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From the Publisher

With the expansion of the knowledge-based economy, Canadian employers are—now more than ever—

increasingly interested in hiring individuals who are able to communicate clearly and effectively.

Building on the foundation of its predecessors, the sixth edition of Communicating for Results contin-
ues to address the needs of today’s students by providing them with a thorough understanding of how
to communicate effectively in diverse Canadian business environments. A thorough, hands-on approach
engages students in the processes of critical thinking, stylistic development, and content evaluation.
Extensive models and organizational plans for letters, e-mails, reports, and presentations—as well as
extensive exercises based on real-life situations—help to simplify the writing process, banish writer’s

block, and ease fears about public speaking.

Throughout, this highly effective approach emphasizes practical knowledge that will give students
a head start in the business world. They will develop confidence in their skills and will ultimately have
everything they need to become competent and successful communicators who get their message across,

get noticed, and get results.

Highlights from the Sixth Edition

n Communicating for Results

Team Work Environments

Teams are a centrepiece of organizations and essential to workflow, driven by the
demand for skill d and high levels of expert; to stay competitive,
team Agroup of peoplewno  adapt, and innovate.* A team refers to two or more people who interact (face-to-face or

gecomplih comman9oals virtually) to achieve one or more common goals through relevant and interdependent
rough the performance of
interdependent tasks.

tasks.#” Team effectiveness is based on the logic of an I-P-O formula:

Inputs: ofa y 1

Processes: the activities that team members engage in to fulfil shared goals

Outputs: performance in meeting goals as judged by others outside the team,
' d members’

the team®*

Collaboration through cross-functional teams, in which individuals with differ-
ent areas of expertise come together to share information for a common goal, makes
the ‘most of a workforces creative potential by incressing individual involvement in

EvaWong, co-founder and chief
operating officer of Toronto-based Borrowell, fintech irm that sarted in 2014, being
part of a great gender-balanced team that enabled people to thrive “no matter their
gender” was the biggest factor in her entrepreneurial success in the tech industry
Innovations in information technology and mobile communications have made it pos-
sible for employees to be part of globally distributed teams and virual projet teams,
which can eliminate time and space b by allowing team member:
outside of traditional 'k h d from various I d still id il
low-cost solutions to organizational problems. Working in teams, however, depends on
strong communication and interpersonal skills to overcome conflicts that arise when
people with differing viewpoints must make joint decisions.

Indigenous Economic Growth

, there has b anada;
however, there is still far to go in achieving economic reconciliation and overcoming a
history of economic segregation of Indigenous Peoples arising from colonization. It is
important to recognize that the governments of Canada and their settler economies
were founded on and drew resources from First Peoples’ lands. These colonizing prac
tices displaced Indigenous Peoples physically and psychically from their homelands
and imposed on them economies that were not their own. In recognizing these painful
truths, organizations such as the Canadian Council for Indigenous Business have a mis-

sion to te and enh. prosperous Ind; such
as the Progressive Indigenous Relations Program, a certification program confirming
corporate D Indigenou

communities. * Indigenous Works, a national not- for, profit Ind!genouw led social enter -
prise, has a similar mandate “to improve the inclusion and engagement of Indigenous
people in the Canadian economy." In 2020 alone, the gross domestic product attribut-
able to Indigenous Peoples was $48.9 billion.* It has been reported that there are now
more than 50,000 Inds b, Young entrepre-
neurs and women account for much of the recent growth in Indigenous business.**

1| Issues and Trends in Professional Communication -

1.2 Communicating in the Current
Workplace

Contemporary changes in the Canadian workplace—and beyond—have implications
for learning, job requirements, sought-after business talent, hiring, and the quality of
work life. Despite these changes, communication is a constant cornerstone for success-
ful professionals

Flexible Work Arrangements

For many Canadian workers, the COVID-19 pandemic shifted preferences for work to
more permanent remote and hybrid arrangements. Professional services, information
and culture, and finance and insurance are among the industries in which remote and
hybrid work arrangements are common For example, information technology com-
pany SAP Canada has received positive ratings for its Flex Appeal policy, which enables
p work ditional hours from a remote location or in an office that pro-

des d d space for every d the ability to sel

tasks and time effectively are core to a skill set demanded of remote workers.

The Knowledge Economy and Datafication

Whereas Canada’s economy used to be based on the products people made from raw
materials through manual labour and industrial production, the information age has
made it knowledge-based. Information is a valuable commodity and now, more than
ever, it s casily accessed and disseminated through digital technology. The knowledge
worker makes and sells some kind of idea-based product, such as software, consulting
and financial services, music, design, or pharmaceuticals. The advantage that know-
ledge products have over products produced through manual labour is that their value
can dramatically increase as the global market expands.

