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Process Model of Communication




Communication Flow in an Organization

Communication

Principles of Management, Carpenter, Bauer, Erdgon




Who Managers Spend Time with at Work

Superiors
14%

Internal
Others
17%

- Subordinates
46%

:~\_4

External
Others
23%

Principles of Management, Carpenter, Bauer, Erdgon
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Types of Communication




Information

Channel Richness

Formal reports,
bullefins

Live speeches

Memos, letters

Low High
channel channel
richness richness

Face-fo-face

Voice mail ,
conversafions

Source: Based on R. H. Lengel and R. L. Daft, “The Selection of Communication Media as an Executive Skill,” Academy of Management Executive, August 1988, pp.
225-232; and R. L. Daft and R. H. Lengel, “Organizational Information Requirements, Media Richness, and Structural Design,” Managerial Science, May 1996, pp. 554-
572. Reproduced from R. L. Daft and R. A. Noe, Organizational Behavior (Forth Worth, TX: Harcourt, 2001), p. 311.



Face-to-Face

Most people prefer to get
Information face-to-face, especially
from their iImmediate supervisor.




Benefits Face-to-Face




Guldelines Face-to-Face

« Use In-person communication when
you have to share information that will
affect the audience.

» Use for performance evaluations and
feedback.

« Use when the information being
communicated needs immediate
attention.

* Be prepared to answer guestions
directly and immediately.



Speaker Credibility

« DO give people honest, direct, and
comprehensive information.

« DON’T answer phone or take call
when someone Is in your office.

« DON'T wait too long to ask for (or to
give) feedback, gather information
Immediately.



« DO give people your undivided
attention: listen, really listen, give full
attention.

« DO treat people’s ideas and concerns
as critical and serious: EMPOWER
THEM.

« DON’T make the conversation one
way. Invite responses, discuss and
debate.



CommuURnICAiion IS |
WRER YoU (st

VOUr Message.




Types of Meetings

* Executive Briefing

* Informational

* Meeting with a Stakeholder
« Staff Meeting
 Team Building
 Informal

W B W
e Others... - Qsa’r




Why Meet?




Effective Meetings




Effective Meetings




Meetmg Klllers







Written Communication

e Memos

* Reports

» Bulletins

e |etters \

* Policy (.!
+ Email A/

« Handwritten notes
« PowerPoint






Information

Channel Richness

Formal reports,
bullefins

Live speeches

Memos, letters

Low High
channel channel
richness richness

Face-fo-face

Voice mail ,
conversafions

Source: Based on R. H. Lengel and R. L. Daft, “The Selection of Communication Media as an Executive Skill,” Academy of Management Executive, August 1988, pp.
225-232; and R. L. Daft and R. H. Lengel, “Organizational Information Requirements, Media Richness, and Structural Design,” Managerial Science, May 1996, pp. 554-
572. Reproduced from R. L. Daft and R. A. Noe, Organizational Behavior (Forth Worth, TX: Harcourt, 2001), p. 311.



Benefits Written

Creates a permanent record.

Allows you to store information for
future reference.

Easily distributed.

Consistency Is quality — All recipients
receive the same information.

Necessary for legal and binding
documentation.



Challenges of Written
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For Example




1. Circle the prepositions (of, in, about, for, onto, into).

2. Draw a box around the "is" verb forms.

3. Ask, "Where's the action?"

4. Change the "action" into a simple verb.

5. Move the doer into the subject (Who's kicking whom).
6. Eliminate any unnecessary slow wind-ups.

7

Eliminate any redundancies.

@ this paragraph a demonstra;i( @tm'uw@good sm@m writing @ a report.

Action in sentence; eliminate slow wind-ups

Revision
This paragraph demonstrates good style in reports (or) ...good style in report writing.

\ The doer is in the subject

http://owl.english.purdue.edu



Effective Written




Effective Written




What's your target?







Email is now the dominant method
of communicating in business.

It Is quick, Inexpensive, flexible and
convenient.




