MB 109 Review

Chapter 1:

1)Why you communicate

- Isolation is so painful, it is used as a punishment in penal system.

E.G. Bob Kull (Spiritual and emotional darkness)
 W. Carl Jackson (I found life without people had no meaning.)

 Terry Anderson (I would rather have the worst companion than no companion at all)
- What human beings really want is communication and relationships.

- People are constant(usually) touch with friends, family and colleagues through the various miracles of technology.

- We communicate to fulfill our physical, identity and social needs and to attain practical goals.
A) Physical needs

- Communication affects our physical health and can even be a matter of life or death.
E.g. Frederick II (First person improve this point by employing foster mothers and nurses to suckle the children but they are in no way to prattle with them because of the barrier of language.) 
- Lack of social relationship negatively affect our health. -> Medical researcher>>>(Married compared with Divorced people. Furthermore, religious, friendship and community ties all seem to increase longevity.)

- A life that includes positive relationships leads to better health.

- Canadian Health Network’s definition of wellness is broad-based and recognizes the importance of social support and close personal relationships.

E.g. Ireland hospital opened a pub for residents meet their social needs.
B) Identity needs

- Communication is the only way we learn who we are. 
- Our sense of identity comes from our interactions with others.

- We does not come from looking in the mirror but from seeing how others react to us. 
E.g. John Stewart - Bridges not Walls. (Wild boy of Aveyron - France)

C) Social needs

- Communication also satisfies a whole range of social needs that include pleasure, affection, companionship, escape, relaxation, and control.

- A strong link between effective interpersonal communication and happiness.
- Many people are not successful at managing their interpersonal relationships.

- Educated individuals had larger and more diverse networks than those who with less education because positive relationships with others are so vital.
  
D) Practical goals

- Communication is used most often to satisfy our INSTRUMENTAL GOALS : Getting others to do what we want. 
E.g. Career success is a prime example
- Abraham Maslow - Five hierarchial categories:

I) Physical: air, water, food, rest and the ability to reproduce.

II) Safety: Protection from threats to our well-being.

III) Social

IV) Self-esteem: The desire to believe that we are worthwhile. 
V) Self-actualization: The desire to develop our potential to the maximum, to become the best person we can be.

  E) Figure (Need to add a picture here!!!!)

Physical needs >Safety needs >Social needs >Self-esteem needs > Self- actualization

2) The process of communication

- What happens when people exchange messages.

A) A liner view

- Something that a sender “does” to a receiver
- Like the language of electronic media. It doesn’t really represent what occurs in interpersonal interaction. 
Linear communication Model: Need a picture here
I) Sender - The person creating the message. 
II) Encodes - Puts thoughts into symbols, usually words. 
III) Message - The information being transmitted. 
IV) Sending message through a Channel - The medium through which the message passes[From sender to receiver]. 
V) To a Receiver - The person attending to the message. Person who notices and attends to a message.
VI) Who Decodes - Make sense of the message. Synonymous with interpretation. 
VII) While contending with Noise - Distractions that disrupt transmission. 
B) A transactional view

- More advanced model to capture communication as a uniquely human process. External, physiological, or psychological distraction. 
- Using the word “Communicator” instead of “sender” & “receiver”. Thus reflecting the simultaneous nature of communication. 
- Environment are not always obvious. (Some background is overlapped, shared & Shared environment becomes smaller, communication becomes more difficult. 
- Communication channels retain a significant role in the transactional model. 

E.g. Breaking up message.

Why Transactional model is better than a linear view?
I) A transactional model also shows that communicators often occupy different environment 

- Fields of experience that affect how they understand others’ behaviour. 
- Environment refers not only to a physical location but also to the personal experiences and cultural background that participants bring to a conversation.
II) The transactional model also retains the concept of noise but broadens its focus. 
i) Linear model: Focusing on external noise. (Loud music/ Cigarette smoke in a crowded room)

ii) Transactional model: Physiological noise (Biological factors that interfere with accurate reception) & Psychological noise(Forces within that interfere with the ability to understand a message accurately.) 
III) Transactional communication isn’t something that we do to others; rather, it is an activity that we do with them. 
- Interpersonal communication: A continuous transactional process involving participants who occupy different but overlapping environments and create relationships through the exchange of messages, many of which are affected by external, physiological and psychological noise. 