Workers are expected to have both the skills necessary to find and evaluate infor-
mation and the know-how to process and communicate that information effectively.
Businesses rely increasingly on artificial intelligence (AI) and algorithm-based big data
analytics, the practice of collecting, analyzing, and comparing large data sets and iden-
tifying patterns in them, to better understand consumer preferences; forecast trends;
attune strategies, products, and services; and boost marketing, customer-relationship
management, data sharing, human resources and hiring, and security enhancement.*
For approximately a decade, the Toronto Raptors front office has drawn insights from
big data to make the strategic draft picks that helped it clinch the 2019 NBA champion-
ship. Canadian shoe retailer Aldo, which has a global presence, made gains following a
post-COVID-19 restructuring by using its stores as what CEO David Bensadoun called

“a d rvice? Staff d record the footweara shopper tries on.
“This d: h team ﬁta wurk:mdbythe

P to advise wholesal tyl k
inNorth America.*Companisalsonow ey on comptitive g e s L)
of deriving dat togain e
ing data about a(ompentorspmdu((s services, and customers to make busines dech  ditrbuta knowiadge among
sions." Knowled, (KM) refers to th ' employees.

Expanded coverage of Indigenous Peoples in
business and business communication weaves
Indigenous perspectives throughout the text,
examples, and activities, preparing students to be
informed and culturally sensitive communicators
within the Canadian context.

New content on generative artificial
intelligence (Al) offers guidance on using these
tools appropriately in the classroom and the

workplace.
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- To promote products and services, especially to targeted demographic groups
- Topublicize events, product launches, and contests
+ To carry out marketing research

Non-profits and ch: ial medi igns to publicize their mis-
sions and to seck donations and volunteers

Facebook

Facebook, a giant among social networking sites, offers businesses the benefits of
“word-of-mouth” marketing through four basic steps: building a page, connecting with
people, engaging an audience, and infiuencing friends of fans. Consider the following
when designing a Facebook page or group:

Choose privacy settings with care.

Update your page frequently.

Stay on topic. Let the focus be your business.

Keep y ief, simple, and relevant to the target audi

Keep the design clean. Use links and images where appropriate, but let the

brand stand out.

Be accurate. Ensure the correctness and appropriateness of content.

Keep the tone spontaneous and informal.

Signpost your company’s expertise.

Make the experience interactive and engaging. Encourage feedback and
lationsh G " dother forms

ip- g
of interaction.
Make some content exclusive to Facebook.

Linkedin

LinkedIn is another networking site that can help business professionals strategically
increase their presence online. Currently the world’s largest professional network,
LinkedIn had more than 830 million users throughout the world in 2024 The section
titled “Using LinkedIn and X (Twitter) to Establish an Online Presence” in Chapter g
provides guidelines for optimizing your LinkedIn profile to advance your career.

Just as LinkedIn can be a resource for job-seekers, it can also help recruiters. For
example, Nancy Moulday, manager of recruitment at TD Bank Group, reported having
trouble finding the right candidates for certain positions when she used the bank's cor-
porate website and online job boards. However, when she started using LinkedIn to
advertise job openings, she quickly found that she was able to search for specific quali-
fications and make more targeted and successful hires.” By using InMail, the site’s mes-
sage service, Moulday was able to open a conversation with potential candidates who
weren't actively looking on the job board site by establishing some common ground with
them and evaluating their level of interest.

photo-andvidsa-sharing  P11Ot0- and Video-Sharing Sites
Site Awebsite with the main

Photo- and video-sharing sites such as YouTube, Vimeo, Pinterest, and Instagram
allow for the sharing of rich media content with broad, diverse audiences. A similar

cscRond [pimedic content-sharing site is SlideShare, where users can post and view slide presentations.

fellow YouTuber Lauren Riihimaki.

