MIDTERM 1:
CHAPTER 1: COMMUNICATION

Communication: The process of acting upon information

Human Communication: The process of making sense out of the world and sharing that sense with others. 

Interpersonal Communication: When we interact simultaneously with another person and mutually influence each other
[bookmark: _GoBack]
Organizational Communication: The process of making sense out of the world and sharing that sense with others in the context of organizations for the achievement of a mutual goal 

Aristotelian Models of Communication: 
· The art of speaking
· Communication involves a communicator using a speech to persuade an audience
· Three appeals:
· Logic, Emotion, and Credibility
· Source Credibility Appeals: 
· Trustworthiness, competency, status, dynamism, sociability
Lasswell’s effect models: 

· 1948: Harold Laswell published a transmission style of communication
· Channel: Medium used to transmit a message
· Effects: Intended or unintended impacts of a message
· Who said what in what channel to whom with what effect
Shannon Weaver Math Model: 

· Information source: where message is conceieved 
· Transmitter: Mechnaism for encoding the message
· Signal: The message 
· Receiver: Mechanism for decoding the message 
· Destination: Where the message ends up
· Noise: Interference
· Feedback: Response to a message 
Schramm Model: Encoding and Decoding

· Field of Experience: Totality of all we are at the moment of communication

Barnlund’s Transactional Model: 

· Transactional Theory: Theory that sees communication as a dynamic process, involving continuous changes in communicators and environment 
· Not all communication is intentional
· History and quality of said relationship
Simultaneous nature of communication and intercheability of roles

· Paralanguage: Elements of speech that are not recognized by language 
Ferguson’s Critical Communication Model:

· Ethical & Power dimensions of communication
· Long/short term outcomes
· Who it effects – to what degree

Communication is/can be/has…
· Intentional/Unintentional
· Relational, as we all as content dimension
· Benefits from shared fields of experience
· Irreversible and unrepeatable 
· Sending and receiving occurs simultaneously, with both verbal and nonverbal elements
· Dynamic, onging process
· Environment affects communication 
· Noise affects communication
· Channels matter
· Has a cultural component 
· Standpoint Theory:
· Theory that holds that our background and experiences determine perspective
· Has a power dimension: 
· Reward, Coercive, Legitimate, expert or information, referent power
· Gifts/benefits, threats/intimidation, titles/legit position, knowledge/expertise, personal attractiveness
· Trickle Down Access: Controlled and restricted access to information, flowing mostly downward
· Simultaneous Access: Unrestricted access reaching everyone at once
· Shared Access: Unrestriced and uncontrolled reaching and being accessible to everyone

Factors that contribute to communication breakdown: 

· Speed, Personality, linguistic difference, jargon, expectantcy, redundant information, fear of pain, non-specific information

CHAPTER 2: SELF
· Reflected Appraisal: Our perceptions of how we think others see us 
· Interaction with significant others and the messages that others convey to us about ourselves
· Roles you assume and self-labels
· Reference Group: A group of opinions we value and in which we hold or aspire membership
· Self-Concept: Constant thoughts and feelings about who we are and how we differ from other people
· Self-Efficacy: Our perceived ability to accomplish something or to make a difference 
· Global-Self Esteem: self-esteem that shows in many aspects in our lives
· Life scripts: Storylines that we create to guide us through life 
· Self-fulling prophecies: A prediction or belief that leads to its own fufillment 
· Social Comparison theory: We look to others for a standard of comparison
· Positive and negative: Assimilation/contrast effect
· Romantic Partners/Peers are influnecs on our self-concept
· Body-Image disturbance: reduced level of satisfaction with our bodies.
· Face work: Politeness strategies aimed at making other people feel better about themselves
CHAPTER 3: PERCEPTION

Outgroup: A group of which one is not a member

Selective Perception: The process by which we see and retain certain information while ignoring/disregarding others

Load-induced blindness: Seeing too many things causes one to see nothing

Self-Serving: A focus on what serves our own purposes and makes us look best

Perception has four phases: 
· Phase 1:
· Cues that may be important(a designer dress, etc.) 
· Phase 2: 
· Use the cues to decide personal charactersitics(economic status, etc.) 
· Phase 3: 
· Other qualities that fit the characteristics(conservative political views)
· Phase 4:
· How to respond to this person based on the information

Warranting Theory: We are more likely to believe information that cannot be manipulated

Impression Formation Theory: how we put together different pieces of information to form our 
Impressions

Tar Effect: Tendency to dislike the person who has criticized another, rather than disliking the criticized person. 