3) Communication principles and misconceptions
- It’s important to define what communication is, what it isn’t, what it does, and what it can’t accomplish.

A) Communication principles

I) Communication can be intentional or unintentional 

- Intentional: You plan your words carefully before asking for a big favour or offering criticism.

- Unintentional: We unintentionally send many nonverbal messages. 

E.g. You muttering complaints to yourself. Even though you didn’t intend for your friends to hear your remarks, they certainly carried a message. 
II) Communication is irreversible
- Words said and deeds done are irretrievable. 

III) It is impossible not to communicate. 
- Whatever you do - you provide others with information about your thoughts and feelings.

- People who decode your message may not be accurate.

IV) Communication is unrepeatable.

- Communication is an ongoing process, it is impossible to repeat an event. 
V) Communication has a content and a relational dimension.

i) Content dimension - The information being explicitly discussed. 

- Content message - A message that communicates information about the subject being discussed. 
ii) Relational dimension - How the parties feel toward one another. 

- Relational message - A message that expresses the social relationship between two or more individuals. 
- This explain why arguments can develop over apparently trivial subject. 

B) Communication misconceptions
I) More communication is always better
- Too much communication is a mistake. 
- “More and more negative communication merely leads to more and more negative results.”
II) Meanings are in words
- Words can be interpreted in entirely different ways by others. 
III) Successful communication always involves shared understanding
- Clarification is sacrificed for the sake of kindness and relational maintenance.

IV) A single person or event causes another’s reaction
- Many factors affect how others will react to your communication. 

V) Communication can solve all problems
- Clear communication can even cause problems. 
4) The nature of interpersonal communication

A) Two views of interpersonal communication 
- Quantitative & Qualitatively

I) Quantitative - Focusing on the # of people involved and includes any interaction between two people, usually face to face. 
- Dyad: Two people interact. 
- Dyadic communication & Interpersonal communication are interchangeable. 

- Impersonal 
E.g. A sales clerk talking to a customer or a police officer.

II) Qualitatively - People treat one another as unique individuals, regardless of the context or the # of people involved. 
- Communication in which the parties consider one another as unique individuals rather than as objects. Such communication is characterized by minimal use of stereotyped labels; by unique, idiosyncratic rules; and by a high degree of information change.

i) Uniqueness: The development of unique rules & roles, and, therefore, every relationship is different. 
- Relation culture: People in close relationships who create their own unique ways of interacting. 
ii) Irreplaceability: Interpersonal relationships are unique, they can’t be replaceable. 

iii) Interdependence: The other’s experiences affect you as well. Goes beyond the level of joined fates- our very identity depends on the nature of our interaction with others.
iv) Disclosure: We tend to disclose private thoughts and feelings when we are in a qualitative interpersonal relationship.
v) Intrinsic rewards: You spend time in qualitatively interpersonal relationships because you find the time personally rewarding. 
- Qualitatively interpersonal communication is relatively scarce. Quantity trumps quality.  

B) Personal and impersonal communication: A matter of balance

- Most relationship aren’t either interpersonal or impersonal.

- Interpersonal communication is rather like rich food - it’s dine in moderation, but too much can make you uncomfortable.
- Personal-impersonal balance in relationships also changes over time. Interpersonal communication can make life worth living.

5) Mediated interpersonal communication 
- The use of computer-based tools for purpose of human interaction.

- Face-to-face conversation isn’t the only way people create and maintain personal relationships. (E.g. Messaging, e-mailing, blogging, tweeting, social networking websites.)

A) Benefits of mediated communication

- Families used particularly cellphones stay in touch more regularly.

- The role that mediated communication plays in people’s relationships and decision making is a positive one. 
- Mediated communication isn’t a replacement for face-to-face interaction. 

- Mediated interaction can increase both the quantity and quality of interpersonal communication. 

i) Easier to maintain relationship: Busy schedule & asynchronous schedule, but still can keep in touch. 

ii) Easier to share personal information via mediated channels. 
B) Challenges to mediated communication

I) Leaner message
- Harder to interpret.