Photo- and video-sharing sites carry the risk that copyrighted material will be shared.
Although most major sites take steps to ban illegally posted content, there have been
1 of major fast-fash d that appear to be copied from

independent artists.* A 2018 article from Vox found multiple examples of fast-fashion

H&M, Forever d ller man-

ufacturers to sell at a much lower cost”*
Althoug] i itcan
It d backlash

against the larger companies. Old Navy was careful to explain that its T-shirt that appar-
desi| i igner C:

ly
b 't design. He it pulled the sh receiving

a large volume of criticism online Artists and designers without a significant following
or resources for legal action may not have the same success in preventing larger companies
from copying and profiting off their designs, and yet they also cannot avoid making their

designs vulnerable by posting them on social media without damaging their own business.
o

use these sites ina y:

To share d
To upload company photos, p and

To post recruiting videos

To capture client, customer, and public feedback on company enterprises, prod-
ucts, and services (comments must be monitored)

The most up-to-date coverage of business communication available, the sixth edition of
Communicating for Results provides relevant, engaging, current coverage, including topics such as virtual
teams and meetings, social media campaign planning, and the new Gen Z workforce.

u Communicating for Results

New message

x

from  Ahmed Khan <akhan@eureka.ca> March 3,2024, 756 AM

o leaming@eurekaca

Subject.Python for Data Visualization Course Cancellation

Delivers and explains the
bad news directly n the first Dear Registrant:

paragraph; provides a brief,

clear explanation, tellng The Python for Data Visualization course, originally scheduled to begin on March 24,

readers only whet ey neeel has been cancelled due to insufficient registration levels.
the basic facts

4,—. Inits place, please consider one of several self-directed e-learning courses available
Quickly moves on to an through the Learning and Employee Development Centre and Linkedin Learning

alternative and tells readers
how to act on this information

(formerly Lynd ). If you req Ip accessing Learning course or

would like to book a Quiet Space or Study Pod for uninterrupted course viewing,

ol Reema Seth ). The online course has a two-hour

running time. - Staff members who have opted for the Linkedin Learning program
instruction,

say the exp pares favourably to
Closes with afinal reminder of ——+ Please let me know if you are interested in self-directed learning so that access and
the alterative, whichis reader- | pod space can be arranged for you.

centred and phrased poiiely;

avoids words and phrases

such as difficulty, mistake, Thanks,
problem, or regrettable error Ahmed
Ahmed khan

Learning Centre Coordinator
Tel: 416-631-7710

=R

FIGURE 7.6 Effective Direct-Approach Message

d demanding more Forex:

or
ample, after thousands of Rogers Communications customers were left without services
on July 8, 2022, the company attempted to apologize but was vague in explaining the
reason for the outage. This led to an upswell in customer complaints and ultimately to a
Government of Canada demand that Rogers' leadership develop a crisis plan to mitigate
future outages and provide a full accounting at a parliamentary hearing.

Here are four main points to remember about apologies

- Don’t apologize for minor errors that have been promptly corrected or
when there is nothing to apologize for. The reader has to care for there to be
a true need for an apology. When you have done your absolute best to correct a
problem or delay resulting from circumstances beyond your control, provide an
explanation in place of an apology.

MEMORANDUM

TO: Dr. Vivian Foster, Dean and Director of Programs
FROM:  Sebastian Marceau, Special Programs Development Officer
SUBJECT: Assessment of College Summer Arts Program

DATE: November 15, 2024

Here is the report, which you authorized on October 15, about the status of our
Summer Arts Program in its first year of operation. The study involved a review of
program enrolment figures, revenue variances, staif and classroom expenses, course
curriculum design, class size, and student exit evaluations, as well as an assessment
of the program mandate and the current and future educational needs of the greater
Clairmont community.

Although response to the program has been and continues to be extremely positive,

effort in marketi

the information gathered shows that, as a result of substantial registration shortfalls <—‘
ing

inits first year of operation, we should in future expend

—

Aletteror memo.
of transmmital
introduces the
report and provides
apermanent
record of document
dolvery. This report
isfor comy
insiders,soit s sent
inmemo form. tis
usuolly formatted
toallowfora - or
Vieineh (or 3 - or
4-contmatrs) top
morgin

Begins with
astatement
indicating the
topic of the report
and the fact that
the reportis being
transmitted

L

Refers tothe
reports purpos

and authorization
under which it was
wiitten

and refocusing the program to appeal to target audiences. The action plan outined
in this report reflects the results of research within the college and outside arts-in-
education research.

I am grateful to summer staff instructors for their input and feedback and to members of
the accounting department for their assistance in revenue analysis. -

Itis my hope that this report will provide you and the college board with the information

needed to assess the effectiveness of the first year of the Clairmont College Summer

Arts Program, to evaluate its implications, and to plan for the coming year. Please

let me know if you have any questions about this report or if you need any further

information. | may be reached by phone at (705) 582-2119 and by e-mail at smarceau@
1look forward the report d action

plan with you.

Enc.