But 1t could be overload



Business Email

Avg. # of Emails Sent/Received per User/Day

Average Number of Emails Received
Average Number of Legitimate Emails

Average Number of Spam Emails

Average Number of Emails Sent

Radaciti, Sara, “Email Statistics Report, 2010



Benefits Emall

 Messages can be saved and
stored.

« Convenient for communicating
with people In different places
and different time zones.

» Excellent mechanism for follow-
up or action items after a
meeting.



Challenges of Emall




Challenges of Emall

Content
» Lack of confidentiality.

« Time management.

° Strictly budget time spent on email overall,
and on specific types of emails —
newsletters, quick response emails, emails
that call for elaborate replies, etc.

° Turn notifications off.
* Incorrectly used to avoid confrontation.

 DON'T put anything in an email that you
don’t want the WORLD to read.



Effective Emall




Effective Emall




Audience Consideration

« DO write brief, clear reference to your
topic in subject line.

° Use subject line for whole message Meet
10:00 10/30 Okay? END.

* DO use subject-line protocols to
Speed communication.

° No reply needed — NRN.

° Need response by date and time — NRB
10/30 3:00 pm.



Audience Consideration

« DO make your request in the first line
of email and if that’s all you need to
say, STOP. Limit email to 1-10
sentences.

* DO copy emaills to others BUT only If
they really need the information.

* DO let others know If you received an
email in error.



Effective Emaill

* DO consider the purpose of the email:
why Is It being written in the first
place?

« DO consider the order of the
recipients : be sensitive to
organizational hierarchy.

« DO Iimit the number of attachments.

« DON’T deliver bad news in an emall
message. If it's urgent, pick up phone.
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Formal reports,
bullefins

Live speeches

Memos, letters
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Source: Based on R. H. Lengel and R. L. Daft, “The Selection of Communication Media as an Executive Skill,” Academy of Management Executive, August 1988, pp.
225-232; and R. L. Daft and R. H. Lengel, “Organizational Information Requirements, Media Richness, and Structural Design,” Managerial Science, May 1996, pp. 554-
572. Reproduced from R. L. Daft and R. A. Noe, Organizational Behavior (Forth Worth, TX: Harcourt, 2001), p. 311.



Instant Messogmg (IM) and Text

Instant Messaging (IM) and Text Messaging
(TM)
° Rapidly gaining popularity in business.
° Fast and inexpensive way for managers to stay in
touch with employees and peers with each other.

° IM is better for short messages that will be quickly
deleted.

Despite exponential growth in usage, IM and
TM are not likely to replace email.

° Emalil is better for long messages that need to be
saved.
° There are additional security fears in using IM/TM
» More easily intercepted.



« Medium that allows feedback but
needs to be concise like written.

* Don'’t forget FOIA with Voicemail




Benefits Telephone and Voicemaill

e Immediate access to audience.

« Communication is direct and
timely.

« Takes advantage of tone of voice
and language.

 Allows for immediate response to
guestions, feedback, etc.



* Too spontaneous, might not be
ready to have a conversation.

* Not prepared when a call Is
received but take it anyway.

* Can’t reach party in time to relay
iInformation.

* Not everyone has voicemail.



off the mark com by Mark Paris

-AF You JUSTLEFT AN EMBARRASSING
MESSAGE AND WANT 70 ERASE 1T,
PRESS 4., \F You WART To HEAR
THE EMBARRASSING MESSAGES THAT
OTHER PEOPLE THINK. THEY £FRASED,

T




Effective Telephone and Voicemaill

 Let your voicemail speak for you.

° Don’t have someone else record your
message.

° Record a daily or out-of-office greeting.
° Let callers know when you are available.

» Before placing a call, write key points
you want to cover.

* Return calls immediately.

« Avoid calling when angry, be friendly
and helpful.



Audience Consideration

* Leave your name and phone number
at the beginning of the voicemail, not
at the end.

 When leaving a voicemall, tell the
person what you want and how they
should reply to you.

« Give undivided attention when
speaking on the phone.
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Resources



http://www.ivysea.com/
http://www.compositioncafe.com/