- Can not see the nonverbal cues that help clarify the meanings of one another’s words and offer hints about each person’s feelings.

II) Disinhibition
- The tendency to transmit messages without considering their consequences.  

i) Volunteering personal information you may not want some receivers to see. 
E.g. You post that you have been arrested because DUI on ur facebook page. 
ii) Individuals on mediated communication are more direct. 

- Flaming 

III) Performance
- Nothing really goes away on the internet. 
6) What makes an effective communicator? 

A) Communication competence defined 
- The ability to accomplish one’s goals in a manner that, ideally, maintains or enhances the relationship in which it occurs. 
I) There is no “ideal” way to communicate
- One way to learn new, effective ways of communicating is by observing models, but don’t try to copy others, as it won’t reflect your own style or values. 
II) Competence is situational 
- It’s more accurate to talk about degrees or areas of competence. 

III) Competence is relational 
- Behaviour that is appropriate in one relationship isn’t necessarily effective in others.

- Ways to interact that work for you and for the other people involved. 
IV) Competence can be learned 

- Biology isn’t the only factor that shapes you how we communicate.

- Training can also make people better at detecting when others are lying.

- Level of competence can improve through education and training.

B) Characteristics of competent communicators 

I) A wide range of behaviour
- Effective communicators possess a wide range of behaviours. 

- You need to be able to keep some of responses rather than just one or two responses to pick up the best one to answer the other’s reaction.

II) Ability to choose the most appropriate behaviour 

i) The communication context: Time and place 
ii) Your goal
iii) Your knowledge of the other person  

III) Skill at performing behaviour 
- Being difference from knowing and practicing.

i) Beginning awareness: Aware of a new and better way of behaving.

ii) Awkwardness: You have to be willing to look bad if you want to get good. 
iii) Skilfulness: You’ll reach the point if you keep working at your new skill. 
iv) Integration: When you are able to perform well without thinking about it. The behaviour become automatic. 
IV) Cognitive complexity 
- The ability to construct a variety of frameworks for viewing an issue. 

V) Empathy
- The ability to project oneself into another person’s point of view, so as to experience the other’s thoughts and feelings. 
VI) Self-monitoring
- One way to understand yourself.

- The process of paying close attention to your own behaviour and using these observations to shape the way you behave.
- Too much self-monitoring can be problematic. Low self-monitors don’t even recognize their incompetence.

VII) Commitment 
- One feature that distinguished effective communication
- People who care about relationships communicate better than those who don’t.

i) Commitment to others

- Spending time with people

- Listening carefully

- Using language that makes sense to the other person

- Being open to change after hearing others’ ideas.

ii) Message: Care about what they say.

C) Competence in intercultural communication 
- Asian & North American (Indirectness, subtlety & Directness, speaking clearly)

- Competent communicators are able to adapt their style to suit the individual and cultural preferences of others.

- “Cultural-general” - Attitudes and skills that help communicators build relationships with people from other cultural background. 
I) Motivation 
- The desire to communicate successfully with strangers is an important start.

II) Tolerance for ambiguity 
- Making it possible to accept equivocal and sometimes incomprehensible messages that characterize intercultural communication. 

III) Open-mindedness
- Becoming open-minded about cultural differences.

IV) Knowledge & skill
- Mindfulness 
i) Passive observation: Noticing different way used by intercultural people & using the way which are most effective.

ii) Active strategies

iii) Self-disclosure 
D) Communication in the workplace

- Communication activities create patterns that affect organizational life and that organizational cultures are created through communication processes. 
- Today’s workplace:

I) Veterans (Born before 1945) 
- Top-down management, take pride in their work.

II) Baby boomers (Born 1946-1966)

- Work independently, work hard and put in long hours.

- Appreciate hierarchy favour diplomacy
III) Generation X (Born 1967-1979) 
- Tech-savvy, dislike hierarchy, prefer teamwork, loyal to own careers, and candid in the conversation
IV) Generation Y (Born 1980-1995) 
- Tech-savvy, value teamwork, want to balance work and family life, informality, Better educated and more ethnically diverse.