Briefly describes
the report and
highiights its
conclusions and
recommendations

help received in its
preparation

Closes with an
offer of answering
questions or further
discussion

FIGURE11.5 (Continued)

Detailed writing samples respond to real-life situations and show students the level of excellence they

should strive to achieve in their own writing. Marginal tips draw students’ attention to important features of

the samples, and “ineffective” samples show students what to avoid in their own writing.
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Identify Strategies for Concise Messaging Create Constructive, Inclusive, and Reader-Oriented Messages

10. Being Positive. Revise the following sentences to 12, Being Polite. Revise the following sentences to

6. Achieving Conciseness by Eliminating Clutter. € For each and every customer who is dissatis-

a
Edit and revise the following sentences by elimi-
nating noun conversions, long lead-ins, expletive
constructions, prepositional phrases, and rela-
tive clauses.

Sample:  The company undertook action
that was decisive despite the fact
that the resources it had were
limited

Revision:  The company acted decisively
despite its limited resources.

2) It was a clerk from accounting who located the
spreadsheets that had been missing.
b) Asenior engineer will complete an inspection
of the safety requirements and, if necessary,
‘make changes to them.
By and large, it is our assumption that share
prices have been sagging due to the fact that
there is by all accounts weakness in this par-
ticular sector.
In response to your letter of August 16 that
was received August 18, we cannot act in ac-
cordance with your express wishes in making
a refund due to the fact that the warranty
of the product you purchased from us has
expired.

&

fied, there isn't only a sale that is lost, there is
alifetime value of that customer that is lost as
well

7. Achieving Conciseness by Eliminating Redun-

dancies and Repetition. Revise the following
sentences to eliminate obvious statements and
unnecessary repetition.

Sample: Her sister is a woman who works.

Revision:  Her sister is an investment advisor
at Forest Financial.

3) If you refer back to the final section of the
report, you will see that the recommenda-
tions suggest we should continue on with the
current profit-sharing plan.

In view of the fact that your freight has not
arrived as scheduled, we have asked our su-
pervisor of shipping to make the necessary
inquiries.

During the course of the meeting, the need
for mutual co-operation was brought to our
attention.

<

Differentiate between Personal and Impersonal Styles

8. Writing Conversationally and Informally. Re-

write the following sentences in a less formal,
impersonal style.

Sample: Subscription rates have increased
by less than 5 per cent.
Revision: | am sorry to tell you that

subscription rates have increased
by less than 5 per cent.

2) Those interested in volunteering for the
United Way fundraising committee should
inform human resources at their earliest
convenience.

Supervisors should discipline brokers who use
discriminatory language when communicat-
ing with clients and co-workers.

3

) The customer service department should con-
tinue to monitor all calls for purposes of qual-
ity control.

Writing Informally. Lessen the formality of the
 Following e il message

It is most important to note that, as of
today, advertisements for departmental
job openings must be routed through the
human resources department. This im-
provement is made in accordance with the
company’s commitment to efficiency and
operating expenditure reduction. Following
this new procedure will save employees
work and enable human resources to help
employees fill their openings more quickly.

create a positive impression.

Sample:  Because you failed to provide us
with your postal code, we could
not send you the estate-planning
package you requested.

Revision:  Please tell us your postal code 50

make them courteous.

Sample:  You had better get moving on that
araft proposal.

Revision:  Ploase begin work on the draft
proposal as soon as possible.

planning package.

2) We never fail to offer our GIC investors the
‘most highly competitive rates

In your e-mail to our customer service depart-
ment, you allege that our Dependability-Plus
model printer is defective.

Aren't you being unreasonable in asking for
‘your vacation at this time of year?

It is categorically impossible for us to obtain
model A313, which is no longer in production.
Only model A312 is available.

<

&

. Stressing Reader Benefits and Relevance.
Revise the following sentences so that they re-
flect the reader's viewpoint.

Sample:  We charge our guests only
5275 per person for one night's
accommodation at our deluxe.
resort,a full spa treatment, and
dinner at our award-winning
restaurant.
For only $275 (per person), you can
enjoy a night's accommodation
atour deluxe resort, a full spa
treatment, and dinner at our
award-winning restaurant.

a) Twill allow you to take your vacation during

the last two weeks of August.

We are currently seeking individuals to be

part of our highly focused and dedicated

team.

We are pleased to announce a new rewards

program that guarantees discounts on future

purchases

d) Tam enclosing Form Cs2, which must be com-
pleted before we can reimburse you for your
educational expenses.

<

i

1.

) Ifyou me to meet the Novem-
ber 21 deadline, I need the latest sales igures
and I need them now. Can you at least hand
them over?

We have far better things to do here at Apex
Industries than speak with customers who
could easily find the same information on our
website.

