.com>
From: Stan Liu
Subject: Installation of Accounting Software on Apple computer
Dear Ms. Reeves:
My name is Stan Liu, and I am a small business owner. I recently purchased your new accounting software 
at Professional Office Products. I think that your software will be very helpful to me in improving my 
productivity and potentially my company’s profits. Unfortunately when I got the product home, I was 
unable to install it on my Apple brand computer. Would you please assist me in installing this software? I 
can be reached at ((###) ###-#### or at sliu@yahoo.com. Thank you in advance for your assistance.
Regards,
Stan Liu
902 Oak Street Portland, OR 90042

Tags: BUSPROG: Analytic | Communication
DISC: Audience | Rhetorical Considerations
LO: 6-1
Bloom’s: Synthesis
Difficulty: Challenging
Topic: Planning and Developing Persuasive Messages

2. You are a customer-service representative for RichRUs, a company that organizes and holds seminars 
across the United States. These seminars are intended to help educate “regular” people on how to become 
financially independent through the purchase, resale, and rental of foreclosed properties. In addition 
to the seminars, the company sells DVD recordings of its founder, Leonard Samson, espousing his sales 
methods and techniques. Leonard’s seminars and DVDs have become so popular that your production 
has not kept up with demand. To make matters worse, you advertise “same-day” shipping in your promo-
tional materials. You have just received approximately 50 orders for the two-volume DVD set that sells for 
$95. Write a bad news letter that you can send to these customers in which you explain the situation.
Student responses will vary but a sample of a letter is found below:

Dear Customer:
Thank you very much for your order of the two-volume DVD set, placed on March 15th, 2010. Because 
of the wonderful success this DVD set has enjoyed, the demand for this product has clearly exceeded its 
supply. While we are working extremely hard to produce a high volume of the DVD set to respond to the 
demand effectively, several factors have emerged that have prevented us from reaching this goal.
Please accept our apologies for the inconvenience this situation may have caused you. I can assure you that 
we value each customer and are working very hard to ensure that customer satisfaction remains very high.
As soon as the product becomes available, we will ship it to you. If you need to reach us, please do so at 
(###) ###-#### or jsmith@dvd.com. We would like to thank you for your understanding and patronage.
Sincerely,
Joe Smith
Manager

Tags: BUSPROG: Analytic | Communication
DISC: Audience | Rhetorical Considerations
LO: 6-1
Bloom’s: Synthesis
Difficulty: Challenging
Topic: Planning and Developing Persuasive Messages
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3. Using the AIDA Approach, create a message to persuade your boss to approve your plan to hire two new 
people. You must show that the benefits will outweigh the costs of hiring and additional salaries and 
benefits.
Student responses will vary but must utilize the AIDA Approach (see question #2 for more detailed info 
on the AIDA approach):

• Attention
– We are unable to keep up with demand … we are behind in our orders …

• Interest
– Two additional employees would allow us to be able to meet customers’ expectations.

• Desire
– These two employees will allows us to respond to the demand and make more money than what we 

would pay in salaries and benefits to them.
• Action

– Place an ad in the newspaper to begin the search process.

Tags: BUSPROG: Analytic | Communication
DISC: Audience | Patterns
LO: 6-1
Bloom’s: Application
Difficulty: Moderate
Topic:  Planning and Developing Persuasive Messages | Organizing Persuasive Messages |  

Using the AIDA Approach

4. Using the steps to formulate a message to a reluctant or hostile audience, create a message to persuade 
a customer to consider the purchase of a new service or product your company is offering. Assume that 
the customer has previously had a bad experience with your company that involved the late delivery of 
your product or service, which resulted in a small financial loss for the customer. Also assume that the 
customer is currently pleased with the services he or she is receiving from one of your competitors.
Student responses will vary but they should generally follow the steps outlined in the indirect approach:

1. Open your message with a statement of common ground to defuse any differences that may exist 
between you and your audience. Then, an indirect statement of purpose should follow. Provide an 
overview of the contents of the body of your message but should not include your specific recom-
mendations.

2. The body of the message should begin by explaining the need for your proposed idea. Your goal is to 
show in a persuasive manner that there is a need for change of the type you are proposing.

3. Eliminate your audience’s objections to your proposal. Show that your proposed solution is clearly 
best of all the alternatives.

4. Announce your specific solution or recommendation and emphasize why it is the best of all possible 
choices.

5. If appropriate, an additional step might include a plan for implementing your proposed solution. The 
easier the change is to make, the more attractive it may be to your audience.

Tags: BUSPROG: Analytic | Communication
DISC: Audience | Patterns
LO: 6-1
Bloom’s: Application
Difficulty: Challenging
Topic:  Planning and Developing Persuasive Messages | Organizing Persuasive Messages |  

Using the Indirect Approach for Resistant Audiences
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5. You work in the information-services department of SynSystems, Inc., a maker of computer connectivity 
products. Your job, along with the other members of your department, is to provide computer support 
to the employees of SynSystems. Several years ago, SynSystems was purchased by computer products 
giant World Connectivity Solutions (WCS). Because your company had an excellent reputation for its 
customer service and extensive and positive brand recognition, WCS chose to leave your division with its 
well-respected name.

Coincidentally, perhaps, SynSystems uses the same product—GroupPRO—as its parent company for 
electronic collaboration among project-development teams. GroupPRO was created by another company 
that WCS now owns, but it is not the only product of its kind on the market. Because of lingering bitter 
feelings about the company takeover, there is a move among the employees of your department to switch 
to a newer collaboration product, TeamMAX. Write a persuasive letter to your supervisor, Jonathan 
Reeves, to persuade him to stay with the GroupPRO product. Include a visual element to compare the 
values of several items.
Student responses will vary but should include the elements of persuasion found below:

• To be successful, you must pay attention to the fact that you must establish and maintain goodwill and 
credibility.

• The information you provide in persuasive situations is totally dependent on your audience’s perspec-
tive or view of the proposal.

• To determine the information you will need to provide to best ensure your success at persuasion, you 
should ask and answer the following questions:
– How will my audience initially react to my proposal?
– How does my audience feel about me, my company, or my product or service?
– What are your audience’s needs? In what ways does your idea or proposal fulfill those needs?
– What benefits does your proposal provide to your audience?
– What obstacles or objections must you overcome?
– Is this a sales proposal or competitive message? If so, what do my competitors offer? How might I 

distinguish myself or my ideas favorably from my competitors?

Tags: BUSPROG: Analytic | Communication
DISC: Audience | Patterns
LO: 6-1
Bloom’s: Application
Difficulty: Challenging
Topic: Planning and Developing Persuasive Messages

CASE ANALYSIS

Cerner Corporation: A Stinging Office Memo Boomerangs

Answers to Discussion Questions

1. What is the principal business problem here?
Student responses will vary, but Cerner’s stock price has dropped dramatically with the leaking of a poorly 
written memo by the company’s CEO.
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2. Who are the key stakeholders in this case?
Student responses will vary, but might include:

• Shareholders whose investment in company stocks has dropped.
• Employees who were threatened with job cuts.
• Patterson, if stocks continue to drop and the board of directors feels he is a risk to the company.

3. From the company’s perspective, what would an optimal outcome look like?
Student responses will vary, but the “firestorm” would pass and things would get back to normal.

4. If Mr. Patterson were to ask for your counsel on this matter, what would you advise?
Student responses will vary but he should publish an apology to employees and to shareholders and explain 
how he will avoid making this mistake in the future.

5. Which actions would you encourage him to take first? What measure would you use to determine success 
in resolving the business problem identified in question number one?
Student responses will vary. Patterson needs to make a public apology to employees and to shareholders 
for the effect of his words. Recovery of the stock price would be a sign that investors had regained some 
confidence in his leadership.

6. What sort of problems did Mr. Patterson create for himself when he chose e-mail as his communication 
medium?
Student responses will vary. By choosing email, Patterson increased the risk of sending a message out of 
anger rather than waiting until he had calmed down and could frame a calm and reasonable message. A 
second risk is that the message can be shared with others easily; in this case, with serious consequences.

7. How should discussions of this sort be conducted?
Student responses will vary but Patterson should probably have met with the managers themselves to 
determine what was happening and to get their ideas about how to solve any problems. Patterson would 
have been more able to maintain his credibility by remaining calm and reasonable.
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CHAPTER SYNOPSIS

The biggest mistake that presenters make is not clearly understanding that oral presentations as a medium of 
communication are quite different from written messages in terms of the kind of information they are useful 
for conveying. The written channel and the oral channel are generally good for communicating different 
kinds of information and for achieving quite different goals. If this isn’t understood from the beginning, an 
oral presentation is likely to fall flat and with it the presenter’s credibility. When should an oral presentation 
be used to communicate in an organizational setting? Why? What is the purpose of visual aids in an oral 
presentation?

LEARNING OBJECTIVES

■ Plan and develop content for informative and persuasive messages as well as longer documents: reports 
and proposals.

■ Understand when and how to use the oral channel for presentations.

■ Plan the message and select a proper organizational structure for a presentation.

■ Develop the presentation.

■ Design visual aids to support an oral presentation.

■ Achieve the appropriate vocal delivery and become more aware of your nonverbal communication to 
better align it with the oral message you wish to express.

■ Prepare for an oral presentation and reduce speech apprehension.

■ Handle question-and-answer sessions.

■ Plan and manage presentations for alternate situations, such as those involving multi-cultural audiences, 
team delivery, distance discussions, and crisis communication situations.

LECTURE OUTLINE

I. Introduction

PowerPoint slide 2
Content:

A. Oral Presentations and Meetings
• Key tactics that can be deployed in oral presentations and meetings to reach strategic-communication 

goals:
1. Planning and organizing the content
2. Designing the visual aids
3. Practicing the delivery, including the reduction of presentation anxiety
4. Giving the presentation, including handling the question-and-answer session
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Notes:
A. As with all messages, when planning an oral presentation, the first steps include:

1. Identifying the purposes for communicating
2. Analyzing the audience to identify its values, beliefs, interests, concerns, and objections
3. Considering the context of communication
4. Confirming that the oral channel is the right channel for delivering the message

B. Once you know your purpose, your audience, the communication context, and have confirmed that 
the oral channel is appropriate for delivering your message, you can deploy these tactics to ensure your 
presentation will help you to reach your strategic-communication goals:
1. Plan and organize the content
2. Design the visuals aids
3. Practice the delivery
4. Give the presentations and answer questions at the end

PowerPoint slide 3
Content:

A. Oral Presentations
• Useful in the following situations:

– Inspiring and motivating others
– Demonstrations of products and services or for training purposes
– To introduce a complex persuasive written message (generally a report or proposal)
– As a follow-up to a complex persuasive written message (generally a report or proposal)
– To deliver bad news to a large audience

Notes:

Oral presentations are one of the most misused channels of communication, so it’s important to note which 
situations in business are most appropriate for using this method of message delivery:

• Inspiring and motivating others: If the presenter is able to bring enthusiasm and energy and an inspirational 
message to the situation, then oral message delivery is highly appropriate.

• Demonstrations of products and services or for training purposes: Oral presentations work well when 
audience members are able to view how a product or service works and better understand its functions. 
They are also useful for training purposes, particularly if the audience is able to apply the presented 
material through practice or use as part of the presentation.

• To introduce a complex persuasive written message (generally a report or proposal): This helps increase 
audience interest by emphasizing the key benefits of the proposal in an engaging manner and allows the 
presenter to answer audience questions. As an introduction only, the presentation focuses on key issues 
and uses the written channel to elaborate on the details.

• As a follow-up to a complex persuasive written message (generally a report or proposal): The personal 
presence of an advocate can help establish goodwill and credibility and move the persuasive process 
forward. In these cases, the oral message should generally emphasize the benefits of the proposal and 
answer audience questions.
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• To deliver bad news to a large audience: In some circumstances, the personal presence of an organizational 
representative helps to establish or maintain goodwill and credibility and, by extension, the image and 
reputation of the firm.

Note: Oral presentations are most appropriate for delivering one main idea. If many ideas are presented in a 
complex way, the audience won’t remember it all and will likely become bored and tune out. Oral presenta-
tions are VERY different from written messages and planning for the presentation should reflect this, even 
when the presentation is based on written material.

II. Planning and Developing the Presentation

PowerPoint slides 4, 5, & 6
Content:

A. Presentation Planning
B. Presentation Structure
C. Presentation Development and Organization

Notes:
A. Presentation Planning: The key is to make the presentation engaging for the audience, and this will 

come from the skill of the presenter.
• Simplicity — Aim to communicate one single key idea in an oral presentation
• Interest — It’s critical to keep the audience engaged (e.g., ask for audience questions and then answer 

them as you go through your presentation, tying them back to your key theme as you go)
• Stories — Stories humanize your message and draw in your audience through the use of emotional 

appeal (pathos); they can help your audience relate to your message and make the message more 
concrete

• Vividness — Generalities are boring and can be unclear, so it’s important to use vivid language and 
descriptions to bring your presentation to life and make it memorable

B. Presentation Structure: Depending on the purposes, the audience, the situation, or the information 
you’re providing, the ordering of your message may affect its success. You must select the best way to 
order your information.
• Old information before new

– Present information that is known to your reader or listener before you present new information.
– This strategy makes the new information easier to understand because your reader or listener has 

a basis for understanding.
• By chronology

– Present ideas in the order of their occurrence.
– Might be used to explain the steps in a procedure; easy to use and easy to understand.

• Spatially
– Organize ideas conceptually, according to an actual spatial arrangement or a physical metaphor 

or analogy.
– Could be used to talk about a company’s global distribution network.

• From general to particular
– Arrange ideas from the general to the particular.
– Common strategy in persuasive messages.
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• By problem and solution
– Explain the problem then present the solution.
– Begins with shared, recognizable problem, situation, or question and progressively moves to a 

solution supported by information or evidence.
• By cause and effect

– Explain the cause then present its effect(s).
– Forces the speaker to make and support an inference that one event caused or will cause another.

• By comparison and contrast
– Compare and contrast one topic with another.
– Often used strategically to show that one company or product/service is clearly superior to the 

competition.

C. Presentation Development and Organization: Once the theme is determined, the presentation should 
be developed in more detail.
• The Beginning

– Get the audience’s attention and tell them why it’s important to listen.
■ Highlight the benefits
■ Ask a question
■ Tell a relevant story
■ State a striking effect
■ Deliver a relevant quotation
■ Note: Be careful with jokes (only if appropriate to presentation)

– Provide the audience with a road map of what the body of the message contains
• The Body

– Present the core idea in your message, supporting ideas, and a transition to the conclusion
– Connect the dots for your audience using forecasting and carefully crafted transitions

■ Forecasting tells your audience what you’ll cover next
■ Transitions assist your audience in moving from one topic to another through your use of 

words and phrases that link the ideas you are developing
• The Conclusion

– Because of the recency effect, the conclusion is one of the most important parts of a message
– Choose the right conclusion for your message (summary or sales)

■ Summary (informative): Restate the subtopics of your message in a slightly different manner
■ Sales (persuasive): Restate the benefits your listeners will receive from adopting your proposal 

(might include a call to action)

III. Designing Visual Aids

PowerPoint slide 7
Content:

A. When Do I Use Visual Aids?
• Makes information easier to understand than with the use of words alone
• Makes the information conveyed more memorable
• Enhances your professionalism and credibility



 Chapter 7 Communicating in Oral Presentations 79

Copyright © 2019 by Wessex Press, Inc. All rights reserved.

B. Practice!
• Graphs
• Tables
• Diagrams and drawings

Notes:
A. The ONLY reasons you should use a visual aid for a presentations are when the visual aid provides 

these benefits:
• Information is more easily understood than with the use of words alone
• The use of visuals helps make the information conveyed more memorable
• The use of visuals enhances your professionalism and credibility

B. Note: If a visual aid does NOT provides these benefits, then the message is probably best delivered by 
oral presentation alone without the aid.

C. There are many different types of visual aids:
• Microsoft PowerPoint (PC software)
• Apple Keynote (Mac software)
• Prezi (web-based program)
• Whiteboards
• Flip charts
• Handouts

D. PowerPoint is the most common visual aid used in business. Basic guidelines for designing Power-
Points focus on:
• Text/background colors (high contrast)
• Type size (large enough to read from the back of the room)
• Creating a unique master slide with company logo
• Using the “SmartArt” feature for graphics
• Limiting the use of text (no long blocks of text should be included)
• Using active voice and parallel grammatical structure for bullet lists
• No more than 5-6 bullet points per list
• Be careful with images. Ensure they look professional and clearly relate to your topic

E. Organize your PowerPoint
• Introduction

– Opening title slide (title of presentation, name of presenter, organization he/she represents)
– Overview slide (lists main topics covered in presentation)

• Body
– One slide for each main point in your presentation
– Organize information visually in graphs, tables, and diagrams/drawings when possible

• Conclusion
– Conclusion slide that summarizes (informational) or highlights benefit of proposal (persuasive)
– Ending title slide (“Questions” or “Thank you”)
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F. Presenting with Visual Aids
• Visual aids should be skillfully integrated into the presentation, and this is achieved with a great deal 

of PRACTICE.
• Especially when information is presented visually in graphs, tables, and diagrams/drawings, you 

must ensure that you have practiced how you will talk about these visuals so you can connect the 
dots for your audience.