QUESTION: 

1. Quantitative communication is the way that the communicator has an aim(E.g. Trying to sell sth to the other?) toward the other communicator? And is it always a  conversation occurs between two people?

A: Conversations between 2 people are referred to as a dyadic communication. Communication, of course, can happen in a number of other arrangements. A strict definition of "interpersonal communication USUALLY involves dyads.Quantitative communication merely refers to the actual number of people
Not something I'm going to focus on this term.

2. According to the definition of  Qualitative definition of interpersonal communication, “Communication in which the parties consider one another as unique individuals rather than as objects.” I don’t really understand the differences between individuals and objects. Could you please tell me the difference between these two words? 

A: Objects are usually considered to be inanimate objects....so 'things' that are not living, that do not change from circumstance to circumstance etc. (i.e. a cup is a cup....you might use it for different reasons but it is still just a cup). Human beings are not inanimate objects, they are unique 'things' that DO change from circumstance to circumstance......from context to context and we have to make sure, if we are trying to communicate effectively, that we treat each individual as such.

Chapter 2

1) Communication and the self

Q: How does this self-analysis relate to interpersonal communication?
A: 

- Who you are both reflects and affects your communication with others. 

- Involving everything from biology to socialization to culture to gender. 

A) Self-concept and self-esteem

I) Self-concept
- How you feel about yourself is a big part of who you think you are.

- Varies from person to person is the most important part in self-concept. 
- The relatively stable set of perceptions you hold about yourself. 
- The concept of self is perhaps our most fundamental possession for without a self-concept it would be impossible to relate to the world. 

II) Self-esteem
- The part of the self-concept that involves evaluations of self-worth. 
- Having high self-esteem has obvious benefits, but it doesn’t guarantee interpersonal success. 
- Exaggerated self-esteem may think neither impartial observers nor objective tests their beliefs. They may irritate others by coming across as condescending know-it-alls, especially when their self-worth is challenged.

The relationship between self-esteem and communication behaviour
i) Positive cycle: [High self-esteem --> Positive thoughts “ I can do it.” --> Desirable behaviour --> Positive thoughts “I did well” --> High self-esteem]

ii) Negative cycle: [Low self-esteem --> Negative thoughts “ I can’t do it” --> Undesirable behaviour --> Negative thoughts “I failed again.” --> Low self-esteem]

1+) Biological and social roots of the self

-Nature Vs. Nurtural

A) Biology and the self

Personality - Characteristic ways that you think and behave across a variety of situations. Tending to be stable throughout your life, and often it grows more pronounced over time. 
- Part of genetic makeup.

- “The Big Five” - Not an either-or matter but rather a matter of degree.

- Personality is flexible, dynamic and shaped by experiences. 
B) Socialization and the self-concept

- People play major role in shaping how we regard ourselves.

I) Reflected appraisal 
II) Social comparison 
Ego booster - Someone who helped enhance your self-esteem.

Ego buster - Someone who acted in a large or small way to reduce your self-esteem.

C) Reflected appraisal 
- Charles Cooley: Using the metaphor of a mirror to identify reflected appraisal.

- Reflected appraisal - The theory that a person’s self-concept matches the way the person believes others regard him or her. 
- Developing a self-concept that reflects the way we believe others see us. 
- Begins early in life and children learn to judge themselves by the messages they receive.

Significant others - People whose opinions we especially value. Opinion is important enough to affect one’s self-concept strongly. 
- The importance of significant others becomes clearer when you ask yourself feel about yourself as a student, as a person attractive to others, as a competent worker.

E.g. Family members, ego boosters, ego busters, special friends, professor.

- The impact of significant others is especially strong during adolescence. 

- After age of 30, however, most people are NOT as influenced by significant others and their self-concepts don’t change radically
D) Social comparison
Social comparison - Evaluating ourselves in terms of how we compare with others. 

- Feeling superiority or inferiority depend on whom we are comparing ourselves with.

E.g. Comparing ourselves to the perfect body models will lead to behavioural disorders - depression, anorexia nervosa, and bulimia.
- Social comparison also allows us to decide if we are similar to or different from others.

Reference groups - Groups against which we compare ourselves, thereby influencing our self-concept and self-esteem. Against play another important role in shaping our self-concepts. 
- While some features of the self are immediately apparent, the significance we attach to them depends greatly on the opinions of others. 