Have the decency to let me know how the
meeting went.

Since you're the team leader, motivating team
‘members is your problem, not mine.

<

&

Using Inclusive Language. Revise the follow-
ing sentences so that they are bias-free, gender-
neutral, and non-discriminatory.

Sample:  Johnis the best disabled IT
specialist we've ever had.
Revision:  John is one of the best T specialists

we've ever had,

) The suspension of mandatory retirement
means that the old guys can stay in their jobs
as long as they like.

Jennifer suffers from bouts of clinical depres-

sion, but she still gave a great presentation

yesterday.

@) All executives and their wives are invited to
our annual Christmas party. Every executive
will have his choice of seating arrangement.

d) Our director is committed to improving ser-
vice provision for Aboriginal Canadians. Our
new program also has options for Inuit people
and the Meétis.

<

Identifying  Gender-Insensitive ~Language.
The following job description includes gender-
insensitive language. Identify words and phrases

Extensive new and updated end-of-chapter exercises—featuring individual and group activities, writing
improvement exercises, and case study exercises—provide realistic business situations that encourage
students to develop their critical-thinking, problem-solving, and collaboration skills.

Communicating for Results

+ Body movements, posture, gestures, and touch
+ Appearance (bodily characteristics and clothing)
+ Personal space and the use of time

These non-verbal cues have the power to both intensify a message and contradict its
primary aim. A nod of the head, a point of a finger, a steady gaze, a slumped posture, a
frown—these signals, like all non-verbal cues, are powerful indicators of feelings and
attitudes in verbal communication (Figure 2.4).

REPETITION

repeat message.
+Eg, instructing a computer tochrickan torepalr
s computer” while pointing at the computer

CONTRADICTION
-verbal messages can conflict with verbal messages,
posing challenges for the decoder.
+Eg. ajob candidate saying she is confident but
aveiding making aye contact

Learning Objectives

A piys con kit converons Routine
Messages

+ Eg, tapping a person on the shoulder to initiate
conversation

61 Apply best practices when writing
‘and managing e-mail

6.2 Understand when and how to
B T 72
workplac

SUBSTITUTION 6.3 Format formal letters in a variety
: fora
Decoders can read” pressions, .
gestures, and posture R 6.4 Use a direct writing plan for
“E might guess that contract Chapter Preview routine business messages.
has been lost if their team leader enters the meeting room 6.5 Request general mcmmauon and
with slouched shouiders and a dovincast expression. This chapter introduces you to routine business messages. You will claims adjustmer
be introduced to best practices for formatting and writing e-mail, 6.6 Respond pes.uvely to requests.
i unicating via i for information and claims
ST RN SRS managing your inbox, and communicating via instant messaging (e
 Non-verbal displays can undermine, amplify, or tone down a verbal message. You'll also discover standard approaches to formatting formal i
This s accenting business letters for those occasions when they'ra required. Finally, G UHDETEESIID EIE AR
3 ding the table "We have to cut our budget, . r messages, transmittals, and
+ Complementary non-verbal cues reinforce or affitm @ message, youl see how the adaptable direct writing pian can be applied for instructional messages.
making it easier to remember. spacific purposes to different types of routine messages. e ———

- Eg, @ boss who shakes. ssociate’s them

appreciation, congratulations,
and sympathy.
FIGURE 2.4 Non-verbal communication cues can play five roles in relation to verbal communication.

A dynamic full-colour design, featuring
infographic presentation of concepts, engages
students and helps reinforce key concepts.

Learning objectives and chapter previews
prepare students for what they will encounter in
each chapter.
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Paquette, a 2I-year-old Ojioway and Métis woman from Winnipeg, came across a CIBC
customer service recruitment posting irected to Indigenous Peoples. Paquette believed
her work experience and fluency in French made her a good fit for the job, which held

ties for advancement. As she began to fill ut the application, she was dismayed
at a question that asked her to explain her favourite tradition or story, as it seemed such

© tothe bank
troubling for Paquette was the requirement for a vid
applicants were asked to describe their communication skils and let their personaiity

) Even

ie0 cover letter submission in which

her

dancers!*? stunned by this, Paquette believed such questions amounted to CIBC asking

-

shame her grandmother was made to feel over her heritage throughout her residential
school experience. Paguette found it ironic and highly insensitive on CIBC's part that
applicants were asked to share stories and traditions that Indigenous Peoples had been
robbed of through colonization and the residential school system. The suggestion that
i it reserved for ceremony, as part of

the application struck her as yet another sign of cultural insensitiviy.
An outraged Paquette aired her concerns on Twitter. CIBC explained on Twitter that
it partners with Our Children's Medicine, an organization specializing in Indigenous

Ppli

hrough a

Case Study

Chapter-opening vignettes illustrate each

chapter’s main themes with real-life examples.
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donot know. Instead, indirect
and often mediated through radio or television broadcasts or newspaper or magazine
articles. An example of mass communication is a webcast of a chief executive officer's
(CEO) address at an annual general meeting of shareholders.