IV. Delivery in Oral Presentations

PowerPoint slides 8–9
Content:

A. Vocal Delivery
• Volume
• Rate of Delivery
• Pitch
• Vocal Variety
• Articulation
• Pauses
• Fluency

B. Cultural Norms

C. Nonverbal Delivery
• Nonverbal Signals that Indicate Anxiety

– Poor eye contact
– Rigidity or stiffness of the body and its movements
– Crossed arms or hands jammed into pockets
– Unintentional body movements

• Nonverbal Signals that Indicate Confidence
– Direct eye contact
– Standing up straight and using good posture
– Using facial expressions and natural gestures
– Moving confidently around the presentation area

Notes:

A. Vocal Delivery
• Volume

– The volume of your speech must be loud enough to be heard but not so loud as to be over-
whelming

• Rate of Delivery
– Rate of delivery should match tone of presentation (slower, more deliberate for serious material 

and faster paced for lighter material)
– Beginning speakers tend to rush because of their anxiety, so practice is important to get the right 

rate of delivery
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• Pitch
– Optimal pitch is the level at which you can product your strongest voice with minimal effort and 

also allow variation up and down the scale
• Vocal Variety

– Varying use of vocal aspects of volume, rate, and pitch to make presentation more engaging
• Articulation

– Clear articulation is important: 1) so you’re easy to understand; 2) to avoid negatively affecting 
your credibility with your audience

• Pauses
– Should be used to emphasize important points and enhance the meaning of words and phrases
– Beginning speaker often do not use pauses effectively because they feel uncomfortable with 

silence, so practice is important to successfully incorporate pauses
• Fluency

– Avoid vocal distractions by working on the fluency of your speech
– Vocal distractions might include: stammers, stutters, double starts, and the excessive use of empty 

filler words like uh or um

B. Note: Norms of vocal delivery in presentations will differ by culture, so it’s important to be aware of 
(and to adapt to) the ethic, organizational, and professional culture in which you are presenting.

C. Nonverbal Delivery
• Nonverbal Signals that Indicate Anxiety

– Poor eye contact
■ Example: looking at the floor instead of at your audience

– Rigidity or stiffness of the body and its movements
■ Example: arms locked at your sides or behind you

– Crossed arms or hands jammed into pockets
■ Example: Crossed arms can convey unfriendliness

– Unintentional body movements
■ Example: playing with or tossing your hair or an article of clothing, twisting your body, swaying, 

pacing awkwardly, fidgeting with your feet

• Nonverbal Signals that Indicate Confidence
– Direct eye contact

■ Appears sincere and more engaging
– Standing up straight and using good posture

■ Projects confident yet relaxed image
– Using facial expressions and natural gestures

■ Your face should reflect and reinforce the meaning of your words; gestures should grow out of 
a response to your material and appear natural and spontaneous—prompted by your feelings

– Moving confidently around the presentation area
■ Engages the audience and keeps people’s attention focused on you; make sure movement is 

purposeful and not nervous pacing
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PowerPoint slide 10
Content:

A. Preparing for the Presentation
1. Planning the Presentation
2. Gathering and Organizing Materials
3. Practicing Delivery of the Presentation

B. Dress for Success

Notes:

A. Preparing for the Presentation
1. Planning the Presentation

• A well-planned presentation will reduce your anxiety

2. Gathering and Organizing Materials
• Having all the materials you need organized properly will reduce your anxiety

3. Practicing Delivery of the Presentation
• PRACTICE, PRACTICE, PRACTICE! This is the number one factor that will reduce your anxiety 

before speaking because you will feel well prepared

Note: Business presentations are typically delivered extemporaneously (not read from a written 
speech). Prepare notes instead of written text using these guidelines:
• Use only 3" x 5" note cards
• Put only an outline or keywords on your notes
• When you look at your notes, stop speaking

B. Dress for Success
• Clothing, jewelry, hairstyle, and general appearance create an immediate impression of who you are 

and can affect your credibility, your image as a professional, and whether you “belong” to the group.
• Ensure that you select clothing and other aspects of your appearance according to the norms for 

your presentation situation.
• If you’re uncertain, err on the side of formality and conservatism.

PowerPoint slide 11
Content:

A. Question and Answer Session
1. Divide questions into: known, knowable, notable
2. Treat each objection seriously
3. For controversial issues, save one argument for Q&A
4. Prepare visuals for possible questions
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Notes:

A. Question and Answer Session—prepare for questions by listing every fact or opinion you can think of 
that challenges your position
1. Divide potential questions into three categories: the known, the knowable, and the notable.

• The known list contains questions to which you know the answers. Depending on how well you 
know the particulars, you may want to write down the answers and practice them out loud.

• The knowable list contains questions to which you may not know the answers. Do the research, 
find the answers, and practice them.

• The notable list contains the questions that require a strategy. These are the broad questions that 
do not have simple answers or which may jeopardize the success of the presentation without 
planning. Your strategy for answering these questions should validate the overall purpose and 
message of your presentation.

2. Treat each objection seriously and try to think of a way to deal with it.
3. If you are talking about a controversial issue, then you may want to save one point for the question 

period rather than make it during the presentation.
4. Speakers who have visuals prepared to answer questions seem especially well prepared and thus 

enhance their credibility and professionalism.

Basic rules for Q&A:
• Don’t nod your head to indicate that you understand a question as it is being asked; it may be 

misinterpreted as a sign of agreement.
• Look directly at the questioner.
• When you answer the question, expand your focus to take in the entire group.
• If the entire audience may not have heard the question or if you want more time to think, repeat the 

question before you answer it.
• Ask for clarification if you don’t understand the question.
• If a question starts to take your talk into a new direction, offer to discuss that issue at a later date.
• Link your answers to the points you made in your presentation.
• Keep the purpose of your presentation in mind and select information that advances your goals.
• Sometimes someone will ask a question that is designed to state his or her opinion. Respond to the 

question if you want or say, “I’m not sure what you are asking” or “That’s a clear statement of your 
position. Any other questions?”

• If someone asks a question that you have explained in your presentation, answer it rather than 
embarrass him or her.

• Look for a point of agreement in your answers. An example is provided below.

Dealing with Hostile Questions:
• If a question is hostile or biased, rephrase it before you answer it. “You’re asking whether...,” or 

suggest an alternative question: “I think there are problems with both positions you describe. It 
seems to me that a third solution ...” By rephrasing or reframing the question, you are attempting to 
remove the hostile or biased perspective from the situation.
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• Be fair to a hostile questioner, perhaps by indicating the need to disagree, and then agree on a 
statement of that disagreement.

• Most important, if someone asks a hostile question, do not respond in kind. You might even try to 
respond with a compliment as long as it isn’t insincere. “That’s a very important question. Thank you 
for asking it.”

V. Adapting to Alternate Delivery Situations

PowerPoint slides 12–14
Content:

A. Culturally Diverse Audiences
• Speak simply.
• Avoid acronyms and expressions that can be confusing to nonnative English speakers—namely 

slang, jargon, figurative expressions, and sports analogies.
• Avoid words that trigger negative emotional responses such as anger, fear, or suspicion.
• Enunciate each word precisely and speak somewhat slowly.
• Be extremely cautious in the use of humor and jokes.
• Learn the culture’s preferences for a direct or indirect presentation.
• Adapt to subtle differences in nonverbal communication.
• Adapt your dress and presentation style to fit the formality of the culture.
• Seek feedback to determine whether the audience is understanding your message.

PowerPoint slides 15–17
Content:

A. Group Presentations
• Select a winning team. A member of a winning team will have:

– Complementary strengths/style
– Ability to meet expectations
– Willingness to support team strategy
– Willingness to commit to schedule

• Carefully select presenters. Use these questions to guide team selection:
– What are this member’s complementary strengths and style (e.g., technical expertise, personality 

traits, and presentation skills)?
– Can this member meet the expectations of the audience (e.g., a numbers person, technical person, 

person with an existing relationship with the audience)?
– Is this member willing to support the team strategy and commit to the schedule?

• Agree on the purpose and schedule and develop a plan.
• Practice ahead of time.

– Decide who will open and conclude the presentation.
– Build natural bridges between segments of the presentation and presenters.
– Deliver as a team.
– Field questions as a team.
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PowerPoint slide 18
Content:

A. Distance Presentations
• Determine whether a distance delivery method is appropriate for the presentation.
• Establish rapport with the participants prior to the distance presentation.
• Become proficient in delivering and participating through distance technology.
• Concentrate on projecting positive nonverbal messages.
• Adjust camera settings to enhance communication.
• Develop high-quality graphics appropriate for the particular distance format.
• Design web presentations for minimal load time and compatibility with various computers.

– Consider posting text-based explanations in the notes view area or adding vocal narration.
– Develop interactive slide formats that allow viewers to navigate to the most useful information in 

your presentation.
– Select simple, high-quality graphics that convey ideas effectively.
– Plan limited animation that focuses audience attention on specific ideas on the slide.
– Consider adding video if bandwidth is not an issue.

PowerPoint slide 19
Content:

A. Crisis Communication
 1. Get control of the situation.
 2. Gather information about the situation.
 3. Communicate early and often
 4. Communicate directly with affected parties.

ANSWERS TO CHAPTER DISCUSSION QUESTIONS

1. When should a presentation be used to communicate a business message? For what types of information 
are other media of communication better choices?
Student responses will vary but should include the following:

• Oral presentations are appropriate for the following situations:
– Inspiring and motivating others
– Demonstrations of products or for training purposes
– To introduce a persuasive written message (generally a report or a proposal)
– As a follow-up to a persuasive written message (generally a report or a proposal)
– To deliver bad news to a large audience
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• Oral presentations are often not good for delivering a large amount of complex information, simply 
because audience members will not remember it all and they will likely become bored and tune out. 
A presentation must not be treated as a written document.

Tags: BUSPROG: Analytic | Communication
DISC: Patterns | Purpose
LO: 7-1
Bloom’s: Knowledge
Difficulty: Easy
Topic: Channel Considerations

2. What are the critical elements that should be incorporated into an oral presentation to better ensure that 
an audience understands and can follow the logical progression of the message?
Student responses will vary but should include a discussion of the following points:
A. Tactics that can be deployed in oral presentations and meetings must be used to more effectively reach 

your strategic communication goals.
• Clear introduction (with roadmap), body, and conclusion
• Forecasting and transitions throughout

B. The tactical elements to be applied in oral presentations can be broadly categorized as follows:
• Planning and developing the presentation
• Designing visual aids
• Delivery in oral presentations

Tags: BUSPROG: Analytic | Communication
DISC: Audience | Patterns
LO: 7-2 | 7-3 | 7-4 | 7-5
Bloom’s: Knowledge
Difficulty: Easy
Topic:  Planning and Developing the Presentation | Designing Visual Aids | Delivery in Oral 

Presentations

3. What is the purpose of visual aids that accompany an oral presentation? What sorts of information 
should not be provided on visual aids such as PowerPoint slides?
A. Three (3) Main Benefits of Using Graphics Appropriately:

• Information is more easily understood than with the use of words alone
• The use of visuals helps make the information conveyed more memorable
• The use of visuals enhances your professionalism and credibility

B. Designing PowerPoint Presentations:
• Colors for the slide background and the text should have high contrast: light on dark or dark on light.
• The type size should be large enough to be read from the back of the room (generally 28 points or 

larger).
• Slide text should be limited to informative phrases (bullet-list format). Avoid presenting text in 

sentence or paragraph form.
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• Bullet lists should be grammatically parallel in structure and, whenever possible, begin with or 
contain a verb so that list items are more informative.

• Each slide should contain no more than five to six bullet points.
• Avoid clip art.

C. Using PowerPoint Slides:
• Presentation aids should be skillfully integrated into the presentation. That means that a visual 

should not be displayed until you are ready for it and it should be removed after discussing it.

Tags: BUSPROG: Analytic | Communication
DISC: Data Conversion | Patterns
LO: 7-4
Bloom’s: Knowledge
Difficulty: Easy
Topic: Designing Visual Aids | Designing PowerPoint Presentations

4. What is the worst possible thing that could happen to you during a speech? What strategies might you use 
to reduce this fear?
Student responses will vary but should include presentation anxiety. The following strategies can be used 
to reduce this fear:
A. Reducing Presentation Anxiety:

• Prepare, prepare, prepare!
• Techniques to reduce anxiety include visualization and breathing techniques

B. Handling Question-and-Answer Sessions:
• Preparing for Q&A Session is Critical:

– Divide potential questions into three (3) categories: the known, the knowable, and the notable.
– Treat each objection seriously and try to think of a way to deal with it.
– If you are talking about a controversial issue, then you want to save one point for the question 

period rather than make it during the presentation.
– Speakers who have visuals prepared to answer questions seem especially well prepared and thus 

enhance their credibility and professionalism.
• During the Q&A Session:

– Don’t nod your head to indicate that you understand a question as it is being asked; it may be 
misinterpreted as a sign of agreement.

– Look directly at the questioner.
– When you answer the question, expand your focus to take in the entire group.
– If the entire audience may not have heard the question or if you want more time to think, repeat 

the question before you answer it.
– Ask for clarification if you do not understand the question.
– If a question starts to take your talk into a new direction, offer to discuss that issue at a later date.
– Link your answers to the points you made in your presentation.
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– Keep the purpose of your presentation in mind and select information that advances your goals.
– Do not embarrass anyone if the question is related to a subject that has been covered.
– Look for a point of agreement in your answers.

Tags: BUSPROG: Communication | Reflective Thinking
DISC: Consequences
LO: 7-5 | 7-6
Bloom’s: Comprehension
Difficulty: Easy
Topic: Delivery in Oral Presentations | Reducing Presentation Anxiety

APPLICATIONS

1. Using the presentation planner on page 166, create an outline for a presentation to your class that 
communicates the trends that will affect your industry in the next five to ten years. Make sure to create a 
complete, relevant, and effective attention-getter; include complete transitions between the main points; 
and wrap up with a memorable conclusion.

Introduction
Attention-getting material: wireless equipment will dominate our market. A 2-3 minute video must be 
shown that shows the wireless equipment of the future, including market statistics related to the high sales 
of wireless equipment.
Purpose statement: we will increase our manufacturing of wireless equipment by 40% within the next five 
years. We will achieve this goal by following the procedure found below.

Body
Main Point 1: non-wireless equipment is not selling well in the market.
Main Point 2: wireless equipment is selling very well in the market
Main Point 3: we need to restructure our operations to achieve our goal of increasing the manufacturing 
of wireless equipment by 40%.

Conclusion
Summary: we must shift manufacturing operations to increase our production of wireless equipment by 
40% within the next five years.
Concluding remarks: strategies to achieve this goal will be implemented immediately.

Tags: BUSPROG: Analytic | Communication
DISC: Patterns | Purpose
LO: 7-2 | 7-3
Bloom’s: Application
Difficulty: Moderate
Topic: Planning and Developing the Presentation | The Presentation
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2. Find and observe a speaker. Analyze his or her vocal delivery and nonverbal communication. How did 
these elements contribute to or detract from the speaker’s credibility and goodwill? Use this information 
to create a list of concrete actions you might take to improve your own presentation skills.
Student responses will vary but should include a discussion of the following factors:
A. Vocal Delivery Elements:

• Volume
• Rate of Delivery
• Pitch
• Vocal Variety
• Articulation
• Pauses
• Fluency

B. Body Movement that Enhances a Presentation:
• Establish and maintain direct eye contact with the audience.
• Use good body posture (e.g., standing up straight).
• Use natural gestures to animate the presentation.
• Move around the presentation area to engage the audience.
• Use facial expressions that reflect and reinforce the meanings of your words. It builds rapport with 

the audience.

Tags: BUSPROG: Communication | Reflective Thinking
DISC: Patterns | Rhetorical Considerations
LO: 7-5 | 7-6
Bloom’s: Evaluation
Difficulty: Challenging
Topic: Delivery in Oral Presentations | Vocal Delivery | Body Movement

3. You work in the information services department of SynSystems, Inc., a maker of computer connectivity 
products. Your job, along with the other members of your department, is to provide computer support 
to the employees of SynSystems. Several years ago, SynSystems was purchased by computer products 
giant World Connectivity Solutions (WCS). Because your company had an excellent reputation for its 
customer service and extensive and positive brand recognition, WCS chose to leave your division with its 
well-respected name.

Coincidentally, perhaps, SynSystems uses the same product as its parent company— GroupPRO—for 
electronic collaboration among project development teams. GroupPRO was created by another company 
that WCS now owns, but it is not the only product of its kind on the market. Because of lingering bitter 
feelings about the company takeover, there is a move among the employees of your department to switch 
to a newer collaboration product, TeamMAX.

Create a persuasive presentation for your boss and the management team of SynSystems. In selecting 
the content of your presentation, focus on the benefits that you must communicate to the management 
team and how you can convey those benefits in a clear, vivid, and memorable way.
Student presentations will vary but should include a discussion about the various elements of persuasion 
found below:

• To be successful, you must pay attention to the fact that you must establish and maintain goodwill and 
credibility.

• The information you provide in persuasive situations is totally dependent on your audience’s perspec-
tive or view of the proposal.
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• To determine the information you will need to provide to best ensure your success at persuasion, you 
should ask and answer the following questions:
– How will my audience initially react to my proposal?
– How does my audience feel about me, my company, or my product or service?
– What are your audience’s needs? In what ways does your idea or proposal fulfill those needs?
– What benefits does your proposal provide to your audience?
– What obstacles or objections must you overcome?
– Is this a sales proposal or competitive message? If so, what do my competitors offer? How might I 

distinguish myself or my ideas favorably from my competitors?

Tags: BUSPROG: Analytic | Communication
DISC: Analytic | Communication
DISC: Audience | Patterns
LO: 7-2 | 7-3 | 7-4 | 7-5
Bloom’s: Synthesis
Difficulty: Challenging
Topic:  Planning and Developing the Presentation | Designing Visual Aids | Delivery in Oral 

Presentations

CASE ANALYSIS

Airbnb: Scaling Safety with Rapid Growth

Answers to Discussion Questions

1. If the press posed the following question to you as an Airbnb executive, how would you respond? “You 
claim that safety is your first priority, yet a teenager was sexually assaulted in one of your properties. How 
do you explain this?”
Student responses will vary. The spokesperson should say that he or she is sorry that the teenager was 
assaulted, and that the company is continuously reviewing its policies and practices and updating them to 
better ensure a safe environment for both hosts and guests.

2. Is it Airbnb’s responsibility to protect its guests? Should the company implement an automaticity plan?
Student responses will vary, but because this is a new business model, it isn’t clear that Airbnb is legally 
responsible. However, to ensure its reputation and its financial future, it should take every step necessary 
to try to ensure safety for guests.

3. Should Airbnb communicate all safety and policy changes to customers? How should it communicate 
changes?
Student responses will vary but Airbnb should communicate safety and policy changes and should do so 
on its web site and before they make any contractual agreements.