E) Characteristics of the self-concept

I) The self-concept is subjective 
- Although we tend to believe that our self-concept is accurate, it may well be distorted. 

- Not all distortion of the self-concept is positive.

 
E.g. We all experience temporary cases of the “uglies,” convinced that we look much worse than we actually do.
- People are more critical of themselves when they experience negative moods. Some people suffer from long-term or even permanent states of excessive self-doubt and criticism.

- Several reasons for distorted evaluations:

i) Obsolete information - Your past failure/successes don’t guarantee your future failure/success.

ii) Distorted feedback - Leading to a negative self-image, or an unrealistically positive self-image. 

iii) Based on perfection - Standing in front of a mirror enhances self-awareness.

iv) Social expectations - You need to recognize your strength.

II) The self-concept resists change 
i) Cognitive conservatism - Seeking and attending to information that conforms to an existing self-concept. 
- Leads us to seek out individuals who support our self-concept. [Reinforcing a familiar self-concept rather than learning “truth” about ourselves.
- Even holds when the new image is more favourable. 
ii) Self-delusion & lack of growth - As time goes by, delusion will be harder to maintain.

iii) Defensiveness
F) Influences on identity

- How we view ourselves and others is also influenced by diversity, culture, and gender.

I) Diversity
- The challenges and opportunities that come from diversity are becoming more apparent in our increasingly diverse society. 
E.g. Multiculturalism Act, 1988
- Language is another feature of diversity that affects self-concept. 

E.g. Canada, bilingual country. 

Out-group
*First Nations

*Quebecois, “Lose your language is to lose your sense of self” 

II) Culture
- Western: Highly individualistic; Asian: Collectivistic

- Sanskrit: Begins with lineage and then to state family and house, and ends with one’s personal name.

- Such culture differences can affect the level of comfort or anxiety that people feel when communicating. 
- Higher degree of communication apprehension in Eastern culture.
- Honesty & directness.

III) Gender
- Some behaviour are masculine and others feminine.

- Also associated with self-esteem
- Male have higher self-esteem than female.

2) The self-fulfilling prophecy & communication 

- The self-concept not only determines how you see yourself in the present but it can actually influence your future behaviour and that of others. 
- It refers to the notion of making predictions about future behaviours and feelings and then acting according to these predictions. 

4 Stages:
I) Holding an expectation(for yourself or for others)

II) Behaving in accordance with expectation 
III) The expectation coming to pass 
III) Reinforcing the original expectation 
Two types of self-fulfilling prophecies:

I) Self-imposed prophecies - Occurs when your own expectation influence your behaviour. 

- Operate in many ways that affect everyday communication. 
II) Other-imposed prophecies - where your actions are governed by the expectations that others have of you. 
E.g. Robert Rosenthal & Lenore Jacobson “Pygmalion in the classroom” 
- Self-fulfilling prophecies are both a communication and a psychological event.

3) Changing your self-concept

- No quick method for becoming the person who you would like to be.

A) Have a realistic perception of yourself
- Sometimes come from giving yourself more credit than you deserve or from being overly self-critical. It can also from the inaccurate feedback of others.

B) Have a realistic expectations

- Trying to judge yourself against your own growth and not against their behaviours.

C) Have the well to change
- You can change if you make an effort.

D) Have the skill to change
I) Seek advice - From everywhere

II) Observe models

4) Presenting the self: communication as identity management

Identity management - The communication strategies that people use to influence how others view them. 

A) Public and private selves 
Perceived self - A reflection of the self-concept. The person you believe yourself to be in moments of honest self-examination. It may be identical with or different from the presenting and ideal selves. 
- “Private” because you are unlikely to reveal all of it to another person. 

Presenting self - The way we want others to view us. The image a person presents to others. It may be identical with or different from the perceived and ideal selves. 
- “Public” - Socially approved image.

- Social norms often create a gap between perceived and presenting selves. 

B) Characteristic of identity management
I) We strive to construct multiple identities
- Most of us have more than one identity.

- One element of communication competence

E.g. Changing language we use or our speaking style
- We even strive to construct different identities with the same person. Depending on the context.