Checklist

Communication Contexts

O Whatis interpersonal communication? What s its purpose?

O What factors set the emotional workplace

0 what ional intelli what i with itz

O How can interpersonal communication be improved?

O Whatis behavioural plasticity and why is it important?

0 why are interpersonal and personal management skils important?

O Wwhat successful icati

O what is organizational communication? What role does organizational culture
play in organizational communication?

O Whatis intercultural communication?

O Whatis mass communication?

2.5 Non-Verbal Communication

Communication involves more than just spoken and written words. Messages are also ac-
tively conveyed through a subtext of non-verbal language, both unwritten and unspoken,
and even through touch (haptics) and social di icati

UCLA professor Albert Mehrabian found, the impact of spoken communications contain-
ingan emotional or attitudinal element comes largely from non-verbal elements:

+ 7 per cent of the meaning is in the words that are spoken.
+ 38 per cent of the meaning is paralinguistic (voice quality).
+ 55 per cent of the meaning is in non-verbal expression.

Although this finding is intriguing, if somewhat misleading, other research has shown
that non-verbal cues have over four times the effect of verbal cues* This alone suggests
that bal ication is to social interaction.

Non-verbal messages communicate emotions, attitudes, greetings, and cues of
status.* Effective non-verbal skills and abilities can therefore play an important role
in building and and managing

non-verbal communication
ommunication that does

notuse words but takes.

place through gestures,

which are key components of successful careers. How a message is encoded with any of
the following non-verbal cues can influence how it is interpreted:

+ Tone, inflection, and other acoustic properties of speech
+ Eyegaze and facial expression

expressions.

Communicating for Results

Use transitions and animation. Effects such as dissolve, fade, vortex, or
wipeout keep the eyes of your audience focused on the screen between slides.
It is usually best to use one transition effect consistently throughout your
presentation.

If you are using Prezi, use rotation and size to convey meaning. Rotation
can be used to emphasize changes in perspective, thinking, or understanding
about a particular topic. The size of objects can be increased for greater emphasis.”
Proofread the slides before your presentation. Review your slides for accu-
racy, completeness, coherence, and clarity.

1f you are using PowerPoint, use the “Slide Sorter” and “Outline View”
to review your presentation. These features allow you to see the structure
and big picture of ion and ily. Slide Sorter can
help you gauge the flow of your presentation and its graphical elements; with
Outline View you can see the text of your presentation.

Produce speaker notes as reminders. You can set up notes to appear on a
second monitor, or you can print them. Consider using your notes as handouts.
Back up your work. Copy everything to a USB flash drive or cloud storage, or
e-mail your work to yourself. Take printouts of your slides to your presentation
for ready reference if your equipment fails.

Rehearse the slide show. To ensure your slide show fits the allotted time, doa
dry run and record the timing. You can then edit or eliminate slides as needed.
Never read from a slide. Maintain eye contact with the audience and never
assume that a slide is self-explanatory.

Keep the limitations of presentation software in mind. Presentation
programs can enhance the look of your presentation, but they are not effective
for conveying large amounts of complex information. As American statistician
Edward R. Tufte has noted, standard PowerPoint templates simplify informa-
tion to the point that they “usually weaken verbal and spatial reasoning, and
almost always corrupt statistical analysis.”*

QUICK TIPS

Presenting with Visual Aids

Test audiovisual equipment in advance and check the optics of the room to
ensure that all participants have unabstructed views.

Display your visual aid only when you are ready to talk about it, and give your
audience a few moments to digest the information it supplies before you speak.

Introduce your visual aid andjor give it a meaningful, self-explanatory ttle

Comment on—but do not read from—what you show, and match your delivery to
the content of the visual.

Make sure you direct your words to your audience, not to the aids you are using
Remove the visual s soon as you are finished with it

Never allow visual aids to dominate so much that they prevent you from con-
necting with your audience.