4. Is Airbnb being proactive enough in its safety efforts? Is the business growing too fast to properly protect 
guests?
Student responses will vary, but as Airbnb is using a new business model, it can be difficult to proactively 
identify all possible threats to guests. Still, the company could do checks to discover whether its customers 
have criminal records and if so, stop them from using its services.
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5. Although it would slow growth, is a more thorough vetting process for hosts and guests needed?
Student responses will vary, but the answer is “yes.” Performing criminal checks on customers could be the 
best way to avoid threats and this might take time and money. However, the company has a strong growth 
record and the cost of making this change could be worth it in terms of preserving its long-term reputation.
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CHAPTER SYNOPSIS

In a competitive global job market, a clear understanding of the application and interview process is essen-
tial. This process includes job research, writing résumés, drafting application letters, and interviewing for a 
position. What are the common application mistakes that can quickly eliminate you from consideration for 
a job? How do you frame your experience in an application letter to show that you are well qualified for a 
position? Once hired, it is important to understand how to communicate during the performance appraisal 
process—from the perspective of both the appraiser and the appraisee. When conducting a performance 
appraisal, supervisors must remain constructive, encourage discussion, maintain their credibility, and set 
clear performance goals. Employees having their performance evaluated must listen carefully and respectfully 
and avoid responding defensively.

LEARNING OBJECTIVES

■ Perform research needed to conduct a job search and complete the application process.

■ Write employment messages, including résumés, application letters, and thank-you notes.

■ Understand the steps in the job interview process and be more confident in both performing and 
conducting them.

■ Implement an effective performance appraisal process and become more confident in both receiving and 
giving performance feedback.

LECTURE OUTLINE

I. Introduction

PowerPoint slide 1
Content:

A. Preparing Employment Messages

Notes:
A. The business job market is global and highly competitive, so it is really important to have a clear 

understanding of how to communicate strategically throughout the job application and interview 
process.

B. Once hired, everyone in business will, at some point, have to both provide performance feedback and 
receive performance feedback, so understanding how to communicate in each situation is essential.
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II. The Application Process

PowerPoint slide 2
Content:

A. Hiring
1. Quickly eliminate candidates who do not appear to be qualified
2. Review remaining application packages more carefully
3. Select applicants to interview
4. Hire one of the interviewees

B. Applying
1. Perform a self-inventory
2. Identify your purpose
3. Analyze your audience
4. Match your audience’s expectations with your abilities
5. Consider your competition and distinguish yourself
6. Prepare the necessary employment messages
7. Review and revise your social media content

Notes:
A. Both hiring and applying perspectives are included because:

• There’s a good chance most people will be involved in the application process from both perspec-
tives at some point in their careers.

• Even if you never take part in the hiring process, it’s still important to have a basic understanding of 
how it works when you’re applying for a job yourself.

B. The applying part of the application process will be discussed in greater detail in the next few slides.

C. From a hiring perspective, the application process is about finding the best person for the available 
position as quickly as possible.
• A machine or an assistant often does the first step to “weed out” the unqualified applicants and 

identify the applicants that seem best suited for the job.
• The person who will conduct the interviews often does the second round of application reviewing 

and then decides who to interview and (with or without the help of colleagues) who to hire.
• If you are applying for a job the important thing to note about this process is that if your application 

gets “weeded out” by a machine or an assistant looking for flawless writing or particular key words, 
then you will have no chance of getting the job, so it’s essential to ensure that your application 
package is well-constructed and carefully reviewed before you send it off.

PowerPoint slide 3
Content:

A. Begin with a Self-Inventory
• Past Jobs? • Skills?
• Previous Organizations? • Concrete Achievements?
• Education and Training? • Personal Characteristics and Abilities?
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Notes:
A. The first step in the process of applying for a job is doing a self-inventory. This involves listing all of 

the skills, experiences, and abilities you have that may be transferable or applicable in a workplace 
situation.

B. You can ask yourself questions to get started:
1. What jobs have you held?
2. What organizations have you belonged to?
3. What training or education do you have?
4. In all of the above categories, what skills have you used or exhibited?
5. What have been your concrete achievements in all of these categories?
6. Based on this analysis, what personal characteristics, abilities, and skills might you address during 

the job application process?

C. This self-inventory will be easier for people who have had relevant jobs, but for those entering the 
professional workforce for the first time or changing careers, this will be more challenging.

PowerPoint slide 4
Content:

A. Analyze Your Audience, the Industry, and the Overall Job Climate
• Who is your audience?

– What specific skills are they looking for?

• What is the job climate like?
– Is it tight, giving you less leverage to negotiate salary and benefits?

• Who is your competition?
– What can you provide an employer that makes you more attractive?

Notes:
A. The second step in the process of applying for a job is analyzing your audience, the industry, and the 

overall job climate.
• Audience: It’s important to know about the audience that will likely read your job application 

package. What do they value? What’s their background? What specific skills are they looking for?

• Industry and Job Climate: It’s also important to know what the job climate is like—generally and in 
the specific industry in which you hope to work. Are there more applicants than jobs or more jobs 
than applicants? How might this information affect the application process?

• Competition: Finally it’s important to know your competition so you can determine what makes you 
as attractive or more attractive.

PowerPoint slide 5
Content:

A. Draft and Develop a Résumé
• Choose a template • Use a bullet list format
• Provide three categories of information • Include keywords from job description
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Notes:
A. In the U.S. (especially for people just entering the workforce from school), résumés are typically one 

page in length.

B. Steps in drafting and developing a résumé:
1. Choose a template from a program like Microsoft Word and then customize the template to make 

it your own.

2. Provide three categories of information with an eye toward audience expectations and interests:
• Education
• Work experience
• Organizations, awards, and leadership
• You may also want to add additional categories (e.g., Career Objective)

3. Use a bullet list format:
• Begin with an action word
• Use parallel structure
• Ideally, include concrete achievements

4. Ensure that you have included keywords from the job description. Since most applications are 
done electronically, it is important to check that you have included important words from the job 
description in your résumé.

PowerPoint slide 6
Content:

A. Draft and Develop an Application Letter
Step 1: Analysis of your strengths, abilities, knowledge, experience, and weaknesses
Step 2: Research the organization and its needs starting with the job description
Step 3: Analysis of the organization’s needs and culture
Step 4: Match the most valued or important needs of the organization with your abilities and 

experience
Step 5: Draft a statement for each of these needs
Step 6: Write an introduction

Notes:
A. The first objective of an application letter is to show you are well qualified for the position for which 

you are applying. To do this you must have a good understanding of your audience and what they are 
looking for in an applicant.

B. There are a series of key steps to follow that will help you to reach your key objective when writing an 
application letter:

Step 1: Analysis of your strengths, abilities, knowledge, experience, and weaknesses

Step 2: Research the organization and its needs starting with the job description as well as other 
resources about the company (like a website, social media, news articles, etc.)
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Step 3: Analysis of the organization’s needs and culture. Analyze each job descrip- tion carefully. 
Identify the abilities and skills for which the organization is looking. Don’t limit your analysis 
to the listed qualifications. Also analyze the job description portion to identify more specific 
descriptions of those qualifications written in the context of the organizational or job task.

Step 4: Match the most valued or important needs of the organization with your abilities and 
experience

Step 5: Draft a statement for each of these needs that:
• Clearly identifies the skill or ability
• Provides a concrete example of a time you have demonstrated that ability or skill
• Ideally, mentions an achievement or concrete outcomes of that skill or ability demonstration
• Ends with a statement of how that skill or ability might contribute to the organization’s 

specific needs or goals

Step 6: Write an introduction that:
• States the position you are looking for and where you learned about the opening
• Provides a confident statement that introduces the skills and abilities you will address in 

your application letter

PowerPoint slide 7
Content:

A. Did You Review Your Social Media?
• Any red flags?
• Check settings
• Mini résumé
• No “text speak”

Notes:

Remember that recruiters won’t just read the material you provide them, like your résumé and application 
letter. They will likely research you on the web. Be prepared for this if you use social media.

• Know the red flags. Specific issues could create a question in a potential employer’s mind about hiring 
you (provocative photos, inappropriate remarks, illegal activities, discriminatory language, negative 
comments).

• Change your settings. If your accounts aren’t set up to be private, now’s the time to make that switch.

• Use Facebook as a mini résumé. Don’t be afraid to use social media to highly your skills and abilities that 
might be attractive to a future employer.

• Get rid of “text speak.” Think about using proper grammar and eliminating the use of numbers instead of 
words. Future employers might look at your posts on social media to determine your writing abilities and 
how you present yourself publicly.
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III. Interviewing for a Job

PowerPoint slide 8
Content:

A. Preparing for a Job Interview
• As you prepare for a job interview, consider what you have already learned about handling presen-

tations and Q&A sessions
– Background
– Answering Questions
– Asking Questions

Notes:
A. Much of what was discussed in chapter 7 about planning for and delivering presentations and handling 

Q&A sessions is applicable to job interviews as well.
• Planning

– Prepare carefully in advance to reduce anxiety
– Gather and organize your materials
– Practice, practice, practice!

• Delivery
– Nonverbal communication that indicates anxiety vs. confidence
– Pitch, rate of delivery, volume, articulation, pauses, fluency
– Look directly at the interviewer, ask for clarification if necessary

B. Prepare carefully for your interview
• Background: Research the organization

– You should know exactly what skills, experience, and knowledge is necessary to do the job for 
which you are applying.

– You should know as much about the company as possible—the industry, the company’s history, 
its products and services, its financial situation, its future directions and growth potential, and its 
corporate culture.

• Background: Identify your skills, experience, knowledge, and personal characteristics
– You should know exactly how your background matches what the company is looking for.

• Answering Questions: Find lists of questions that an interviewer might ask you
– See Table 8-1 for a list of behavioral interview questions.

• Answering Questions: Practice answering the interview questions you have gathered
– Your answers should highlight the skills, experience, knowledge, personal characteristics that the 

company is seeking.
– Your main goal is to show that you’re a perfect fit for the job and the organization.
– You can use the STAR approach to formulate responses to behavioral interview questions 

( Situation, Task, Action, and Result).

• Asking Questions: A good interviewee will also prepare questions to ask the interviewer about the 
job and the company
– This shows a deeper level of interest in and curiosity about the position and the company.
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PowerPoint slide 9
Content:

A. Performing an Employment Interview
• Dress professionally
• Arrive well prepared and on time
• Greet the interviewer confidently
• Show interest throughout the interview
• Close with any remaining positives

Notes:
A. As in other business communication situations, your primary purposes in a job interview are to:

1. Convey goodwill by showing your enthusiasm and general likeability.
2. Establish credibility as a professional.
3. Persuade the interviewer that you are the best person for the job by providing quality evidence of 

your skills, experience, knowledge, and personal characteristics.

B. Performing an Employment Interview
1. Dress professionally

• Dress professionally to help you establish your credibility. This means that, in most cases, you 
should dress conservatively: Wear a suit; avoid excessive jewelry, makeup, perfume, or cologne; 
and wear conservative shoes and a conservative hairstyle.

2. Arrive well prepared and on time
• Arrive on time; be friendly to the receptionist; and bring a notepad, pen, and extra copies of your 

résumé.

3. Greet the interviewer confidently
• Greet the interviewer with a smile and a firm handshake.

4. Show interest throughout the interview
• Sit forward in your chair to indicate interest, show enthusiasm for the interview and job, maintain 

eye contact, and be clear and specific in your answers and questions.

5. Close with any remaining positives
• At the close of the interview, you should bring up any positive points about yourself that you may 

not have been able to address during the interview.

PowerPoint slide 10
Content:

A. Should You Follow Up?
• YES!

 Only half of job applicants send thank-you or follow-up messages, but 88 percent of executives say that 
these messages influence their hiring decisions.
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Notes:
A. You should always follow-up or send a thank-you note after an interview.

• According to a study by Accountemps, only half of job applicants send thank-you messages, while 
88 percent of executives say that a thank-you note influences their hiring decisions.

B. A thank-you message should:
1. Sincerely state the main idea of appreciation for the interview and the information gained.
2. Include unique points discussed during the interview and relate them to the position, which ideally 

increases goodwill.
3. Assure the employer of continued interest in the position.
4. Close on a confident, forward-looking note.

IV. Performance Appraisals

PowerPoint slide 11
Content:

A. Performance Appraisals
 Goal: Improve employee performance

• Began as a simple way to determine if employee salaries and wages were justified
• Evolved into a more complex system for learning about employee motivation and determining 

reward outcomes
• Also used to identify poor performers
• Can be difficult for managers to do (often done poorly)

Notes:
A. The primary goal of a performance appraisal is to identify employee weaknesses and strengths and in 

doing so to improve performance across the organization.

B. Performance appraisals began as a simple way to determine if employee salaries and wages were justi-
fied. But studies have found that extrinsic motivators are not the only issues that matter to employees. 
In addition to pay rates, other issues—like morale and self-esteem—can also have a major influence 
on performance.

C. Now appraisals are used as a more complex system of learning about employee motivation and rewards

D. Appraisals are also used to identify poor performers who may require some form of counseling or, in 
extreme cases, demotion, dismissal, or decreases in pay.

E. The appraisal process is controversial. Some people strong advocate for it while others have serious 
doubts about the validity and reliability of the process. Either way, there’s little question that appraisals 
are difficult for many mangers. They require good record-keeping and the delivery requires superb 
interpersonal skills. Many appraisers feel uncomfortable with the task and, in an attempt to avoid a 
defensive response from employees, will avoid giving honest feedback.

F. A really great manager will learn how to deliver honest performance appraisals—for the development 
and growth of his/her employees and for the good of the organization.
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PowerPoint slides 12–13
Content:

A. Providing Performance Feedback
• Encourage Discussion
• Be Constructive
• Set Performance Goals
• Maintain Credibility

B. Avoid conflict
• Self-auditing
• Ownership of problems

C. Receiving Performance Feedback
• Listen
• Understand
• Ask
• Acknowledge

Notes:
A. Providing Performance Feedback: Feedback is often obtained from peers, direct-reporting staff, and 

customers (“360-degree feedback”). When providing performance feedback, consider the following:
• Encourage Discussion: Research studies show that employees are likely to feel more satisfied with 

their appraisal result if they have the chance to talk freely and discuss their performance.
• Be Constructive: It is very important that employees recognize that negative appraisal feedback is 

provided with a constructive intention, that is, to help them overcome present difficulties and to 
improve their future performance.

• Set Performance Goals: It has been shown in numerous studies that setting goals is an important 
element in employee motivation.

• Maintain Credibility: It is important that the appraiser be well informed and credible. Appraisers 
should feel comfortable with the techniques of appraisal and should be knowledgeable about the 
employee’s job and performance.

B. Avoid Conflict: When providing criticism to an employee, consider the following techniques for 
avoiding conflict:
• Self-auditing: Appraisers should not confront employees directly with criticism. Rather, they should 

aim to let the evidence of poor performance emerge “naturally” during the course of the appraisal 
interview.

• Ownership of problems: Perhaps the most powerful aspect of the self- auditing process is that 
employees are generally more willing to accept personal “ownership” of problems that have been 
self-identified.

C. Receiving Performance Feedback: The biggest danger of receiving feedback is becoming defensive, so as 
employees we need to consider the skills that enable us to successfully receive performance feedback. 
Tactics for receiving feedback include:
• Listen: Listen carefully and avoid interrupting the appraiser.
• Understand: Try to understand the appraiser’s perspective. Doing so may enable you to gain a greater 

understanding of the issues.
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• Ask: Ask questions for clarification.
• Acknowledge: Acknowledge the feedback. Use active listening techniques, such as paraphrasing, to 

let the appraiser know you understood what was said.

 Note: Don’t be afraid to ask for time to reflect on what was said (provided you aren’t using this time to 
avoid the issue).

ANSWERS TO CHAPTER DISCUSSION QUESTIONS

1. What is the purpose of researching employers, your chosen field or industry, and the job market before 
beginning the application process? How can doing so benefit the applicant?
Student responses will vary, but the chapter lists a variety of reasons:

• If the job market is tight, it is likely that you will have much less leverage in negotiation salary, work 
location, and benefits.

• Despite what the job market is likely generally, there may be drastic differences within your specific 
industry, and knowing these differences might impact how you frame yourself as a job candidate in 
your application package.

• You need to know what potential employers are looking for in order to match y our skill and expertise 
to their needs.

Research will benefit the applicant by making his/her application more targeted to the contextual features 
that affect a potential job and the specific requirements of the job from the perspective of the employer.

Tags: BUSPROG: Analytic | Communication
DISC: Audience | Patterns
LO: 8-1
Bloom’s: Comprehension
Difficulty: Easy
Topic:  Steps in the Application Process | Analyze Your Audience, the Industry, and the Overall 

Job Climate

2. What are the differences between a résumé and an application letter?
There are two key differences between a résumé and an application letter:

1. The format
2. The content

A résumé is little more than a bullet list, while a letter is a persuasive message.

Tags: BUSPROG: Analytic | Communication
DISC: Patterns
LO: 8-2
Bloom’s: Knowledge
Difficulty: Easy
Topic: Steps in the Application Process | Drafting and Developing a Résumé

3. What is behavioral interviewing? Describe the STAR approach for formulating responses to behavioral 
interview questions.
It is a technique intended to identify an individual’s attitude toward and abilities in planning, communi-
cating, problem solving, leadership, teamwork, goal setting, and decision making, among others.
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One technique for formulating responses to behavioral interview questions is called the STAR, an acronym 
for situation, task, action, and result. To use the STAR approach, an individual briefly describes:

• The situation he/she wants to use as an example
• The task he/she is to complete
• The action he/she took to complete the task
• The result of his/her actions

Tags: BUSPROG: Analytic | Communication
DISC: Patterns
LO: 8-3
Bloom’s: Comprehension
Difficulty: Moderate
Topic: Job Interviews | Preparing for an Employment Interview from the Applicant’s Perspective

4. Why is it important to send a thank-you e-mail after an interview?
Student responses will vary but should mention something about distinguishing themselves from the 
competition.

According to a study by Accountemps, only half of job applicants send thank-you messages, while 88 
percent of executives say that a thank-you note influences their hiring decisions.