II) Identity management is collaborative 

- Erving Goffman, metaphor: Playwright creating our own role in terms of how we want others to see us. 
III) Identity management can be deliberate or unconscious
- Sometimes we highly aware of managing impressions. However, sometimes we unconsciously act in ways that are really small public performance.

- Most of our behaviour is aimed at sending messages to others. However, are instantaneous, outside of their conscious awareness. 

IV) Identity management varies by situation 
- People are LESS concerned with identity management among familiar people of the same sex than with less familiar people of the same sex or people of the opposite sex. Regardless of how well we know them. 
V) People differ in their degree of identity management 
- Self-monitor makes people more aware of their identity management. 

- High self-monitors pay attention to their own behaviour and others’ reactions and adjust their communication to create the desired impression. Differ versa. 
- High self-monitors have clear communication advantages. However, they sometimes feel less satisfaction, intimacy.
- Low self-monitor typically act the same way regardless of the situation, and easy to read.

- Neither one is the ideal type. Flexibility is the KEY to successful relationships.

5A) Why manage identities

A) To start manage relationships

B) To gain the compliance of others

- Sometimes we manage our identity to get others to do what we want. 

C) To save others’ face

- We often modify ourselves to support the way other people want to be seen.
D) To explore new “selves”
- If it changes how others view us and how we view and feel about ourselves

- Can also be a means to self-improvement. 
5B) How do we manage identities

A) Face-to-face impression management

Three ways: Manner, setting, & appearance 
I) Manner - Consists of a communicator’s words and nonverbal actions.

- Much of a communicator’s manner comes from what he or she says.

- Varies widely in other professional and settings. (E.g. Professors, salespeople etc.)

II) Appearance - The personal items that people use to shape an image. 

E.g. Lab coat for Physicians
III) Setting - Physical items used to influence how others view us.

E.g. Vanity plates (Displaying their names and topics relates to their life.)

- Also influence our identity 
B) Impression management in mediated communication

- The way a message is presented conveys as much as the words it contains.

- Communicator also manage their identity in the media

I) (Often is an one-to-one or a small groups’ communication)Instant messages, texting, and e-mail messages limit the potential for impression management because they lack nonverbal messages. 
- This may be an advantage for communicators who want to manage the impressions they make. 
- You can avoid stammering or blushing, what you are wearing or what you look like.

II) “Broadcasting”
E.g. Blog, Facebook, MySpace etc.
5C) Identity management and honesty

- Dishonest is happened under some situations, like manipulative dates(pretend to be affectionate), job applicant(Lie about their acdemic records to get hired)

- Managing impressionDOES NOT make you a lier

- Impossible to imagine how we could communicate effectively without making decisions about which front to present in one situation or another. 

- Identity management involves deciding which part of you to reveal. 

*Communication in the workplace*
- Constructing multiple identities and selecting the appropriate one for the context are particularly relevant to the workplace. 

- Self-fulfilling prophecy can also influence your communication at work.

Chapter 3 Perception

1) The perception process

Perception - The process whereby we assign meaning to the world around us. 

- Everybody tunes in to the world differently

- There is much more going on in the world than we are able to experience with our limited senses. Our idea of reality is only a partial one.

- How we interpret events influences how we communicate with others.

- 4 Steps: Selection, Organization, Interpretation, and Negotiation.

I) Selection - The first stage in the perception process

- Some data are chosen to attend to and others to ignore.

-Several factors make some messages more noticeable than others.

a) Intense to tract our attention (E.g. Louder, brighter)

b) Repetitious stimuli 

c) Contrast/change 

d) Motives  - Also determine how we perceive people.

- Also involves ignoring cues.

II) Organization

- Arrange data in a meaningful way.

- We make sense of stimuli by noticing data that stand out as a figure against a less striking ground. 

- Operates in nonvisual ways as well (The principle of figure-ground organization)

E.g. Word is noticeable because they include your name.
Perceptual schemata - Cognitive frameworks that allow us to organize the raw data we have selected - to make sense of information about others. 

Physical constructs - Allow us to classify people according to their appearance. 

(E.g. Male&Female, Attractive&Sloppy) 

Role construct - Using social position. 