Checklists and quick tips boxes summarize key points for easy reference.

xix
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message Any type of oral,
written, or non-verbal
communication that is
transmitted by a sender to @
receiver or audience,

sender The participant
inacommunication
transaction who has an idea
and communicates it by
encodingitin a message.

encoding Converting ideas
into code In order to convey
awritten, on oral,or a non-

verbol message.

channel Acommunication

pathway or medium over
which a message travels

< Feedback <

FIGURE 2.1 Transactional Communication Model

c , the father of puter age. For to h
Weaver, and others claimed, there must be both a source and a destination—someone

at one end to formulate and launch the message and someone at the other end to re-
ceive and respond to it (Figure 2.1)." The goal is for the message to be understood as it
was intended. The process, unfortunately, is not always as simple and straightforward
as it sounds. Difficulties with transmission, reception, and interference can disrupt the
communication process.

Sender

‘The sender, also called the transmitter or the communicator, is the person or group
with a particular idea or purpose in mind and an intention to express that purpose in
the form of a message. The form that the idea ultimately assumes—its content, tone,
emphasis, and organization—is shaped by the sender’s context, knowledge, attitudes,
background, and other assumptions based on the sender’s experience. Taking ideas and
putting them into a code is known as encoding. The message can be encoded verbally or
non-verbally—in writing, speech, or gestures, even visually—with the goal that it will
eventually be understood. For this to happen, however, the sender must consider the
receiver’s context, knowledge, attitudes, and communication skills and then choose the
right code to convey the intended meaning; otherwise, the communication transaction
can fail.

Channel

The channel is the medium by which the message is transmitted. Delivery can be by
spoken word, image, letter, memo, report, telephone, computer, or gesture. A medium
can be synchronous (i.e., communication takes place directly, at the same time or
in real time) or asynchronous (i, information is stored or archived and accessed
ater so that sender and receiver do not need to be present at the same time). Face-
to-face conversations, telephone conversations, synchronous texting, synchronous

2 | Getting the Message Across -

The US-based National C
ies as “focusling] on how people use messages to generate meanings within and across
contexts, cultures, channels, and the media” and “promotling] the effective and ethical
practice of human communications.” Communication studies shares theories and as-
sumptions with multiple disciplines, including sociology, psychology, political science,
law, philosophy, and linguistics. Its theoretical frameworks study

iation describes ication stud-

the practical art of discourse (rhetoric),
the way our behaviour is infiuenced by the words and symbols we choose

(semantics),
how meaning is assigned and understood (semiotics), and
how dand function

Throughout this book, we explore what these frameworks have in common, as well as
the distinctive branches of communication that are integrated in the workplace.

2.3 The Communication Process

The idea of exchange and interaction—the flow of information from one person to

her—i to modern and to the theories that system-
atically explain how meaning is created, shared, and managed.” It is important to re-
‘member that communication is

situated (i.e,, embedded in a particular environment or socio-cultural context)
relational (i.e.,involves the ability to interact effectively and ethically according
to what is needed at a given moment)

transactional (i.e, exists as a co-operative activity in which people adapt to one
another)

Communication is a process or series of actions aimed at achieving a desired outcome or
goal. Senders and receivers of information are involved in this partnership. Commun-
ication is therefore the means by which we create our professional world and relation-
ships and conduct business activities.

This partnership involves an exchange that takes place through language or a set
of signs and symbols (e.g., words or gestures). In this exchange, a sender transmits a
thought that carries an agreed-upon meaning within a particular context with the aim
of elicitinga receiver's response. The receiver must be able to understand what is signifi-
cant about the data and make meaning out of it in order for this exchange to be truly ef-
fective. Through communication, we assign meanings to the world around us, although
the realities we create are shaped by our cultural experiences and individual knowledge.

Elements of the Communication Process

How does ication “work”? Many conceptual models have been developed to ex-
plain it, including the Shannon-Weaver model from Bell Telephone Laboratories, the
mother of all conceptual models developed by scientist Warren Weaver and engineer

rhetoric The use of
language to persuade an
audience.

semantics The study of
the words and symbols we
choose.

semiotics The study of how
meaning is assigned and
understood.

cybernetics The study
of how information is
processed and how
communication systems
function.

A marginal glossary defines key terms and concepts at their first appearance in the text.

Student and Instructor Resources

Communicating for Results is accompanied by a comprehensive package of online
resources for students and instructors alike, all designed to enhance and complete the
learning and teaching experiences. These resources are available at www.oup.com/he/
meyero6e.

For Instructors

«  Aseries of Al exploration modules suggest activities encouraging hands-on exploration of how
generative Al tools can be applied to concepts and processes discussed in the text.

+ A comprehensive instructor’s manual provides an extensive set of pedagogical tools and sug-
gestions for every chapter.

«  Classroom-ready PowerPoint slides summarize key points from each chapter and incorporate
figures and tables drawn straight from the text.