Tags: BUSPROG: Analytic | Communication
DISC: Audience | Patterns
LO: 8-3
Bloom’s: Knowledge
Difficulty: Easy
Topic: Job Interviews | Writing the Thank-You or Follow-Up Message

5. What is the appropriate stance to take during a performance appraisal? What are some of the phrases or 
statements that might be used to help create this stance?
Student responses will vary but should center on the characteristics of an effective performance appraisal 
process.
A. Definition:

• It is a structured formal interaction between a subordinate and supervisor that usually takes the 
form of a periodic interview in which the work performance of the subordinate is examined 
and discussed, with a view to identifying weaknesses and strengths as well as opportunities for 
improvement and skills development.

B. Providing Performance Feedback (see notes for slides 12-13):
• Encourage discussion
• Be constructive
• Set performance goals
• Maintain credibility

C. Dealing with Conflict (see notes for slides 12-13):
• Self-auditing
• Ownership of problems

D. Receiving Performance Feedback (see notes for slides 12-13):
• Listen carefully and avoid interrupting the appraiser
• Ask questions for clarification
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• Acknowledge the feedback
• Agree with what is true and possible, and acknowledge the appraiser’s point of view
• Try to understand the appraiser’s perspective
• Ask for time to reflect, if needed

Tags: BUSPROG: Analytic | Communication
DISC: Patterns | Rhetorical Considerations
LO: 8-4
Bloom’s: Comprehension
Difficulty: Moderate
Topic: Performance Appraisals

APPLICATIONS

1. Find and print a job description for a position for which you might apply. Working alone, write down the 
skills and abilities that are described in the job description.
• Identify situations in which you have demonstrated these skills
• Write down an example of a time you exhibited that skill
• Consider whether you can add a specific result.
• Pair up with another students and share your list

– Could the wording be improved?
– Brainstorm additional skills you might address and their wording.

 How would this exercise change the content or approach to your résumé? Application letter? Job inter-
view?
Student responses will vary depending on the position they choose and their own skills and abilities, but 
they should mention something about shaping the elements of the application package according to the 
situations/times/specific results when they exhibited the skills and abilities described in the job description.

Tags: BUSPROG: Analytic | Communication
DISC: Patterns
LO: 8-1 | 8-2 | 8-3
Bloom’s: Analysis
Difficulty: Challenging
Topic:  Steps in the Application Process | Drafting and Developing a Résumé | Drafting and 

Developing the Application Letter | Job Interviews

2. Review your Facebook page, Twitter feed, or other social networking site. Identify the changes that need 
to be made and write a plan for revising your content so that it showcases the abilities and skills that 
employers may find attractive.
Student responses will vary.

Tags: BUSPROG: Analytic | Communication
DISC: Patterns | Rhetorical Considerations
LO: 8-2
Bloom’s: Application
Difficulty: Moderate
Topic: Reviewing Your Social Media Content
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3. Prepare written answers to all of the behavioral interview questions listed in Table 8-1, which can be 
found on page 211 of this chapter.
Student responses will vary but students must be able to identify the skill the interviewer is asking them 
about; provide a brief, yet relevant example in which they exercise that skill; describe their actions in the 
situation; and end by stating the results of the action.

Tags: BUSPROG: Analytic | Communication
DISC: Patterns
LO: 8-3
Bloom’s: Application
Difficulty: Moderate
Topic: Job Interviews | Preparing for an Employment Interview from the Applicant’s Perspective

4. Identify a job for which you might be interviewing applicants in the future. Prepare a list of questions 
that you might use to conduct an employment interview for the position.
Student responses will vary but should include some of the following questions:

• Please describe yourself.
• Why are you applying for this position?
• What are your strengths?
• What are your weaknesses?
• Please describe a typical day at your current position.
• Why should I hire you?
• How will your work experience help you perform this job well?
• What do you know about our organization?

Tags: BUSPROG: Analytic | Communication
DISC: Patterns
LO: 8-3
Bloom’s: Application
Difficulty: Moderate
Topic: Job Interviews | Performing the Employment Interview

5. Prepare for a performance appraisal by listing your accomplishments over the past year and your goals for 
improvement and growth for the coming year. Be sure to provide specific evidence of your accomplish-
ments and identify the concrete ways that your goals will benefit your employer and you as an employee 
in terms of your contribution.
Student responses will vary based upon the type and characteristics of the performance appraisal. However, 
students should address the following factors:
A. Definition:

• It is a structured formal interaction between a subordinate and supervisor that usually takes the 
form of a periodic interview in which the work performance of the subordinate is examined and 
discussed, with a view to identifying weaknesses and strengths as well as opportunities for improve-
ment and skills development.

B. Providing Performance Feedback:
• Listen carefully and avoid interrupting the appraiser
• Ask questions for clarification
• Acknowledge the feedback
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• Agree with what is true and possible, and acknowledge the appraiser’s point of view
• Try to understand the appraiser’s perspective
• Ask for time to reflect, if needed

Tags: BUSPROG: Analytic | Communication
DISC: Patterns
LO: 8-4
Bloom’s: Analysis
Difficulty: Moderate
Topic: Performance Appraisals | Receiving Performance Feedback

CASE ANALYSIS

RadioShack Corporation: You’ve Got Mail!

Answers to Discussion Questions

1. Additional layoffs, distribution center and retail location closings, and the redistribution of resources 
throughout the organization continue to loom on the horizon as Day puts RadioShack’s turnaround plan 
into action. What can be done by RadioShack to ensure future communications are handled appropri-
ately?
Student responses will vary. The company needs to be more proactive in communicating with employees 
and needs to use methods that will help to better maintain rapport. These might include one-on-one and 
group meetings. Support also needs to be provided to employees negatively impacted by the changes, such 
as career counseling and additional training in order to improve the company’s perception as a responsible 
employer.

2. Who is responsible for the communications decision and should there be action taken against the indi-
vidual(s)?
Student responses will vary. Presumably upper management is responsible for the company communica-
tion. No punitive action should be taken, but those involved need training on how to better manage issues 
related to corporate reputation and perceptions of social responsibility, particularly relating to channel 
selection and appropriate use.

3. What should RadioShack have done in response to the negative publicity?
Student responses will vary. RadioShack management should recognize the mistake and provide solutions 
for how the problem will be addressed. What will be done to support employees who have lost their jobs, 
for example?

4. Can you identify the stakeholders in this case and specify what’s at stake for each of them?
Student responses will vary. Stakeholders include:

• Employees who may be concerned about their job stability.
• Investors who may be concerned about the effects of these management changes on their invest-

ment.
• Management must preserve its credibility with the public, investors, and employees if they are to 

successfully make the needed changes.
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5. Which issues are most critical for RadioShack corporate management at this point? Can you rank-order 
those issues according to urgency?
Student responses will vary. The most important issue is that the company needs to address its communi-
cation gaffes in an appropriate way so as to shore up its reputation as a responsible employer. It then needs 
to better strategize how it will implement the next changes that will be made, particularly in terms of how 
it is communicated to stakeholders.

6. Does the company have sufficient internal expertise and staff to manage this issue on their own, or will 
they require the assistance of a communications consultant?
Student responses will vary. This is difficult to determine based on the contents of the case, but it may need 
some assistance in this area considering how the employee layoffs were handled.
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CHAPTER SYNOPSIS

The need for good interpersonal relationships in organizations is particularly important from both the stand-
point of the individual, who requires social support in an increasingly turbulent world, and the organization, 
which must maintain high levels of cooperation among employees to meet customer demands and remain 
competitive.

LEARNING OBJECTIVES

■ Identify different interpersonal styles of communication and recognize the importance of being assertive 
and creating a genuine dialogue in the workplace.

■ Understand the different elements of nonverbal communication.

■ Identify whether you are an effective listener and put into practice the steps to become a more effective 
listener.

■ Plan and facilitate effective meetings.

■ Understand how to motivate employees through communication practices.

■ Communicate change to employees.

LECTURE OUTLINE

I. Introduction

PowerPoint slide 2
Content:

A. Interpersonal Communication in the Workplace
• What is it?
• Why is it important?
• What enables it?

Notes:
A. What is Interpersonal Communication? Interpersonal communication is communication between 

individuals and among people in small groups. It is through interpersonal communication that people 
build working relationships with each other. Interpersonal communication involves mutual influence, 
usually for the purpose of managing relationships.

B. Why is Interpersonal Communication Important in the Workplace? As organizational hierarchies flatten 
and work tasks become more interdependent, good interpersonal communication skills are more 
important than ever before. Informal interpersonal relationships and networks are the most dynamic 
sources of power in organizations today. Communication builds and sustains these critical relation-
ships and networks.
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C. What Enables Successful Interpersonal Communication? TRUST built on respect for differences and 
mutual cooperation. Trust can be understood as the confidence that our peers’ intentions are good. 
In other words, we must believe that those with whom we work will not act opportunistically or take 
advantage of us and others to narrowly pursue their own self-interests. Research suggests that the five 
components of trust include: integrity, competence, consistency, loyalty, and openness.

Exercise: Play the video found at http://www.youtube.com/watch?v=aRE-uciREO4 and hold a meaningful 
discussion with the students about the major points presented.

II. Interpersonal Style

PowerPoint slides 3–4
Content:

A. Interpersonal Style
• Avoidance
• Aggressiveness
• Assertiveness

B. How Can I Be More Assertive?
1. Describe how you view the situation

• Example: I noticed that you didn’t clock in on time three days this week.

2. Disclose your feelings
• Example: I’m concerned that this may become a pattern.

3. Identify the effects
• Example: When you are late, it disrupts the workflow in assembly..

4. Be silent and wait for a response
• Make sure that your nonverbal cues are in alignment with your message

Notes:
A. People use different styles of interpersonal communication. These styles can be placed on a continuum 

from “Avoidance” to “Aggressiveness.” The extreme ends of the continuum tend to be less effective in 
the workplace while the center, “Assertiveness,” is generally considered to be the most effective.
• Avoidance: A conscious attempt to avoid engaging with people in the dominant group (passive).
• Aggressiveness: Aggressive behaviors are hurtfully expressive, self-promoting, assuming control over 

the choices of others, and argumentative.
• Assertiveness: Self-enhancing, expressive communication that takes into account both the commu-

nicator’s and others’ needs. It is direct but not attacking or blaming. Assertiveness is association with 
positive impressions and overall quality of work experience.

B. It is common for people to move to one extreme end of the Interpersonal Style continuum or the other 
in conflict situations, but it’s important to learn to be assertive instead of avoiding or aggressive. You 
can try following these four steps:
1. Describe how you view the situation

• Example: I noticed that you didn’t clock in on time three days this week.

2. Disclose your feelings
• Example: I’m concerned that this may become a pattern.
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3. Identify the effects
• Example: When you are late, it disrupts the workflow in assembly..

4. Be silent and wait for a response
• Make sure that your nonverbal cues are in alignment with your message

Exercise: Play the video found at http://www.youtube.com/watch?v=asDcbbsTCoc and ask the students to 
discuss the major points delivered in the video.

III. Nonverbal Communication

PowerPoint slide 5
Content:
 A. Nonverbal Communication

• Paralanguage
• Bodily Movement and Facial Expression
• Bodily Appearance
• Space
• Time
• Touching
• Clothing and Other Artifacts

Notes:

The “attributes or actions of humans, other than the use of words themselves, which have socially shared 
meaning, are intentionally sent or interpreted as intentional, are consciously sent or consciously received, and 
have the potential for feedback from the receiver.”

Nonverbal communication signals are multiple and simultaneous and come from many different sources:
• Paralanguage

– The rate, pitch, and volume qualities of the voice that interrupt or temporarily take the place of speech 
and affect the meaning of a message.

• Bodily Movement and Facial Expression
– The study of posture, movement, gestures, and facial expression is called kinesics. Body language 

is a strong indicator of the extent to which communicators like one another and are interested in 
each other’s views. In addition, it indicates the perceived status, or power relationship, between the 
communicators.

• Bodily Appearance
– Our body type and physical attractiveness also affect our ability to communicate with others because 

of their perceptions about these issues. Body type, or somatotype, is comprised of a combination of 
height, weight, and muscularity.

• Space
– The study of human space, or proxemics, revolves around two concepts: territoriality and personal 

space. Territoriality refers to your need to establish and maintain certain spaces as your own. Personal 
space is the distance between you and others with whom you feel comfortable.

– Your relationship to other people is related to your use of space, so leaders must be attentive of this 
when interacting with others in the workplace.
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• Time
– Chronemics, or values related to time, refers to the way that people organize and use time and the 

messages that are created because of our organization and use of time. Our use of time communicates 
several messages. Our urgency or casualness with the starting time of an event could be an indication 
of our personality, our status, or our culture.

• Touching
– Haptics or touch can communicate a lot of information and this information varies greatly by culture. 

Is it appropriate to touch other people at all? If so, what is common and appropriate touching vs. 
uncommon and inappropriate touching?

• Clothing and Other Artifacts
– Your clothing and other adornments, such as jewelry, hairstyle, cosmetics, shoes, glasses, tattoos, 

and body piercings, communicate to others your age, gender, status, role, socioeconomic class, group 
memberships, personality, and relation to the opposite sex. Such cues also indicate the historical period, 
the time of day, and the climate.

Note: Nonverbal communication varies GREATLY by culture (geographical culture, ethnic culture, organiza-
tional culture, industrial culture, familial culture).

Exercise: Play the video found at http://www.youtube.com/watch?v=VfDWQG47pAQ and ask students to 
discuss the main points presented in the video.

IV. Effective Listening

PowerPoint slide 6
Content:

A. Effective Listening
• Listening Styles

– Level One
– Level Two
– Level Three

• Listening Types
– Active
– Empathetic
– Critical

Notes:

People in the business world spend a substantial amount of time listening. An average employee spends about 
33 percent of their time listening while an executive may spend as much as 80 percent of her day listening. In 
spite of this fact, many businesspeople are not good listeners.

Listening is NOT the same thing as hearing. Hearing takes no effort—we hear things constantly without 
really processing the sounds. Listening is “the active process of receiving, constructing meaning from, and 
responding to spoken and/or nonverbal messages. It involves the ability to retain information, as well as to 
react empathically and/or appreciatively to spoken and/or nonverbal messages.” It requires effort!

• Listening Styles
– Level One: A good listener who exhibits all the qualities of being involved in conversations
– Level Two: A listener who hears the words being spoken but does not have full understanding of what 

the words mean
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– Level Three: A listener who does not acknowledge the speaker at all but instead tends to think about 
something else while a speaker is talking

• Listening Types
– Active Listening: Listening with a purpose (listening carefully, paraphrasing what is heard, checking 

your understanding, providing feedback)
– Empathetic Listening: A form of active listening with the goal of understanding the other person—

useful in establishing and maintaining relationships with others by showing that you care about them 
and their concerns

– Critical Listening: Used to evaluate the accuracy, meaningfulness, and usefulness of a message—can 
help you determine whether information is sound, relevant to the issue, and adequate

PowerPoint slides 7–8
Content:
 A. Effective Listening

• Verbal Tactics
– Ask Questions
– Avoid Silence
– Don’t Dominate
– Common Interests
– Descriptive Responses

• Nonverbal Tactics
– Responsive Gestures
– Lean Forward
– Alert But Relaxed
– Open Body Position
– Involved Facial Expressions

Notes:

There are both verbal and nonverbal tactics you can use to indicate to another person that you are actively 
engaged in the listening process.

• Verbal Tactics
– Ask Questions: Shows that you are interested in what the speaker has to say and enables you to gather 

more information, which is necessary for clear understanding.
– Avoid Silence: Silence can be interpreted in a variety of negative ways, such as a sign of a lack of interest, 

inattentiveness, or disapproval. However, the use of silence has cultural dimensions, and it’s important 
to be aware of this.

– Don’t Dominate: If you are perceived as someone who dominates a conversation or cuts off people, 
others will typically begin to avoid conversing with you.

– Common Interests: Common interests reduce the perception that you and the speaker are far apart in 
your bigger concerns or experiences.

– Descriptive Responses: Try to use descriptive, nonevaluative responses when paraphrasing or responding.

• Nonverbal Tactics
– Responsive Gestures: You can nod your head to show approval or understanding or shake your head in 

disbelief.
– Lean Forward: Leaning toward a speaker shows interest.
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– Alert But Relaxed: Being too relaxed may indicate that you don’t take the speaker or situation seriously. 
Being too stiff may show that you are uncomfortable or rigid in your thinking.

– Open Body Position: Crossing your arms or legs sends a subtle message that you are not completely 
comfortable with the speaker or that you are not receptive to the ideas. You should maintain an open 
body position while delivering speeches or presentations to indicate your confidence and receptiveness 
to the audience.

– Involved Facial Expressions: You can raise your eyebrows to express interest and smile to show 
encouragement.

Exercise: Play the video found at http://www.youtube.com/watch?v=ENkwUBPhMJw and ask students to 
discuss the main points presented in the video.

V. Meeting Management

PowerPoint slides 9–10
Content:

A. Types of Meetings
• Informative
• Decision Making
• Performance

B. Steps in Meeting Management
• Planning the Meeting
• Conducting the Meeting
• Following Up After the Meeting

Notes:

The most effective use of meetings is for problem solving and decision making.
There are 11 million meetings in the U.S. every day. Professionals attend an average of 61.8 meetings each 

month and feel that half of that time is wasted. One rule of thumb to apply is that if the communication goal 
can be reached via any other medium—an informational e-mail, an informal report, or a departmental wiki, 
for example—then use that medium rather than plan a meeting.

A. Types of Meetings
• Informative: Informative meetings focus on giving or receiving information. They may incorporate 

discussions, demonstrations, or lectures to aid in the exchange of information. The group size for 
these types of meetings can vary from as few as two people to as many as a hundred individuals.

• Decision Making: Discussions are held to form decisions or agree on a plan of action. These meetings 
are successful if participants actively brainstorm, discuss, and evaluate ideas. These meetings work 
best with small groups of three to nine participants.

• Performance: Performance meetings are held to accomplish a specific task or to plan an event. The 
key to making these meetings successful is to make sure everyone understands their particular 
responsibilities. Performance meetings are more effective when limited to six or fewer participants.