Mood Contagion:The idea that we “catch” others’ moods  

Self-Categorization theory: The theory that we are individuals and belong to a group, but we see others as individuals or group members based on factors

Active Perceivers: Those who choose the amount of information they receive

Passive perceivers: Rely on others to select information for them 

Communication Predicament of Aging(CPA): A module that predicts the relationship among aging cues, stereotyping and communication behaviour

Perception: 
· The process of sensing, interpreting and reacting to the physical world - definition 
· Is learned & backward looking 
· All the senses have a learned dimension
· Our past experiences and expectations influence what we perceive
· Is culture bound and racially biased
· Perceptions of pain very 
· We can identify member of our own race than people of other races 
· Is selective and self-serving 
Why we need perceptual filters: 
· WE can only attend to a limited number of stimuli at once, so we have to simplify the stimuli that flood our senses
· We use perceptual filters to screen out unnecessary info
· When a stimulus crosses our threshold of arousal we select it to pay attention to 
The self-serving nature of perception 
**Attribution theory: 
· We attribute specific motives and causes of the behaviours we observe. We try to explain why we do what we do, and why others do what they do. 
Fundamental Attribution Error: 
· We judge ourselves more charitably than we judge others
· We blame our faults on external factors and the faults of others on internal factors
Perception
· Is spontaneous largely unconscious and value driven
· We are often unaware of how quickly and easily we make judgments about others
· Impression formation theory – a theory related to how we put together different pieces of information to form an impression of a person. 
· Is relative and context bound
· Our perceptions are influenced by who we are and where we are coming from
· Standpoint theory - explains that our background and experiences determine our perspective
· As well, the context – who we are with and what is happening -  influences what we perceive 
· Is mood dependent 
· Our moods influence how we respond to our external circumstances
· We feel pain more when we are sad or depressed
· When we are happy we are more compliant, and we perform better at work
· When in a negative mood we are more likely to process information accurately
· “Mood contagion” phenomenon -  we catch moods 
· Is completion seeking 
· We full in missing information, and impose a structure (or a narrative) to make sense of the information

Halo and Horn Effect: 
· Considering a person a in positive context -  we believe they can do no wrong
· Negative context – they can do no right
Primacy Effect:
· When we only pay attention to or remember the first information we are exposed to
Recency Effect: 
· When we only pay attention to, or remember, the most recent information we are exposed to
Perception Checking to Minimize Error

· A process for conforming what we think we have seen, heard or experienced instead of assuming that our first interpretation is correct
· Three Steps: 
· Description – describe  the behaviour you noticed
· Interpretation – provide two possible interpretations of the behavior 
· Clarification – request clarification from the person about the behavior and your interpretations


CHAPTER 4: IDENTITY

Identity: The characteristics that allow others to recognize us 

Collective Identity: Characteristics of our personal identity that we share with members of a larger group 

Gender identity: Characteristics we share with others of a particular gender

Androgynous: A mix of both feminine and masculine traits

Undifferentiated: Low scores on both feminine and masculine traits

Ethnic Identity: Characteristics we share with others with  a common ancestry

Racial identity: Characteristics we share with others with respect to racial heritage

Religious Identity: Characteristics that relate to a belief system and/or a sense of belonging to a particular religion

Linguistic Identity: Characteristics we share wih others who speak a common language

Cultural Identity:  Characteristics we share with others from the same or similar backgrounds 

Assimilation: The process of being absorbed into a larger group

Regional Identity: Characteristics we share with others from a particular region of a country

National Identity: Characteristics we share with others form a particular country

Historical Self: An outdated self, someone we used to be

Concealable stigmatized identity: An identity that carries a stigma and that can be hidden from others. 

Self-Verification theory: we want others to see us as we see ourselves

Self-Monitoring: The extent to which we regulate our behaviours in order to look good to others

High Self-Monitors: People who are very aware of the opinions of others

Low Self Monitors: People who do not worry about the opinions of others

Impression management: The way we create impressions of ourselves in the eyes of others

Beneficial Impression Management: Efforts to create positive impressions of close others

Hedging: Using words that reduce negative impact

Common impression management strategies:

· Self-Promotion
· Making others aware about accomplishments/talents/etc
· Ingratiation
· Compliments/takes interest in colleagues to seem likeable
· Intimidation
· Threatens/Bullies colleagues 
· Exemplification
· Stays late/appears busy to be seen as dedicated 
· Supplication
· Pretends not to understand for others to help him

Social Presence Theory: Explores the effects of sensing another’s presence in a social interaction

Social Information Processing theory: Investigates how we process various types of information in collaborative settings such as social media

Hyperpersonal Theory: suggests that we use limited online cues to construct idealized images of another person

Computer-Mediated communication(CMC): The process of using a computer to communicate messages

Synchronous communication: Communicators exchange messages in real time/same time

Asyncrhonous: Exchange messages with a time delay between messages 

Nonverbal elements such as Emoticons 
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