(E.g. Student, lawyer, husband etc.)

Interaction construct - Focus on social behaviour 

(E.g. Friendly, intense, helpful, or sarcastic)

Psychological constructs - Apparent personalities 

(E.g. Curious, nervous, insecure etc.)

Membership constructs - The group(s) they belong to 

(E.g. Union representor, Liberal)

- We use perceptual schemata to shape the way we think about and communicate with others. 

A) Stereotyping

- We use that scheme to make generalizations and predictions about members of the groups who fit the categories we use. 

Stereotyping - Categorizing individuals according to a set of characteristics assumed to belong to all members of a group. 

- When generalizations lose touch with reality, they lead stereotyping. 

3 Characteristics:

I) Easily recognized characteristic 

II) Ascribing the set of characteristic to any member of the group

III) Applying the set of characteristics to any member of the group 

- It may bring devastating effects for those being stereotyped (E.g. Canadian Arabs & Muslims)

Prototypic (‘Model’) - We select, organize, and interpret behaviour in ways that fit our existing notions about others’ motives. 

- If people’s mental image don’t fit the person’s real characteristic, problem arise.

E.g. Black&Women, Hotel room denied, Prejudicial
B) Punctuation

- The tendency to determine the causal order of events.

- How actions are interpreted depends on when the interpreter thinks they occurred. 

- The same event can be punctuated in more than one way.

C) Interpretation (Decode)

- The process of attaching meaning to sense data 

8 factors which influence interpretation:

I) Degree of involvement with the other person

II) Personal experience 

III) Assumption about human behaviour

IV) Attitudes 

V) Expectation - Anticipation shapes interpretation. 

VI) Knowledge 

VII) Self-concept - The way we feel about ourselves strongly influence how we interpret others’ behaviour 

VIII) Relational satisfaction - When you are happy, your behaviour is totally different when you are depressed.
D) Negotiation

- What occurs between and among people as they influence one another’s perceptions and try to achieve a shared perspective. 

Narratives - The stories we use to describe our personal worlds. 

- Shared narratives make for smoother communication. 

- Shared narratives don’t have to be accurate to be powerful. 

2) Influence on perception

A) Physiological influence 
I) The senses - Differences in how each of us sees, hears, tastes, touches, and smells stimuli can affect interpersonal relationship. 

II) Age
- Older people view world differently than younger ones because of experiences, and developmental differences. 

III) Health and fatigue 

- Illness makes us feel tired and less sociable, not make us to think straight.

III) Hunger
- People often get grumpy when they don’t eat and sleepy after stuffing themselves. 

IV) Biological cycles
- We all have a daily cycle wherein body temperature, sexual drive, alertness, tolerance to stress, and mood continually change

- Mostly due to hormone cycle.

- Once we aware of how biological cycles govern our and other feelings and behaviors, we can deal with important issues at the most effective times.

V) Psychological challenges
- Some perceptual differences are rooted in neurology. 

B) Cultural difference 

- Problems arise out of poor translation from one language to another. 

- Nonverbal behaviours also have different meanings in different cultures.

E.g. In Middle Eastern countries, personal odours play an important role in interpersonal relationships. 

- Beliefs about the value of talk differ from one culture to another.

Western: Silence is not good;
Eastern: Silence is good.

- Intercultural feature can lead communication problem.

Ethnocentrism - The attitude that one’s own culture is superior to others. 

- Anyone who does not belong to his/her own culture is somehow strange, wrong, or even inferior.

- The way we communicate with strangers also reflects ethocentric thinking.

E.g. Hmong Txiv neeb 

- Geography also influence perceptions

E.g. Distinct climates, histories and economic influences
C) Social roles

- Social roles can also cause communication breakdowns 

- People show their own viewpoint only when their roles become unquestioned and rigid, having no experiences that show how other people see it.

I) Gender roles
Sex - Biological characteristics of a male or female. 

Gender - The social and psychological dimensions of masculine and feminine behaviour. 

- Genes to neurology to hormones are reasons why males and females perceive the world differently.

- Societal gender roles and stereotypes affect perception dramatically.

- Socially approved ways that men and women are expected to behave. 