B. Steps in Meeting Management
• Planning the Meeting

– Who should be there? What will people’s roles be? Formal or informal setting?
– What agenda will lead to the best outcome from the meeting? Will people meet face-to-face (on 

or off site), by telephone, by video?
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– What information, equipment, tools are required to conduct the meeting?
– How long will the meeting last? What amount of time will be required to reach the main  objective?

• Conducting the Meeting
– Introduction and vision statement
– Meeting kickoff
– Summary of accomplishments and management presentation
– Evaluation exercise and closing remarks

• Following Up After the Meeting
– Meeting minutes should be disseminated, including:

■ Time, date, location
■ Names of attendees
■ Agenda items and any other items discussed
■ Decision made
■ Assignments and the persons responsible
■ Length of meeting
■ Time, date, and location of next meeting

If using teleconferencing or videoconferencing, be sure to consider how these unique media could affect the 
meeting and plan accordingly.

VI. Motivating Employees

PowerPoint slide 11
Content:

A. Motivating Employees
• Needs
• Drives
• Goals

Notes:

Essentially the job of a leader is to prepare organizations for change and help them cope as they struggle 
through it. To do this, leader’s develop a vision and set a direction for the organization to follow. Then they 
must identify and motivate the people who can help them spread this vision and work toward achieving it. 
Motivation consists of three interrelated elements:

• Needs: A lack or imbalance that creates dissatisfaction in an individual is a need.

• Drives: A drive is the state of an individual associated with a need, such as hunger or thirst.

• Goals: The goal is the outcome that the person perceives will eliminate the need.

A great deal of research has examined the role of leaders in motivating employees. One interesting finding 
from this research is that some of the most important variables that impact motivation are not directly under 
the control of a supervisor (e.g., elements of job satisfaction like relationships with peers, relationships with 
subordinates, job security, work conditions). However, leaders/supervisors may have influence over some of 
these elements, and it’s important for leaders to be aware of this possibility.
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PowerPoint slide 12
Content:

A. Motivation Through Networks
• Central Connectors
• Boundary Spanners
• Information Brokers
• Peripheral Specialists

Notes:

Many senior managers and leaders use their personal contacts to have things done or to get information. As 
hierarchies become flatter, informal relationships become more important. Understanding how to navigate 
these informal networks and use them to motivate people is an essential skill.

There are four common role-players in communication networks who are critical to organizational produc-
tivity:

• Central Connectors link most people in an informal network with one another. These central connectors 
are the “go-to” people for information in a group.

• Boundary Spanners connect an informal network with another information network, for example, other 
parts of the company or similar networks in other organizations.

• Information Brokers keep the different subgroups in an informal network together.
• Peripheral Specialists are those in informal networks that others rely on for specialized expertise.

Social network analysis is a research technique that allows people to identify and map informal networks of 
people. This can help managers and leaders to better understand how employees get work done and can also 
be used to help individuals identify strengths and weaknesses in their professional network of relationships.

VII. Communicating Change

PowerPoint slide 13
Content:

A. Communicating Change
• Resistance

– Disruption of Social Relationships
– Threat to Roles
– Economic Loss

• Analyze the context
• Design a communication strategy
• Develop tactics for implementation

Notes:
A. Organizations are constantly evolving and changing, but communicating change to employees and 

convincing them to accept change without resisting is extremely difficult.
B. It is natural for employees to resist change. Change is hard. The status quo is easier and more comfort-

able. There are three specific reasons why people might resist change:
• The change disrupts social relationships
• The change threatens established roles
• The change will result in economic loss (lower pay, job loss, fewer opportunities for advancement)
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C. Successful strategic change must overcome resistance. Following the strategic elements examined in 
previous chapters will help you to create a communication plan that takes resistance into account.
• Analyze the context
• Design a communication strategy
• Develop tactics for implementation

PowerPoint slide 14
Content:

A. Leading Change
• Leadership Qualities

– Articulate and Work the Plan
– Be a Team Player
– Face Bad News Head On

• Delivery Tactics
– Be Honest and Open
– Cut to the Chase
– Adapt Your Message

• Cultural Adaptations
– Provide Incentives
– Overcome Resistance
– Accept Change as the Norm

Notes:
A. Leaders must “shepherd” the change effort through the organization to ensure success. This means 

exhibiting a particular set of leadership qualities, utilizing specific delivery tactics, and constantly 
working to reshape the organization’s culture so that it aligns with changing priorities brought about 
through the change effort.
• Leadership Qualities

– Articulate and work the plan: Good leaders must be able to articulate and execute a plan for 
moving forward.

– Be a genuine team player: Leaders need to build trust and mold consensus, share credit, become 
visible throughout their organization, and strongly engage with communications experts.

– Face bad news: Part of being a leader is the willingness to deal with bad news, understand the 
urgencies that result, use those urgencies to motivate the organization, and commit to solving 
problems as they come up.

• Delivery Tactics
– Be honest and open: In communicating change efforts, it’s important for organizations to tell the 

truth, even the bad news, about the current situation. Of course, there are good and bad ways to 
be honest.

– Cut to the chase: Messages need to be highly accessible to audiences, particularly when communi-
cating changes.

– Adapt your message: Knowing who to target and how to target them is a constant challenge in 
communicating change messages.
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• Cultural Adaptations
– Provide incentives: Causes and effects drive people, and it’s important that a reward system be 

aligned with what the organization is trying to accomplish.
– Overcome resistance: Change and resistance go hand in hand, and leaders may need to draw on all 

their resources at some point to overcome them.
– Accept change as the new norm: The ultimate lesson in change management is in understanding 

that change never ends.

ANSWERS TO CHAPTER DISCUSSION QUESTIONS

1. What is your interpersonal style of communication? How might you become more assertive and better 
ensure that genuine dialogue is taking place?
Student responses will vary but students must select one of the styles found below:
A. There are three interpersonal styles:

• Assertiveness: self-enhancing, expressive communication that takes into account both the commu-
nicator’s and others’ needs.

• Avoidance: a conscious attempt to avoid engaging with people in the dominant group.
• Aggressiveness: in individuals sabotages their ability to meet their needs and to establish supportive 

relationships by creating defensiveness and alienating others.

B. As a leader, you can do many things to create a supportive communication climate by adhering to the 
following steps:
• Describe your own feelings rather than evaluate the behavior of others.
• Solve problems rather than try to control others.
• Empathize with others.
• Be genuine rather than manipulative.
• Be flexible rather than rigid.
• Present yourself as equal rather than superior to others.

C. These four steps can help you learn how to be more assertive:
1. Describe how you view the situation
2. Disclose your feelings.
3. Identify the effects.
4. Be silent and wait for a response

Tags: BUSPROG: Analytic | Communication
DISC: Patterns | Rhetorical Consideration
LO: 9-1
Bloom’s: Comprehension
Difficulty: Moderate
Topic: Interpersonal Style
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2. What are the seven channels of nonverbal communication? Provide some examples of how nonverbal 
messages might be interpreted differently by people of differing cultures.
Student responses will vary, but they need to include the seven channels of nonverbal communication:

1. Paralanguage: The rate, pitch, and volume qualities of the voice that interrupt or temporarily take the 
place of speech and affect the meaning of a message.
• Includes vocal qualifiers like: pitch (high/low); intensity (loud/soft); extent (drawls/accents); 

emotional characterizers (laughing/crying); and segregates (e.g., “uh,” “um,” or “uh-huh”)

2. Bodily Movement and Facial Expression:
• Kinesics—the study of posture, movement, gestures, and facial expression.

3. Bodily Appearance: Our body type and physical attractiveness also affect our ability to communicate 
with others because of their perceptions about these issues:
• Somatotype—combination of height, weight, and muscularity.

4. Space: The study of human space or proxemics revolves around two concepts:
• Territoriality—your need to establish and maintain certain spaces as your own.
• Personal space—the distance between you and others with which you feel comfortable. Distance has 

been classified into four (4) categories: intimate, personal, social, and public.

5. Time: Our use of time communicates several messages.
• Chronemics—values related to time, which refer to the way that people organize and use time and 

the messages that are created because of your organization and use of time.

6. Touching: Communicates a great deal.
• Haptics—communicating through the use of bodily contact or touch.

7. Clothing and Other Artifacts: Such as jewelry, hairstyle, cosmetics, shoes, glasses, tattoos, and body 
piercing communicate to others your age, gender, status, role, socioeconomic class, group member-
ships, personality, relation to the opposite sex, and self-concept. In addition, such cues also indicate 
the historical period, time of day, and the climate you.

Examples of how nonverbal messages could be interpreted differently by people of differing cultures could 
include these or similar ones:

• Paralanguage: People in the United States, Germany, France, and Southern Europe are uncomfort-
able with silence. People in East Asia consider silence an important part of business and social 
discourse and not a failure to communicate.

• Bodily Movement and Facial Expression: In the United States, people generally gesture moderately, 
whereas Italians, Greeks, and some Latin Americans use more dramatic gestures when speaking.

• Space: People in the United States, for example, prefer to converse face-to-face, while people in 
China prefer to sit side by side. This preference may allow them to avoid direct eye contact, which is 
the custom in that culture. In terms of the office environment, private offices have more status in the 
United States, while in Japan, only executives of the highest rank may have a private office, although 
it is just as likely that they have desks in large work areas.

• Time: Being on time is more important in some cultures than others; for example, being on time 
is more important in North America than in South America, whereas people of Germany and 
 Switzerland are even more time-conscious than people from the United States. In countries that 
follow polychronic time, people work on several activities simultaneously. In these cultures people 
are more important than schedules so they don’t mind interruptions and are accustomed to doing 
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several things at once. In monochronic cultures, time is considered as something tangible, as is 
reflected in such sayings as “wasting time” and “time is money.”

• Touching: People from different countries also handle touch differently. In touch-oriented cultures, 
such as those of Italy, Spain, Portugal, and Greece, both males and females may walk arm in arm 
or hold hands. In Mexico, Eastern Europe, and the Arab world, embracing and kissing is common. 
However, in Hong Kong, initiating any physical contact should be avoided.

• Clothing and Other Artifacts: You should pay attention to dressing professionally in business situa-
tions because it can affect your credibility, attractiveness, and perceived ability to fit within a profes-
sional culture. This rule can be particularly important when dealing with international audiences 
because they tend to make assumptions about another person’s education level, status, and income 
based upon dress alone.

Tags: BUSPROG: Analytic | Communication
DISC: Cultural Imperatives | Patterns
LO: 9-2
Bloom’s: Comprehension
Difficulty: Moderate
Topic: Nonverbal Communication

3. What are some of the barriers to effective listening that you commonly encounter? What are some of the 
strategies for overcoming each of these barriers?
Student responses will vary but should discuss how the lack of effective listening can often lead to missed 
opportunities, misunderstanding, conflict, or poor decision making.
A. Verbal Strategies for Effective Listening

• Ask questions
• Show interest and support
• Use descriptive, non-evaluative responses when paraphrasing or responding
• Identify areas of agreement or common interests
• Respond with affirming statements
• Avoid silence
• Don’t dominate a conversation or cut off the other person
• Restate and paraphrase the speaker’s message as well as the intent

B. Nonverbal Strategies for Effective Listening
• Use movements and gestures to show understanding and responsiveness
• Lean forward
• Establish an open body position
• Use an alert but relaxed posture
• Use direct body orientation
• Use facial expressions that indicate involvement
• Maintain direct eye contact

Tags: BUSPROG: Communication | Diversity
DISC: Patterns
LO: 9-3
Bloom’s: Application
Difficulty: Moderate
Topic: Effective Listening
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4. Your team should prepare an agenda for an actual meeting it plans to hold. Your agenda for this meeting 
should include the following introductory items:
a. The primary purpose of your meeting (to generate ideas, narrow a field of options, or to make a 

decision?)
b. The time, date, and place of your meeting
c. The names of those attending

 Following this information, you should provide a list of specific topics you intend to discuss during your 
meeting that are organized in the order of their importance (the most important first). You may wish to 
include a time limit for the discussion of each item.
Student responses will vary but should be close to the agenda found on page 240.

Tags: BUSPROG: Analytic | Communication
DISC: Meetings | Patterns
LO: 7-8
Bloom’s: Application
Difficulty: Moderate
Topic: Meeting Management

5. After your team holds a planned meeting, you may wish to analyze its effectiveness by discussing what 
you observed, including the communication behaviors and roles that each team member tended to play. 
In providing this assessment, you might consider the following:
• What did we do in this meeting that worked well?
• What happened that we do not want to repeat? Are there bad habits into which we keep falling?
• What roles did different team members take on? Were these helpful in achieving group goals? Why or 

why not?
• What type of communication behaviors did team members display? Were these helpful in achieving 

group goals? Why or why not?
• Other issues to consider include how well your group was able to attend to both the task and social 

functions of a team. More specifically, you might wish to consider the following:
a. Were you able to keep the discussion of a particular topic within a reasonable amount of time?
b. Were you able to keep the discussion focused on the agenda topics?
c. Did participants feel valued and respected because others listened to them and responded to what 

they said in a way that fostered participation?
d. Were you able to deal with conflict and individualistic behaviors effectively and productively?
e. Were you able to reach your goals for the meeting?

Student responses will vary based upon the uniqueness of each meeting. While some student would be able 
to answer “yes” to some questions and provide examples, some others would have to say “no” because their 
meeting did not include such elements.

Tags: BUSPROG: Analytic | Communication
DISC: Analysis | Meetings
LO: 7-8
Bloom’s: Evaluation
Difficulty: Challenging
Topic: Meeting Management
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6. What are some communication practices or behaviors that leaders might use to help employees adapt to 
and accept organization change?
Student responses will vary but should draw from the text on leading change.
A. Leadership Qualities

• Articulate and work the plan: Good leaders must be able to articulate and execute a plan for moving 
forward.

• Be a genuine team player: Leaders need to build trust and mold consensus, share credit, become 
visible throughout their organization, and strongly engage with communications experts.

• Face bad news: Part of being a leader is the willingness to deal with bad news, understand the urgen-
cies that result, use those urgencies to motivate the organization, and commit to solving problems 
as they come up.

B. Delivery Tactics
• Be honest and open: In communicating change efforts, it’s important for organizations to tell the 

truth, even the bad news, about the current situation. Of course, there are good and bad ways to be 
honest.

• Cut to the chase: Messages need to be highly accessible to audiences, particularly when communi-
cating changes.

• Adapt your message: Knowing who to target and how to target them is a constant challenge in 
communicating change messages.

C. Cultural Adaptations
• Provide incentives: Causes and effects drive people, and it’s important that a reward system be aligned 

with what the organization is trying to accomplish.
• Overcome resistance: Change and resistance go hand in hand, and leaders may need to draw on all 

their resources at some point to overcome them.
• Accept change as the new norm: The ultimate lesson in change management is in understanding that 

change never ends.

Tags: BUSPROG: Analytic | Communication
DISC: Audience | Patterns
LO: 9-5
Bloom’s: Knowledge
Difficulty: Easy
Topic: Communicating Change

APPLICATIONS

1. Take the listening quiz on page 235 of this chapter, and then write a memo in which you identify listening 
skills that might be improved and set specific goals for their improvement.
Student responses will vary based upon the way survey questions were answered. Listening skills to 
improve might include:
A. Verbal Tactics for Effective Listening

• Ask questions
• Show interest and support
• Use descriptive, nonevaluative responses when paraphrasing or responding
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• Identify areas of agreement or common interests
• Respond with affirming statements
• Avoid silence
• Don’t dominate a conversation or cut off the other person
• Restate and paraphrase the speaker’s message as well as the intent

B. Nonverbal Tactics for Effective Listening
• Use movements and gestures to show understanding and responsiveness
• Lead forward
• Establish an open body position
• Use an alert but relaxed posture
• Use direct body orientation
• Use facial expressions that indicate involvement
• Maintain direct eye contact

Tags: BUSPROG: Analytic | Communication
DISC: Patterns
LO: 9-3
Bloom’s: Analysis
Difficulty: Moderate
Topic:  Effective Listening | Verbal Tactics for Effective Listening | Nonverbal Tactics for Effective 

Listening

2. Choose a country other than the one of your birth, and conduct research on common nonverbal behav-
iors and their meanings. Write a report that informs someone from the United States how to prepare for a 
visit to this country and better anticipate and interpret the meanings of nonverbal communication there.
Student responses will vary but should include a list of nonverbal behaviors and their meaning within the 
culture that was selected and researched.

Tags: BUSPROG: Communication | Diversity
DISC: Cultural Imperatives | Patterns
LO: 9-2
Bloom’s: Analysis
Difficulty: Challenging
Topic: Nonverbal Communication

3. Write an assessment of your interpersonal communication skills by identifying your interpersonal style, 
nonverbal communication tendencies, and listening style. It may be helpful to ask colleagues or peers 
questions about each of these interpersonal elements to get a clearer picture of how others see you. Be 
sure to choose people who will be honest in their answers. After assessing your interpersonal skills in 
each of these areas, create a plan to improve your interpersonal skills that identifies specific actions and 
outcome within a specified time period.
Student responses will vary but should draw from the elements of interpersonal style, nonverbal commu-
nication, and listening styles provided in the text.
A. Interpersonal Style

• Avoidance
• Aggressiveness
• Assertiveness
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B. Nonverbal Communication
• Paralanguage
• Bodily Movement and Facial Expression
• Bodily Appearance
• Space
• Time
• Touching
• Clothing and Other Artifacts

C. Listening Styles
• Level One: A good listener who exhibits all the qualities of being involved in conversations
• Level Two: A listener who hears the words being spoken but does not have full understanding of 

what the words mean
• Level Three: A listener who does not acknowledge the speaker at all but instead tends to think about 

something else while a speaker is talking

Tags: BUSPROG: Analytic | Communication
DISC: Audience | Patterns
LO: 9-1
Bloom’s: Analysis
Difficulty: Challenging
Topic: Interpersonal Style | Nonverbal Communication | Effective Listening

4. Create an informal communication network map of a group in which you are involved. After identify the 
four network roles, assess whether changes need to be made to make the persons who play those roles 
more effective. Write up your assessment and your recommendations.
Student responses will vary depending on the group they choose, but they should discuss the four network 
roles and use these to assess how these roles operate within the group network to determine if changes need 
to be made. Four common role players:

• Central Connectors link most people in an informal network with one another. These central 
connectors are the “go-to” people for information in a group.

• Boundary Spanners connect an informal network with another information network, for example, 
other parts of the company or similar networks in other organizations.

• Information Brokers keep the different subgroups in an informal network together.
• Peripheral Specialists are those in informal networks that others rely on for specialized expertise.

Tags: BUSPROG: Analytic | Communication
DISC: Patterns
LO: 9-4
Bloom’s: Evaluation
Difficulty: Challenging
Topic: Motivating Employees | Developing Communication Networks

5. Identify a change that you would like to see happen in an organization or group of which you are a part. 
Create a plan to implement that change through communication strategy and practice. What risks need 
to be identified and accounted for? Who would you need to communicate the plan to and what messages 
would need to be articulated?
Student responses will vary but should include elements of resistance (risks) and elements of strategic 
communication planning.
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Risks:
• Resistance and/or rejection. People might resist change for a few different reasons:

– Disruption of social relationships
– Threat to roles
– Economic loss

Planning:
• Perform an analysis of the context and the audience
• Design a communication strategy
• Develop tactics for strategy implementation

Tags: BUSPROG: Analytic | Communication
DISC: Patterns | Stakeholders
LO: 9-5
Bloom’s: Synthesis
Difficulty: Challenging
Topic: Communicating Change

CASE ANALYSIS

FedEx Corporation: A Case Study on Employee Training and the  

Impact of Social Media

Answer to Discussion Question

1. What are the most pertinent questions that should be asked in order to address the critical issues, main 
decisions and possible solutions to this case?
Student responses will vary. However, the key question that needs to be asked, and likely of employees 
themselves, is why with all the efforts at creating a positive culture and providing sufficient training, are 
these instances happening? A communication audit may be needed to determine the internal problems 
within the company. This method is discussed in Chapter 11.
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CHAPTER SYNOPSIS

Regardless of whether an organization uses teams, group communication skills are necessary in any orga-
nization because the group is the fundamental unit of social organization. Yet, achieving effective group 
communication is generally a challenge not only because of issues of empowerment and self-direction but also 
because of our cultural legacy. Our romantic obsession with rugged individualism; our cultural preoccupation 
with individual initiative, achievement and reward; and our philosophical and moral belief in the value of the 
individual all mitigate against our willing participation in groups.

LEARNING OBJECTIVES

■ Identify why groups form and understand the group formation process.

■ Understand the roles team members take in groups and which are productive and which are not.

■ Identify the causes of group cohesiveness and understand when high group cohesiveness might lead to 
low performance.

■ Understand the types of influence exercised in groups and characteristics that lead to higher performance 
in a group.

■ Understand the group decision-making process and how intercultural influences may affect it.

■ Identify the types of conflict that arise in groups and the differing responses to conflict.

■ Learn how to select the best brainstorming technique to enhance group creativity.

■ Understand the elements of effective team leadership.

■ Implement practices to effectively communicate in and lead virtual teams.

LECTURE OUTLINE

I. Introduction

PowerPoint slide 2
Content:

A. Five Dysfunctions of a Team
1. Absence of Trust
2. Fear of Conflict
3. Lack of Commitment
4. Avoidance of Accountability
5. Inattention to Results
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Notes:

Regardless of whether an organization uses formal teams, group communication skills are necessary in any 
organization because the group is the fundamental unit of social organization. Yet effective group communi-
cation can be difficult to achieve.

There are two main types of teams in organizations:
1. Project Teams

• Standing groups that help coordinate the successful completion of a particular project, product, or 
service

2. Work Teams
• Intact groups of employees who are responsible for a “whole” work process or segment that delivers a 

product or service to an internal or external customer

In recent years, a third type of team has become more common:
3. Virtual Teams

• Teams who do their work in shared digital space

Patrick M. Lencioni describes the five dysfunctions of a team and how to overcome them:

1. Absence of Trust: Without the willingness to be vulnerable to one another—to admit weaknesses, to 
acknowledge failures, to ask for help, to genuinely apologize from time to time—team members will 
suspect one another of being disingenuous and protective, Lencioni says.

2. Fear of Conflict: Team members who don’t trust one another can’t engage in meaningful debate. Although 
some conflict is destructive, other types of conflict lead to improved processes, products, and services.

3. Lack of Commitment: Commitment, according to Lencioni, is a function of two things: clarity about the 
task and buy-in to goals.

4. Avoidance of Accountability: Without commitment, team members often struggle to hold one another 
accountable for problems and to call attention to counterproductive behavior. Communicating 
expectations of team members is critical at the beginning of a relationship.

5. Inattention to Results: Without accountability, team members tend to put their own needs (such as ego, 
career development, and recognition) before those of the team. When this occurs, achievement of the 
team’s goals may obviously suffer.

Exercise: Ask students to give examples of personal experiences with teamwork in which it was evident some 
of the five (5) dysfunctions of a team.

II. Group Development and Formation

PowerPoint slide 3
Content:

A. Why Do Groups Form?
• Collective Endeavors
• Interpersonal Attraction
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Notes:

Groups form because of the need to collaborate and achieve particular tasks. The interpersonal attractiveness 
of group members can contribute to successful group formation.

• Collective Endeavors
– Groups provide the means to achieve goals that are beyond the reach of a single individual
– Groups form when a particular type of work can be done more efficiently by several individuals 

pooling their unique talents in a coordinated effort than by a single individual working alone

• Interpersonal Attraction: A number of factors increase attraction between individuals (which can 
contribute to group formation)
– Proximity: Proximity increases the opportunity for interaction and the likelihood a group will 

form
– The similarity principle: We like people who are similar to us in some way. This can facilitate group 

work by helping group members to understand each other but it can also detract from group work 
by creating a team of people who think too much alike (lack of creativity). The preference for 
similarity can also have a negative effect on intercultural teams.

– The complementary principle: We are attracted to people who possess characteristics that comple-
ment our own personal characteristics.

– The reciprocity principle: Liking tends to be met with liking in return. When we discover that 
somebody accepts and approves of us, we usually respond by liking them in return.

– The minimax principle: People will join groups and remain in groups that provide them with the 
maximum number of valued rewards while incurring the fewest number of costs.

• Our decision to join and commit to a group is based on two factors:
– Our comparison level: the standard by which individuals evaluate the desirability of group 

membership
– Our comparison level for alternatives: the lowest level of outcomes a member will accept in light of 

available alternative opportunities

PowerPoint slide 4
Content:

A. Group Roles
• Task Roles
• Socioemotional Roles
• Individualistic Roles

Notes:

There are three main types of group roles—see Table 10-2 on p. 262.
1. Task Roles (focus on the group’s goals, its task, and members’ attempts to support one another as they 

work)
• Initiator/contributor
• Information seeker
• Elaborator
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• Coordinator
• Orienter
• Evaluator/critic
• Energizer
• Procedural technician
• Recorder

2. Socioemotional Roles (help to satisfy the emotional needs of the group members)
• Encourager
• Harmonizer
• Compromiser
• Gatekeeper/expediter
• Standard setter
• Group observer/commentator
• Follower

3. Individualistic Roles (aken up by people who emphasize their own needs over those of the group)
• Aggressor
• Blocker
• Dominator
• Evader/self-confessor
• Help seeker
• Recognition seeker
• Playboy/girl
• Special-interest pleader

PowerPoint slide 5
Content:

A. Group Member Relations
• Status Hierarchies
• Attraction Relations
• Communication Networks

– Common Communication Networks
■ Circle
■ All-channel
■ Wheel
■ Chain
■ Y

Notes:

Group member relations can also affect group structure.
• Status Hierarchies: Variations in dominance, prestige, and control among members reflect the group’s 

status relations. Status patterns are often hierarchical and centralized.

• Attraction Relations: Just as members of the group can be ranked from low to high in terms of status, so, 
too, can the members be ordered from least liked to most liked.
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• Communication Networks: People of higher status and attraction often stay in close communication, 
whereas those on the bottom may be cut off from communication. Networks can be centralized or 
decentralized.
– Common Communication Networks: Note the differences in centralization between these common 

types of communication networks. Which ones are most centralized? Which ones are least centralized?
■ Circle
■ All-channel
■ Wheel
■ Chain
■ Y

PowerPoint slide 6
Content:

A. Stages of Group Development
1. Forming
2. Storming
3. Norming
4. Performing
5. Adjourning

Notes:

Group cohesion, or unity, develops over time. It is the result of group development. There are five stages of 
group development:

1. Forming Stage
• Members become familiar with one another and the group
• Members deal with issues of dependency and inclusion, the acceptance of a leader, and the develop-

ment of group consensus
• Characterized by tentative, polite communications, concern over ambiguity and group goals, and an 

active leader and compliant members

2. Storming (Conflict) Stage
• Disagreement over procedures
• Expression of dissatisfaction
• Tension among group members
• Antagonism toward leader
• Characterized by criticism of ideas, poor attendance, hostility, polarization, and coalition  formation

3. Norming Stage
• Growth of cohesion
• Establishment of roles, standards and relationships
• Increased trust and communication
• Characterized by agreement on procedures, reduction in role ambiguity, and increased “we-ness”

4. Performing Stage
• Goal achievement
• High task achievement
• Emphasis on performance and production
• Characterized by decision making, problem solving, and mutual cooperation
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5. Adjourning Stage
• Termination of roles
• Completion of tasks
• Reduction of dependency
• Characterized by disintegration and withdrawal, increased independence and emotionality, and 

regret

III. Group Dynamics

PowerPoint slide 7
Content:

A. The Effects of Group Cohesion and Conformity
• Costs

– Pressure to conform
– Interpersonal aggression
– Excessive dependence

• Benefits
– Reduced anxiety
– Group success
– Member satisfaction

Notes:

The effects of group cohesion can be both positive and negative.

• Positive/Benefits
– Members are usually more satisfied with their team when it is cohesive rather than noncohesive.
– A cohesive group creates a healthier workplace psychologically. People in cohesive groups respond to 

one another in a more positive fashion than the members of noncohesive groups, so people experience 
less anxiety and tension

• Negative/Costs
– Group members in cohesive groups can become too dependent on the group.
– Pressure to conform is greater in cohesive groups, which can create problems.
– Members of cohesive groups sometimes react very negatively and take harsh actions to bring dissenters 

into line when a group member goes against group consensus.
– Cohesive groups vent their frustrations through interpersonal aggression: overt hostility, joking 

hostility, scapegoating, and domination of subordinate group members.

One of the biggest problems that may arise due to too much focus on conformity is groupthink. Group-
think occurs when group members dominate interaction, are intimidated by others, or care more about social 
acceptability than reaching the best solution. To avoid groupthink:

1. The leader should encourage participants to voice objections and critically evaluate ideas.
2. Members should take an impartial stance and not get wrapped up in ego and emotions, affording a more 

objective view of the decision.
3. More than one group can work on a problem, which may lead to radically different recommendations.
4. Each member can be encouraged to discuss the group’s deliberations with people outside the group and 

get their feedback.
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5. The group can invite outside experts in for their input and feedback.
6. The group can appoint a member to be devil’s advocate to assure that the group explores all sides of each 

issue.
7. The group can be divided into subgroups, each of which works the problem separately and then reports 

back.
8. The group can hold a “second chance” meeting after reaching preliminary consensus, to allow members 

to express doubts and concerns that may have come up.

Exercise: Play the video found at http://www.youtube.com/watch?v=KcRTYTaVCuc and hold a meaningful 
discussion about how the lady in pink was able to develop group cohesiveness.

PowerPoint slide 8
Content:

A. Sources of Influence Within a Group
• Influence

– Informational
– Normative
– Interpersonal

Notes:
• Informational: When the group provides members with information that they can use to make decisions 

and form opinions
• Normative: When group members tailor their actions to fit the group’s standards and conventions
• Interpersonal: When the group uses verbal and nonverbal influence tactics to induce change

Exercise: Play the video found at http://www.youtube.com/watch?v=ITsdwam3N0E and ask students to discuss 
the main points presented in the video.

PowerPoint slide 9
Content:

A. Group Performance
• Improve productivity by:

– Increasing members’ personal stake in the group outcome
– Setting high but clear and realistic goals
– Increasing group unity and creating productive norms

Notes:

A variety of factors can impact the performance of a group:
• Resources
• Members’ knowledge, skills, and abilities
• Diversity

These factors can affect group performance in both positive and negative ways:
• Groups with members that have more collective skill in the work to be done will outperform groups that 

have less collective skill.
• Groups with better communication skills, leadership abilities, and conflict management skills will 

outperform other groups.
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• Diversity can improve group innovation and creativity by bringing different perspectives together, but …
• Diversity can also create problems around lack of cohesion due to perceived dissimilarities.
• Faulty group processes can create negative effects on performance, or process losses.

– Free riding occurs when member want to help the group but are also tempted to concentrate on their 
own personal goals (most likely to happen when contribution are combined in a single product and no 
one is monitoring the size of each person’s contribution)

– Social loafing is caused by a reduction of effort by individuals in a group (often caused when individual 
input in not identifiable)
■ Steps to discourage social loafing:

1. Establish a group responsibility norm
2. Note the critical importance of each member’s efforts
3. Identify and evaluate individual contributions
4. Talk to the problem individual privately
5. Confront the individual who is loafing as a group
6. Consult someone with more power
7. Fire the individual who is slacking
8. Sidestep the individual who is loafing

Exercise: Play the video found at http://www.youtube.com/watch?v=nxHvzyquR6Y and ask students to discuss 
the main points presented in the video.

PowerPoint slide 10
Content:

A. Stages of Group Decision Making
1. Orientation
2. Discussion
3. Decision
4. Implementation

Notes:
A. Group Decision Making

1. Orientation
• The group identifies the problem to be solved and plans the process to use in reaching the deci-

sions. Criteria that an optimal solution must meet should be identified as a way to weigh each 
option. Cultural differences can affect the approach that is best for the first stage of the process.

2. Discussion
• The group gathers information about the situation, identifies and weighs options, and tests its 

assumptions.
3. Decision

•  Ideally, the criteria that were listed to identify the optimal solution can be used to select the 
best option. Groups also rely on an implicit or explicit social decision scheme to combine indi-
vidual preferences into a collective decision. Common schemes include delegating, voting with 
various proportions needed for a decision, and consensus.
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4. Implementation
• The group carries out the decision and assesses its impact. Members are more likely to implement 

decisions when they are actively involved in the decision-making process.

B. Challenges of Group Decision Making
• Group decision making can result in a productive outcome, but there are also many challenges and 

limitations. These include:
– Oversampling: Too much time discussing shared rather than unshared information
– Lack of interpersonal skills: Not all group members possess the interpersonal skills required to 

engage in the productive disagreement and conversation necessary to make group work successful
– Discussion vs. decision: Some groups use discussion to avoid making decisions
– Cultural differences: Cultural differences in negotiation styles and strategies can make decision 

making difficult

Exercise: Play the video found at http://www.youtube.com/watch?v=OAmTWywCsx0 and ask students to 
discuss the main points presented in the video.

IV. Sources of Group Conflict

PowerPoint slide 11
Content:

A. Sources of Group Conflict
• Personal
• Substantive
• Procedural

Notes:
A. Sources of Group Conflict

• Personal: Personal conflict is rooted in individuals’ dislike of other group members.
• Substantive: When people discuss their problems and plans, they sometimes disagree with one 

another’s analyses. These substantive conflicts, however, are integrally related to the group’s work. 
Substantive conflict does not stem from personal disagreements between individuals but from 
disagreements about issues that are relevant to the group’s real goals and outcomes.

• Procedural: Although substantive conflicts occur when ideas, opinions, and interpretations clash, 
procedural conflicts occur when strategies, policies, and methods collide. Many groups can 
minimize procedural conflict by adopting formal rules that specify goals, decisional processes, and 
responsibilities.

B. Conflict and Competition
• Conflict is more likely when group members compete against each other for such resources as 

money, power, time, prestige, or materials, instead of working with one another to reach common 
goals.

• In contrast, members of cooperative groups enhance their outcomes by helping other members 
achieve success. Work units with high levels of cooperation have fewer latent tensions, personality 
conflicts, and verbal confrontations.
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• Individuals’ cultural orientation can impact whether they value competition more than cooperation 
or vice versa.

Exercise: Play the video found at http://www.youtube.com/watch?v=6ggykHMpEhE and ask students to 
discuss the main points presented in the video.

PowerPoint slide 12
Content:

A. Conflict Resolution
• Competition
• Collaboration
• Compromise
• Avoidance
• Accommodation

Notes:

The first dysfunction that occurs in group and team work situations is lack of trust (which is defined as the 
confidence among group members that their peers’ intentions are good). Without trust, individuals are unable 
to use what is generally considered the most effective approach to conflict resolution: collaboration.

Styles of conflict resolution tend to vary in the areas of concern for others vs. self and in the level of aggres-
siveness vs. cooperation:

• Competition: This style is characterized by high aggressiveness and low cooperation. An individual who 
uses a competing style exhibits a high concern for self and low concern for others. (Win-lose)

• Collaboration: An individual who exhibits this style shows a high concern for others and for self. Because 
of this orientation, this style is characterized by assertive communication and high levels of cooperation. 
This style is most likely to promote group unity. (Win-win)

• Compromise: This style is a middle ground. The emphasis is on achieving workable but not necessarily 
optimal solutions. (Lose-lose)

• Avoidance: Individuals who practice this style show little concern for relationships or for task 
accomplishment. By avoiding conflict, they hope it will disappear. Sometimes, however, avoiding is 
appropriate if you are a low-power person and the consequences of confrontation may be risky and 
harmful.

• Accommodation: This style is characterized by a high concern for relationships but a low concern for task 
accomplishment. Like avoiding, this can be a useful approach in groups that have shown a high degree of 
conflict. Accommodating others in this situation provides for an opportunity for tempers to cool and to 
move toward resolution.

PowerPoint slide 13
Content:

A. Techniques for Enhancing Group and Team Creativity
• Brainstorming
• Nominal-Group Technique
• Delphi Technique
• Electronic Brainstorming
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PowerPoint slide 14
Content:

A. Team Leadership
• Leadership Decisions

– Continue to monitor or take action?
– Intervene to meet task or relational goals?
– Intervene internally or externally?