- Stereotypical masculine and feminine behaviour are NOT OPPOSITE poles of a single continuum, but rather two SEPERATE sets of behaviours.

Androgynous - Possessing both feminine and masculine traits. 

- Behaving in a variety of ways, depending on the nature and context of the relationship.

II) Occupational roles

- Even our jobs can influence our perception
III) Relational roles
- Daughter, husband, friend etc.

- Your romantic roles also affect your perception

3) Common tendencies in perception

Attribution  - The process of attaching meaning to behaviour 

- We use the different yardsticks to attribute meaning both to our own and others’ actions. 

I) We judge ourselves more charitably than others

Self-serving bias - We judge ourselves more generously. 

II) We cling to first impression
- We label people according to our first impressions in order to make some interpretation about them. 

- Also important for personal relationship.

Halo effect - Form an overall positive impression on the basis of one positive characteristic. 

III) We assume that others are similar to us
- Others don’t always think or feel the way we do and that assuming that similarities exist can lead to problems.

- One way to figure out the other persons real position is to engage in perception checking.  

IV) We are influenced by the obvious
- Understandable

- The most obvious factor is not necessarily the only one, or the most significant one for an event. 

4) Perception checking

Perception checking - A three part method for verifying the accuracy of interpretations, including a description of the behaviour, two possible interpretations, and a request for clarification of the interpretation. 

- A better way to handle the interpretations. 

A) Elements of perception checking

I) A description of the behaviour you noticed 

II) At least two possible interpretation of the behaviour 

III) A request for clarification about how to interpret the behaviour 
B) Perception checking considerations

- Perception checking is not a mechanical formula that works in every situation. 

I) Completeness
- Sometimes don’t necessarily need to be completed. However, is necessary when the risk of sounding judgmental is highest.

II) Nonverbal congruency
- Can be succeed only if your nonverbal behaviour reflects the open-mindedness of your words. 

III) Cultural rules
- Straightforward approach of perception checking only works better in low-context cultures (E.g. Western Europe and North America), not in high-context cultures (E.g. Latin America and Asia). They prefer regard perception checking. 

5) Empathy, cognitive complexity and communication

A) Empathy - The ability to project oneself into another person’s point of view so as to experience the other’s thoughts and feelings. 

- You have experienced what that person experienced so you teel what they feel. 

3 Dimensions
I) Perspective taking - An attempt to understand the viewpoint of another person. 

II) Emotional dimension - Helps us get closer and gain a sense of the other person’s fear, joy, sadness, and so on. 

III) Genuine concern - Welfare of the other person.  

- Human is “hardwired” to empathize with others, it’s built into our brains.

- Culture also influence our ability to empathize.

- Culture shapes the way we perceive, understand, and empathize with others.

Sympathy - You feel compassion for another person’s predicament. 

- You teel sad FOR another person.

B) Cognitive complexity

I) Cognitive complexity and communication
- Ability to construct a variety of frameworks for viewing an issue.

- Connection between cognitive complexity and empathy.

- Helping people describe situations more throughly and less simplistically.

- Cognitively complex people are better at identifying and understanding sarcasm. 

- Can be enhanced through training.

6) Increasing your cognitive complexity: The pillow method

Pillow method - A way of understanding an issue from several perspectives, rather than with an egocentric “I am right and you are wrong” attitude. 

Position 1: I am right, you’re wrong - We usually take when viewing an issue. (We find the position where we stand at)

Position 2: You switch perspective and build strongest possible arguments to explain how another person can view the issue differently from you.

- Finding flaws in your position. E.g. Criminal behaviour
Position 3: Both right, both wrong - You acknowledge the strengths and weaknesses of each person’s arguments.

- Help you find the commonalities between your position and the other’s

Position 4: The issue isn’t as important as it seems - Help you realize that the controversy is not as critical as you thought.

Final Conclusion: 

- Recognizing that each position has some merit. 

- It may not cause you to change your mind or even solve the problem at hand. However, understanding can increase your tolerance for the other person’s position and thus improve the communication climate. 

7) Perception in the workplace

- Beginning with first impression.

- Diversity is another source of perceptual differences.

- Empathy (Both colleagues and clients)