• Leadership Actions
– Internal task
– Internal relational
– External environmental

Notes:

The responsibility for leadership in a team may fall on a formal leader or be shared by team members (the 
latter is called distributed leadership).

• Leadership Decisions: Team leaders have to make a series of decisions:
– Continue to monitor or take action?

■ The leader must monitor both the internal and external environment of the team to determine the 
next step. The leader may gather information from team members, from those outside the group, or 
from evaluating group outcomes. After gathering and interpreting information, leaders must take 
the right action based upon this information.

– Intervene to meet task or relational goals?
■ The two critical functions of a group, task and socioemotional or relational goals, were discussed 

earlier in this chapter. This decision involves determining whether the team needs help with relational 
or task issues.

– Intervene internally or externally?
■ The third strategic decision is the level of team process that needs attention: internal task or relational 

goals or external environmental factors. Internal issues might be group conflict or unclear goals 
whereas external issues might be lack of organizational support for the team.

• Leadership Actions: Leadership actions may be internal or external and might focus on either the task or 
relational goals of the team:
– Internal Task

■ Goal focusing
■ Structuring for results
■ Facilitation decision making
■ Training members in task skills
■ Maintaining standards of excellence

– Internal relational
■ Coaching team members in interpersonal skills
■ Collaborating
■ Managing conflict and power issues
■ Building commitment and team spirit
■ Satisfying individual member needs
■ Modeling ethical and principled practices
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– External environmental
■ Networking and forming alliances
■ Advocating and representing the team
■ Negotiating upward to secure needed resources, support, and recognition for the team
■ Buffering the team from external distractions
■ Assessing environmental indicators of team effectiveness
■ Sharing relevant information with the team

Successful teams consistently demonstrate eight characteristics:
1. A clear elevating goal: Teams often fail because they are given a vague task and then are asked to work out 

the details. Teams also fail because they let personal agendas or power issues replace their goal.
2. Results-driven structure: Different types of teams have different types of structures. An effective team 

must use the appropriate structure; members need clear roles, a good communication system, methods 
for assessing individual performance, and an emphasis on fact-based judgments.

3. Competent team members: Team members need not only sufficient information, education, and training, 
but also interpersonal and teamwork skills, and ideally certain personal characteristics, such as openness, 
supportiveness, action orientation, and a positive attitude.

4. Unified commitment: A common occurrence is to call a group a team and then treat it as a collection of 
individuals. Teams don’t just happen; they must be developed.

5. Collaborative climate: A collaborative climate is one in which members can stay problem-focused, listen 
to and understand one another, feel free to take risks, and be willing to compensate for one another. To 
build a collaborative climate, trusting relationships need to be developed based on openness, honesty, 
consistency, and respect. Effective team leaders ensure a collaborative climate by making communication 
safe, demanding and rewarding collaborative behavior, guiding the team’s problem-solving efforts, and 
managing their own control needs.

6. Standards of excellence: The organization or the team must set standards of excellence so that team 
members will feel pressure to perform at their highest levels. A leader can facilitate this process by 
requiring results, making expectations clear, reviewing results, providing feedback to resolve performance 
issues, and rewarding results.

7. External support: A common mistake is to give teams challenging assignments but no organizational 
support to accomplish them. Organizations also often ask employees to work on difficult assignments 
but then do not reward them with raises or bonuses. Teams that are given the resources needed to 
do their jobs are recognized for their accomplishments and rewarded for team rather than individual 
performance and can achieve excellence.

8. Principled leadership: Effective leaders are committed to the team’s goals and give members autonomy 
to achieve those goals. Leaders can reduce team effectiveness by being unwilling to confront inadequate 
performance, having too many priorities, and overestimating the positive aspects of team performance.

PowerPoint slide 15
Content:

A. Communicating in Virtual Teams
• Developing Trust
• Cultural Differences
• Managing conflict
• Brainstorming
• Proper Training
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Notes:

Success in virtual teams depends to some extent on the characteristics of virtual team members:
• A willingness to share information
• Being proactively engaged
• Being collaborative
• Being organized
• Having good social skills
• Providing useful feedback
• Offering assistance to teammates

Exercise: Play the video found at http://www.youtube.com/watch?v=ABmj3Hj286w and ask students to discuss 
the main points presented in the video.

ANSWERS TO CHAPTER DISCUSSION QUESTIONS

1. What are group norms and how do they structure interactions within a group?
Student responses will vary but students must discuss some of the following factors: Group norms are 
the different roles, standards, relationships, procedures, trust, and communication agreed upon group 
members.

Tags: BUSPROG: Analytic | Communication
DISC: Patterns | Teamwork
LO: 10-1 | 10-3
Bloom’s: Comprehension
Difficulty: Easy
Topic: Stages of Group Development | The Effects of Group Cohesion

2. What are group roles and which roles occur most frequently in groups? Which roles are productive and 
why? Which roles are destructive and why?
A. Task Roles: members focus on the group’s goals, its task, and members’ attempts to support one another 

as they work.
B. Socioemotional or Social Maintenance Roles: members’ emotional needs are met.
C. Individualistic Roles: members emphasize their own needs over those of the group and perform little 

work.

Both task and socioemotional/maintenance roles are productive because they contribute to the success 
of the group. Individualistic roles can be destructive because they often do not contribute to the proper 
functioning of a group.

Tags: BUSPROG: Analytic | Communication
DISC: Patterns | Teamwork
LO: 10-2
Bloom’s: Comprehension
Difficulty: Moderate
Topic: Group Roles



 Chapter 10 Communicating in and Leading Groups and Teams 137

Copyright © 2019 by Wessex Press, Inc. All rights reserved.

3. What are the sources of conflict in groups? How can conflict be managed effectively?
A. Personal Conflict: rooted in individuals’ dislike of other group members.
B. Substantive Conflict: when group members discuss their problems and plans, they sometimes disagree 

with one another’s analyses.
• Groupthink: conformity-seeking behavior of cohesive groups that interferes with effective decision 

making.
C. Procedural Conflict: occurs when strategies, policies, and methods collide.
D. Conflict and Competition:

• Competitors: people who view disagreements as win-lose situations and find satisfaction in forcing 
their views on others.

• Cooperators: individuals who value accommodative interpersonal strategies in groups.
• Individualists: individuals who are concerned only with their own outcomes in group situations.

E. Social Dilemma:
• Fundamental Attribution Error: conflict that is exacerbated by members’ tendencies to misperceive 

others and to assume that the other party’s behavior is caused by personal rather than situational 
factors.

Tags: BUSPROG: Analytic | Communication
DISC: Patterns | Teamwork
LO: 10-6
Bloom’s: Comprehension
Difficulty: Easy
Topic: Sources of Group Conflict

4. Describe Hill’s team leadership model. What communication skills are required to enhance team effec-
tiveness in task accomplishment? Effectiveness of team relationships? Team effectiveness in terms of its 
relationship with its environment?
Hill’s team leadership model begins with the decisions that a leader must take; the next step is to take action 
and, hopefully, these actions will result in team effectiveness.

The communication skills that are required to enhance team effectiveness in task accomplishment include 
goal focusing, structuring for results, facilitating decision making, training, and maintaining standards.

The communication skills that are required to enhance effectiveness of team relationships include coaching, 
collaborating, managing conflict, building commitment, satisfying needs, and modeling principles.

The communication skills that are required to enhance team effectiveness in terms of its relationship with 
its environment include networking, advocating, negotiating support, buffering, assessing, and sharing infor-
mation.

Tags: BUSPROG: Analytic | Communication
DISC: Patterns | Teamwork
LO: 10-7
Bloom’s: Analysis
Difficulty: Challenging
Topic: Team Leadership



138 Strategic Management Communication for Leaders 4e INSTRUCTOR’S MANUAL

Copyright © 2019 by Wessex Press, Inc. All rights reserved.

5. What is the critical aspect in the success of virtual teams? How might this aspect be ensured?
The success of digital collaboration depends largely upon team members’ abilities to adopt new ways of 
working. What is important is the process that is used to help people make the required behavior changes.

Virtual team leaders must be able to read all the personal and contextual nuances in a world of electronic 
communications. They must be able to understand the possible causes of silence, misunderstanding, and 
slights without any of the usual signs to guide them. Leaders must be sensitive to the “flow” of team processes, 
paying attention to the smallest matters to head off potential problems that could derail the team’s task.

Tags: BUSPROG: Analytic | Communication
DISC: Patterns | Teamwork
LO: 10-8
Bloom’s: Application
Difficulty: Moderate
Topic: Team Leadership

APPLICATIONS

1. Observe a group meeting. Attempt to identify the stage of group formation for the team. Identify the 
roles that the respective members of the group play. If conflict occurs, what type is it? What types of 
conflict resolution behaviors are used to deal with the conflict? After completing your observation, write 
a report to the team summarizing your findings and providing recommendations for how they might 
improve their team processes.
Student responses will vary based upon the type of interactions observed in the group meeting.

Tags: BUSPROG: Analytic | Communication
DISC: Patterns | Teamwork
LO: 10-1 | 10-2 | 10-6
Bloom’s: Application
Difficulty: Moderate
Topic: Group Roles | Stages of Group Development | Sources of Conflict | Conflict Resolution

2. Write a group contract. One way to ensure that a group has the discussion that is necessary to begin on 
the path of performing is to create a group contract. Creating a group contract ensures that you have 
discussed your expectations of one another, assigned task responsibilities, created deadlines, and talked 
about group member roles. In addition, a group contract details the procedure for dealing with the failure 
to meet these agreed-upon expectations. To complete a group contract, review the following steps:
a. You and your group members should discuss and identify your expectations of one another regarding 

the completion of a team project. These expectations generally include concerns about participation, 
the meeting of deadlines, attendance at in-class group meetings and at other group meetings, and the 
revision of individual sections of your presentation or paper to meet group standards. Group stan-
dards regarding the quality of work expected or the grade desired are also often useful. In addition, 
you may want to agree upon deadlines for the various components of the project as well as assign 
group roles and responsibilities.

b. You and your group members should discuss and identify the consequences for not fulfilling these 
expectations. Specifying consequences is important for two reasons: (1) It provides an opportunity to 
empower group members; and (2) it mitigates against the enabling of free-riding and social loafing. An 
example of a consequence includes reducing the percentage of an individual’s group grade if deadlines 
are not met or if revisions are not made to individual assignments as expected by the team. Another 
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example of a consequence might be the termination of an individual’s membership in the group if a 
certain number of contract transgressions occur.

c. Each group should write a contract that specifies its expectations of individual members as well as the 
consequences for not fulfilling these expectations. You should be as specific as possible. For example, 
you should specify what constitutes poor attendance, inadequate participation, and low-quality work. 
Consequences for not fulfilling expectations should be as specific as your group’s expectations. As 
discussed previously, your contract might also include a schedule as well as the assignment of group 
members’ responsibilities.

Student responses will vary but must include steps a–c.

Tags: BUSPROG: Analytic | Communication
DISC: Patterns | Teamwork
LO: 10-6 | 10-7
Bloom’s: Application
Difficulty: Moderate
Topic: Group Roles | Stages of Group Development

3. Team member evaluations. Use the following template to generate an internal team review. Please rank 
team members according to their value to the team. Additionally, provide each team member with a short 
paragraph outlining this individual’s strengths, and an additional paragraph outlining an area where this 
individual needs to improve.

To begin the process, record each team member’s name and score his performance on a scale of 1 to 5 
(1 being lowest and 5 being highest) for each of the team-related activities, using the template provided.
Student responses will vary by team but they should use the template provided in the text on p. 304 for 
their evaluations.

Tags: BUSPROG: Analytic | Communication
DISC: Patterns | Teamwork
LO: 10-1
Bloom’s: Analysis
Difficulty: Challenging
Topic: Forming Groups | Stages of Group Development

4. Conduct research and develop a plan to improve teamwork at your workplace. Write an informal proposal 
to your manager outlining your plan and explaining its benefits.
Student responses will vary but should include some of the following factors:
A. Characteristics of Successful Teams:

• A clear elevating goal
• Results-driven structure
• Competent team members
• Unified commitment
• Collaborative climate
• Standards of excellence
• External support
• Principled leadership

B. The success of digital collaboration depends largely upon team members’ abilities to adopt new ways 
of working.

C. Teams that invest in basic teamwork skills and team leadership succeed in working electronically.
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D. Teams that concentrate only on the enabling technology fail.
E. The secret is to build team relationships before focusing on task problems. Training is necessary to 

achieve this goal.

Tags: BUSPROG: Analytic | Communication
DISC: Patterns | Teamwork
LO: 10-7
Bloom’s: Synthesis
Difficulty: Challenging
Topic: Team Leadership

5. Conduct research on the benefits of virtual teams. Prepare a proposal for your manager outlining the 
benefits and proposing a shift to virtual teams at your workplace.
Student responses will vary but should include the following benefits of virtual teams:
A. When team members receive the same information at the same time and quickly, the conflict that 

comes from selective or secret information flow is avoided. Departmental politics are minimized.
B. Accountability of team members to each other and to the work increases significantly. Participation 

and individual contributions by members are evident to everyone on the team.
C. Even though members may be remote, decisions can be made with the knowledge and participation 

of the entire team.
D. Because team members have the most current information, they can make high- quality decisions 

quickly.
E. The digital space serves as a record. This has two benefits: (1) A record of any decision stays in the 

shared digital space, ensuring it will stick; and (2) relevant documents reside in that space and can be 
easily accessed. This ability also eliminates any ambiguity about which version is current.

F. Important information stays with the team through changes in membership. New team members 
can become contributors faster because the team’s history and intellectual capital reside in the shared 
space.

As with many aspects of communication, the success of virtual teams often depends on adequate planning 
and preparation.

Tags: BUSPROG: Analytic | Communication
DISC: Patterns | Teamwork
LO: 10-8
Bloom’s: Evaluation
Difficulty: Challenging
Topic: Team Leadership
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CASE ANALYSIS

Nokia, OYJ: A Case Study about the Impact of Communication on 

Innovation

Answer to Discussion Question

1. What are the most pertinent questions that should be asked in order to address the critical issues, main 
decisions, and possible solutions to this case?
Student responses will vary. The first question that needs to be asked is “how can we change the corporate 
culture and structure to eliminate bureaucracy and internal competition, and enhance collaboration and 
innovation?” An effective response to this question would help eliminate many of the problems highlighted 
in this case.
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CHAPTER SYNOPSIS

Because communication is often vigorously marginalized as a remedial, soft skill by business schools and 
their various research regimes, its processes as a strategic activity are underdeveloped. As a strategic approach 
to organizational communication, it is still very much in its infancy, particularly in covering the importance 
and complexity of communication in a business settings. This chapter thus provides a quick overview of 
the research and basic models of strategic communication, then looks at methods to plan and execute both 
internal and external communication strategies. The themes of strategic communication, both internally and 
externally, indicate that this planning needs to be aligned with the broader goals and values of the organiza-
tion and with each other. Planning begins with the organization’s goals and values but should also take into 
account its stakeholders when developing that vision. We will talk about recognizing the parallels between 
the steps of strategic message formulation as they apply on the individual level and those for the organiza-
tion, as well as understanding the key functions of many external communication programs including media, 
 investors, and public relations.

LEARNING OBJECTIVES

■ Identify the three basic models for strategic organizational communication.

■ Understand the value of creating a strategic communication plan for your organization.

■ Conduct a communication audit to assess the current state of internal communication and identify areas 
for improvement.

■ Develop an internal communication plan and assess its effectiveness.

■ Understand the components of an external relations program.

■ Understand the key functions of many external relations programs, which include:
• public relations and image building
• investor relations
• issues management
• risk and crisis communication

■	Deal successfully with the media, including performing interviews and handling crisis situations.

LECTURE OUTLINE

I. Introduction

PowerPoint slide 2
Content:

A. Models of Strategic Organizational Communication
• Linear
• Adaptive
• Interpretive
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Notes:
A. Models of Strategic Organizational Communication

• Linear
– Using this model, managers identify goals, generate alternatives for achieving those goals, weigh 

the likelihood of success for each alternative, and then decide which to implement. This model is 
concerned with presenting managerial plans to stakeholders and with stakeholders’ acceptance of 
those plans.

• Adaptive
– Shifts the focus of strategy from sequential planning and implementation to continuous adjust-

ment of the relationship between the organization and its environment. In the adaptive model, 
the organization is an open system in a dynamic environment where the “goal” is represented by 
co- alignment of the organization with its environment. This model is less centralized than the 
linear model, but it still places strategy in the domain of management.

• Interpretive
– In this model, strategy is concerned with the management of meaning and with symbol construction 

aimed at legitimizing the organization by providing “orienting metaphors and frames of reference 
that allow the organization and its environment to be understood by organizational stakeholders.” 
Strategic communication is about negotiating and shaping stakeholders’ understandings of what 
the organization is and what it does.

Exercise: Ask students to give examples of personal experiences with the three (3) models of strategic manage-
ment communication. Have students been in the position to use any of these models? Have their supervisors 
used them?

II. Strategic Internal Communication

PowerPoint slide 3
Content:

A. Strategic Internal Communication
• Costs to an organization from poor employee communication:

– Increased employee turnover
– Increased absenteeism
– Dissatisfied customers from poor customer service
– Higher product defect rates
– Lack of focus on business objectives
– Stifled innovation

Notes:
A. Strategic Internal Communication (also called employee communication) is management’s efforts to 

provide information to and exert influence with the organizational membership.
• The costs to an organization from poor employee communication include:

– Increased employee turnover
– Increased absenteeism
– Dissatisfied customers from poor customer service
– Higher product defect rates
– Lack of focus on business objectives
– Stifled innovation
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B. Internal Communication is a key contributor to organizational effectiveness and productivity.
• Lack of an internal communications program often results from the following management atti-

tudes:
– If I know it, then everyone must know it.
– Communication just happens.
– We hate bureaucracy—we’re “lean and mean.”
– Did you hear what I meant for you to hear?
– We need a solution now!
– So what’s to talk about?
– If I need your opinion, I’ll tell you.

• An internal communication plan often deals with four common functional areas:
1. Orientation and indoctrination
2. Morale and satisfaction
3. Compensation and benefits
4. Organizational change and development

C. Research shows that engaged employees are more productive, yet many companies do not take 
employee communication strategy as seriously as they do the financial and operational components 
of management strategy.

PowerPoint slide 4
Content:

A. The Communication Audit
• Demonstrate through data how communication problems are causing organizational problems
• Generate specific recommendations for how actual communication practice can be enhanced
• Make transparent the organizational benefits of adopting those actions in addition to the weak-

nesses they are designed to address
• Prioritize recommendations so organizations are not immobilized by the prospect of implementing 

them

PowerPoint slide 5
Content:

A. Developing an Internal Communication Plan
• What are the organization’s goals, ambitions, and strategic aspirations for the future?
• What do the people in the organization need to think, feel, and do in order to make those goals a 

reality?
• Where are employees now and what needs to change in their current perceptions, attitudes, or 

access to basic information?
• What is the role of the internal communication function in helping close the gap of what manage-

ment wants for the future and what exists today?
• What are the roles and responsibilities of leaders, managers, employees, and communication profes-

sionals?
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• What are the communication activities the organization is going to need— and who will be respon-
sible for those activities?

• What are the resource levels needed?
Notes:

A. Once you have data from a communication audit, you can begin developing an internal communica-
tion plan. An effective approach for developing the internal communication strategy is to answer the 
following questions:
• What are the organization’s goals, ambitions, and strategic aspirations for the future?
• What do the people in the organization need to think, feel, and do in order to make those goals a 

reality?
• Where are employees now and what needs to change in their current perceptions, attitudes, or 

access to basic information?
• What is the role of the internal communication function in helping close the gap of what manage-

ment wants for the future and what exists today?
• What are the roles and responsibilities of leaders, managers, employees, and communication profes-

sionals?
• What are the communication activities the organization is going to need— and who will be respon-

sible for those activities?
• What are the resource levels needed?

B. As you begin to develop your strategy, consider these 12 essential elements of a successful internal 
communications strategy:
 1. Effective employee-direction communications must be led from the top
 2. The essence of good communications is consistency
 3. Successful employee communications owe as much to consistency, careful planning, and atten-

tion to detail as they do to charisma or natural gifts
 4. Communication via the line manager is most effective
 5. Employee communications are not optional; they are part of business as usual and should be 

planned and budgeted for as such
 6. There must be integration between internal and external communications
 7. Timing is critical
 8. Tone is important
 9. State your message from your audience’s point of view
10. Communication is a two-way process
11. A single key theme or a couple of key themes is a means of giving coherence to a range of diverse 

employee communication initiatives
12. Set standards and stick to them

C. It is important to ensure that an internal communication plan enables both upward and downward 
communication flows.
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III. Strategic External Communications

PowerPoint slide 6
Content:

A. Strategic External Communication
• Public Relations
• Issues Managements

Notes:
A. External strategic communication includes public relations and issues management efforts designed to 

influence consumers, communities, special-interest groups, voters, regulators, legislators, and others 
outside the organization.

B. External communication occurs in at least three major forms: (1) advertising and promoting products 
and services, (2) creating and maintaining a desirable public image for the organization, and (3) 
shaping public opinion on issues important to the organization.

Exercise: Play the video found at http://www.youtube.com/watch?v=ASKij17eMD4 and ask the students to 
discuss the major points delivered in the video.

PowerPoint slide 7
Content:

A. Public Relations, Reputation Management, and Image Building
• Managing Identity
• Creating Web Presence
• Gaining Publicity

Notes:
A. Public relations is “the management function which evaluates public attitudes, identifies the policies 

and procedures of an individual or an organization with the public interest, and executes a program of 
action to earn public understanding and acceptance.”

B. Reputation management is “the practice of attempting to shape public perception of a person or orga-
nization by influencing information about that entity.” What necessitates this shaping of perceptions 
is the role of consumers in any organization and recognition of how ignoring these perceptions may 
harm a company’s performance.

C. Image building is defined as the process of creating the identity an organization wants its relevant 
publics to perceive. Identity is the visual manifestation of the image of the organization as conveyed 
through its logo, products, services, buildings, stationery, uniforms, and other tangible items created 
by the organization to communicate with a variety of constituencies.

D. Managing the Organization’s Identity
1. Conduct an identity audit
2. Set identity objectives
3. Develop designs and names
4. Develop prototypes
5. Launch and communicate
6. Implement the program
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E. Creating a company website enables organizations to accomplish a number of activities, including:
• Updating employees and customers about organizational changes
• Selling products and services
• Advertising employment opportunities
• Creating a first point of contact for customers through order entry, customer service systems, and 

online call centers

F. Gaining Publicity
• A major purpose of many public relations programs is to provide information to the media in the 

hope that it will be published or broadcast. Important aspects of the news include:
– Timeliness
– Prominence
– Proximity
– Significance
– Unusualness
– Human interest
– Conflict
– Newness

Exercise: Play the video found at http://www.youtube.com/watch?v=cD_mYKc20OY and ask students to 
discuss the main points presented in the video.

IV. External Communication Issues

PowerPoint slide 8
Content:

A. Investor Relations
• Current perceptions in the investment community?
• Investor relations within the company?
• Objectives of the investor relations program?
• What activities are necessary?

Notes:
A. Those involved in investor relations are responsible for marketing the stock of public companies to 

investors either directly or through securities analysts. Investor relations manages relations with both 
individual shareholders and institutional investors, such as pension and mutual funds, banks, and 
insurance companies.

B. In order to develop a formal investor relations program, companies must answer four critical ques-
tions:
1. What is the current perception of the company in the investment community?
2. Where does investor relations fit within the company?
3. What are the objectives of the investor relations program?
4. What activities are necessary to achieve these objectives?
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PowerPoint slide 9
Content:

A. Issues Management
• Metrics
• Change
• Advocacy

Notes:
A. Issues management is “the organized activity of identifying emerging trends, concerns, or issues likely 

to affect an organization in the next few years and developing a wider and more positive range of orga-
nizational responses.”

B. Issues management has become a concern because executives and managers tend to avoid dealing 
with public issues. One model developed to explain how such failures occur characterizes organiza-
tional responses by two factors:
1. The organization’s stake in maintaining the status quo
2. The perceived legitimacy of the public’s complaints against the status quo

C. Monitoring and Metrics. To deal with this problem, organizations should develop some means of 
tracking and monitoring issues as they develop. Techniques for tracking and predicting the develop-
ment of issues include:
• Trend extrapolation
• Trend impact analysis
• Scanning
• Monitoring
• Scenario writing

D. Change. The data collected to manage issues may also provide a path for organizational change (see 
Starbucks Corp. example on p. 322).

E. Advocacy. In addition to image building, may organizations engage in issues advocacy when they have 
a stake in defending a particular position on an issue (see ExxonMobil example on p. 323).

Exercise: Play the video found at http://www.youtube.com/watch?v=GJMklhZGJVE and hold a meaningful 
discussion related to the main points presented.

PowerPoint slides 10 & 11
Content:

A. Risk and Crisis Communication
• Risk

– Risk factors
• Crisis

– During a crisis
Notes:

A. Risk and crisis communication are closely related but separate activities. Risk is the chance of loss 
(or gain) whereas a crisis is more urgent and immediate and is commonly associated with a potential 
negative outcome. Crisis is thus an event or episode that is caused by risk.
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B. Risk communication focuses on risk factors, specifically on communicating risk factors related to 
industrial technologies, natural hazards, and human activities, in order to prevent or reduce the like-
lihood they will occur and mitigate potential loss.

C. Crisis communication focuses on communication during a crisis that affects the organization’s rela-
tionship with its stakeholders, especially if it draws media attention. The three key issues in crisis 
management are:
1. Planning and preparing for crisis events
2. Behavior of the organization during a crisis
3. Communicating with important publics during the crisis

D. Five steps in the crisis communication planning process:
1. Identify the potential crises
2. Evaluate the impact of a crisis, not only in terms of the actual event but the public response to it
3. Assign responsibility for execution of the crisis management program
4. Put the plan in writing
5. Rehearse the actions outlined in the plan

E. During a crisis, an organization should:
1. Get control of the situation
2. Gather information about the situation
3. Communicate early and often
4. Communicate directly with affected parties

Exercise: Play the video found at http://www.youtube.com/watch?v=GJMklhZGJVE and hold a meaningful 
discussion related to the main points presented.

PowerPoint slide 12
Content:

A. Handling the News Media
• Prep for Interviews
• Perform Interviews
• Develop Relationships

Notes:
A. Organizations should not wait for a crisis to develop relationships with members of the media if they 

truly want to take advantage of the media’s image-building capabilities. In addition to identifying 
writers who cover your industry and targeting stories to them specifically, it is important that commu-
nication professionals within the organization are responsive to calls from the media.

B. Preparing for a News Interview
1. Develop a strategy
2. Refine and rehearse the message
3. Confirm the details and ground rules
4. Make sure that you are up on the news
5. Prepare a note card with important details
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C. Performing the News Interview
• Lead with your main point
• Express your key points from the public’s point of view
• Use plain language
• Maintain control
• Be honest
• Take responsibility
• Remain calm and avoid arguments
• Rephrase the question
• Try to be friendly, helpful, and patient

PowerPoint slide 13
Content:

A. Communicating with the Media During a Crisis
• Anticipate questions
• Prepare a statement
• Outline current plan
• Limit Q&A
• Don’t speculate or make predictions
• Don’t make remarks “off the record”

Notes:
A. Follow these guidelines during a crisis when communicating with the press:

• Anticipate questions and determine who will answer them. Ideally, question- and-answer sheets 
should be prepared for management personnel who may be asked questions by the news media. 
Anticipate which questions might be asked during a briefing and who should best respond.

• Prepare and deliver a brief statement. After introducing yourself and others representing your 
company, deliver a brief statement (less than two minutes in length) that focuses only on the facts 
that can be confirmed at that time.

• Outline your organization’s current response effort and action plan.
• Limit the question-and-answer session to no more than ten minutes.
• Don’t speculate or make predictions.
• Don’t make any remarks “off the record.” Such comments might lead reporters to believe there is 

more to the story that they can pursue.

ANSWERS TO CHAPTER DISCUSSION QUESTIONS

1. What are the three models of organizational strategy proposed by Chaffee? What are the characteristics 
of each?
A. Linear: strategy consists of integrated decisions, actions, or plans that will set and achieve viable orga-

nizational goals.
B. Adaptive: the focus of strategy is shifted from sequential planning and implementation to continuous 

adjustment or co-alignment of the relationship between the organization and the opportunities and 
risks in its environment.
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C. Interpretive: strategy is concerned with the management of meaning and with symbol construction 
aimed at legitimizing the organization by providing orienting metaphors and frames of references that 
allow the organization and its environment to be understood by organizational stakeholders.

Tags: BUSPROG: Analytic | Communication
DISC: Patterns
LO: 10-1
Bloom’s: Knowledge
Difficulty: Easy
Topic: Models of Strategic Organizational Communication

2. What are some of the costs to an organization of poor employee communication? What are some of the 
common reasons that are cited for a lack of an employee communication plan?
A. Costs to an organization from poor employee communication include:

• Increased employee turnover
• Increased absenteeism
• Dissatisfied customers from poor customer service
• Higher product defect rates
• Lack of focus on business objectives
• Stifled innovation

B. Common reasons for a lack of an internal communication program include the following attitudes of 
management:
• If I know it, then everyone must know it
• Communication just happens
• We hate bureaucracy — we’re “lean and mean”
• Did you hear what I meant for you to hear?
• We need a new solution now!
• So what’s to talk about?
• If I need your opinion, I’ll tell it to you

Tags: BUSPROG: Analytic | Communication
DISC: Patterns | Consequences
LO: 10-2
Bloom’s: Knowledge
Difficulty: Moderate
Topic: Models of Strategic Organizational Communication | Strategic Internal Communication

3. What are the elements of a successful employee communication program?
A. Five aspects of successful internal communication programs:

1. Management is supportive
2. A professional communication staff is close to the issues and included in the strategic planning
3. Communication reinforces strategic objectives to all employees
4. Communication uses all appropriate media, but face-to-face is best
5. The communication program is formally and frequently assessed for effectiveness

Tags: BUSPROG: Analytic | Communication
DISC: Patterns | Audience
LO: 10-2
Bloom’s: Knowledge
Difficulty: Easy
Topic:  Models of Strategic Organizational Communication | Developing an Internal 

Communication Plan
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4. What are the steps involved in developing a strategic external relations program? What challenges might 
you anticipate in developing such a program and how might they be addressed?
A. Identify your purposes and strategic objectives
B. Identify the major audiences or stakeholders
C. Establish the appropriate channels or media
D. Create, refine, and test your major messages
In addition to these steps, an effective external relations program should monitor the impact of its messages 
to gather data that can be used to improve the program. Gathering this information can be expensive 
and time-consuming, but two of the most common methods used to obtain feedback from external audi-
ences are focus groups and surveys. To get useful data, those designing and implementing these infor-
mation-gathering methods need to be well trained in such research methods to obtain useful results. If 
in-house people don’t have these skills, outside consultants can be hired to gather data, analyze, interpret, 
and communicate the results.

Tags: BUSPROG: Analytic | Communication
DISC: Patterns
LO: 10-6
Bloom’s: Analysis
Difficulty: Moderate
Topic: Strategic External Communication

APPLICATIONS

1. Use participant observation to conduct a “mini” communication audit of an organization of which you 
are a part. Participant observation involves participating in organizational activities involving communi-
cation and assessing how and when communication is performed. Summarize the results of your obser-
vations in an informal report you address to the leader of the group.
Student responses will vary based upon the organization selected.

Tags: BUSPROG: Analytic | Communication
DISC: Patterns
LO: 10-3
Bloom’s: Synthesis
Difficulty: Challenging
Topic: Strategic Internal Communication | Conducting a Communication Audit

2. Collect a variety of documents created by an organization. These might include publications, campaign 
materials, press releases, a Web site, and so on. Review the documents to assess their effectiveness in 
terms of strategic communication issues. That is, identify the audiences for the message, their purposes, 
and the channel and media used, and assess how well the documents meet these strategic goals. Write an 
informal report that summarizes your findings to the leader of the organization.
Student responses will vary based upon the organization selected.

Tags: BUSPROG: Analytic | Communication
DISC: Audience | Patterns | Purpose
LO: 10-6 | 10-7
Bloom’s: Evaluation
Difficulty: Challenging
Topic:  Strategic External Communication | Public Relations and Image Building | Issues 

Management
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3. Select an organization to which you have access. Prepare a list of open-ended questions intended to elicit 
responses from employees or members of the organization about its communication practices. Conduct 
interviews with five persons who are members of the organization. Write an informal report to the leader 
of the organization that summarizes your findings.
Student responses will vary based upon the organization selected. The open-ended questions, however, 
must be carefully crafted so that they generate a very good idea of the types of internal and external 
communication practices embraced by the organization.

Tags: BUSPROG: Analytic | Communication
DISC: Patterns
LO: 10-3
Bloom’s: Synthesis
Difficulty: Challenging
Topic: Conducting a Communication Audit

4. Select an organization that has a web presence. Then prepare an informal report in which you identify 
and analyze the effectiveness of the organization’s logo, slogans, letterhead, product designs, and promo-
tional materials in terms of how well you think they reinforce the themes identified in the company 
mission statement. In performing your analysis, take into consideration how they might be perceived by 
the major audiences or stakeholders for the materials.
Student responses will vary based upon the organization selected.

Tags: BUSPROG: Analytic | Communication
DISC: Communication Evolution | Patterns | Receiver reactions | Stakeholders
LO: 10-6 | 10-7
Bloom’s: Analysis
Difficulty: Challenging
Topic:  Strategic External Communication | Public Relations and Image Building | Creating a Web 

Presence

5. Identify a recent crisis that an organization has faced. Conduct research on that crisis and write an 
informal report in which you (a) summarize the facts of the crisis situation, (b) prepare a two-minute 
statement that could be delivered to the press, and (c) identify potential questions you might receive from 
the press and provide your responses to them.
Student responses will vary but should include a discussion of the following issues:
A. Crisis Communication: requires management in situations that affect an organization’s relationships 

with its stakeholders, particularly those that draw media attention

B. Steps to respond to a crisis:
• Get control of the situation
• Gather information about the situation
• Communicate early and often
• Communicate directly with affected parties

C. Communicating during a crisis:
• Anticipate questions and determine who will answer them
• Prepare and deliver a brief statement
• Outline your organization’s current response effort and action plan
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• Limit the question-and-answer session to no more than ten minutes
• Don’t speculate or make predictions
• Don’t make any remarks “off the record.”

Tags: BUSPROG: Analytic | Communication
DISC: Audience | Patterns | Stakeholders
LO: 10-7
Bloom’s: Analysis
Difficulty: Challenging
Topic: Risk Communication and Crisis Communication

CASE ANALYSIS

Amazon.com, Inc.: Big Ideas in a Bruising Workplace

Answers to Discussion Questions

1. Has this newspaper article seriously undermined the brand reputation of Amazon.com?
Student responses will vary. No, but it does raise questions about the company’s long-term viability if its 
current management practices are sustained.

2. Should Jeff Bezos change the firm’s leadership principle? Or, should he stick with his view of leadership at 
Amazon?
Student responses will vary. It depends on the company’s philosophy, which seems to be growing larger 
at any cost. If this is the goal, then the current management philosophy appears to be working. But if the 
company is interested in creating a more stable profit picture, some practices would need to change.

3. What should the balance be between encouraging fair competition and fostering a spirit of cooperation?
Student responses will vary. It depends on the company’s goals. See previous.

4. Was the internal memo written to employees after publication of the Times article the best way for Jeff to 
communicate and alleviate employee concerns? Has he chosen the right message and proper channel for 
that message?
Student responses will vary. It depends on his intentions. If the intention is to scare employees into silence, 
he has accomplished his goal. If his intention is to change the company culture (of which there is little 
evidence), then he should have face-to-face meetings with groups of employees to better show concern.