« An extensive test bank includes hundreds of questions in multiple-choice, true-false, and
short-answer formats.

For Students

« A student resource page includes a suite of materials to support students’ understanding of
the text, including flashcards, review questions and quizzes, grammar resources, and additional
sample documents.
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Issues and
Trends in
Professional
Communication

Chapter Preview

This chapter introduces you to the contemporary workplace and
what it takes to be a professional, both individually and as part of a
team. You'll see why it’s important to be honest and principled and
to keep private information private.

Peoplelmages.com - Yuri A/Shutterstock

Learning Objectives

1.1

Identify the link between
effective business
communication and personal
career success.

Recognize key changes and
trends in the workplace.

Understand professionalism and
professional boundaries.
Identify the importance, types,
and characteristics of workplace
teams and models for team
decision-making.

Identify the goals and

standards of ethical business
communication.

Understand workplace privacy
issues and identify strategies to
safeguard personal information.
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Values of honesty and respect for diversity
and differences, a commitment to trust
and relationship building, collaborative and
virtual-team practices, and open and tran-
sparent communication: These are the
cornerstones on which Brenda LaRose has
built her outstanding 25-year career as an
executive search company head. As the
2019 recipient of the Aboriginal Business Hall
of Fame Lifetime Achievement Award from
the Canadian Council for Aboriginal Business
and as a Métis Anishinaabe citizen, Winnipeg-
based LaRose lives the values of her culture
while applying a wealth of expertise as a
Certified Management Consultant and a
Certified Professional in Human Resources.
Brenda LaRose lives her values in her She is the founder of Higgins Executive Search,
approach to business communication. a national leader in diverse and Indigenous
executive recruitment, and is now a partner at Leaders International, as well as the co-
founder of SheDay. For LaRose, communicating is about more than just getting the message
across. “It's extremely important. You are projecting your values and image every day when

By permission of Centre for Aboriginal Human Resource Development Inc.

you're interacting with people, including clients. It's all about communicating from an ethics-
and-values perspective—that’s key for communicating. Our job is to make sure that we are
communicating well, that we're managing the expectations [of clients and candidates] and
that we're making sure they understand how we work and understand the process.”

LaRose’s ethics-and-values perspective makes good business sense, but it comes
from a wider world than business. It comes from who she is and who her people are, as
embodied in part by Indigenous knowledge, the Anishinaabe Seven Sacred Laws (respect,
love, courage, honesty, wisdom, humility, and truth), and millennia-old practices of
storytelling and conflict resolution—practices that have been emulated in the mainstream
business communication tool kit. LaRose stresses that working in the Indigenous
community demands an understanding of its diversity—there are more than 600 First
Nations here in Canada, different from one another in more than just geographical
location—and a nuanced appreciation of communicative differences. That respect for
differences carries over to LaRose’s respect for the communication preferences of her
Indigenous and non-Indigenous team. LaRose encourages them to communicate both
verbally and in writing and to use Teamer, a tool for interoffice communication, to promote
sharing and clear up uncertainties.

With a team of 12 and offices in Winnipeg, Vancouver, and Ottawa, LaRose knows
the importance of collaborative software tools and strong relationships between team
members based on trust and mutual respect as the keys to productive virtual meetings
and on-site project partnerships. When she founded Higgins Executive Search 26 years
ago, she realized that many interactions among staff were virtual and invested heavily
in technology to keep her dispersed team in regular contact to work on a number of
different projects at once. Says LaRose, “You've got to be able to work together, trust each
other, and like each other to be part of a team. If you're not communicating, not working
together, and not spending time together, you can’t be a team.”
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1.1 Communication: An Essential
Workplace Skill

According to Bruce Mau, co-founder and chief executive officer (CEO) of Massive
Change Network, “Historically, the workplace was designed to prevent communica-
tion. What we realize now is that communication flow within an organization is the
most powerful creator of wealth, so we as business leaders need to find the synthe-
sis between our physical and digital workspaces to facilitate this communication.™
Creativity, critical thinking, communication, and collaboration skills are all factors in
business success.

In today’s global business environment, everyone communicates for a living. It is
impossible to think of work environments without some of the many communication
activities that anchor organizations:

«  Writing reports

«  Dashing off e-mails

«  Composing formal letters

+  Producing media releases

«  Using social media for relatable, educational, or brand content
»  Participating in meetings

«  Connecting through video-conference or group software

«  Texting or speaking on the telephone

«  Networking and collaborating face-to-face with colleagues

+  Giving presentations

«  Curating or creating high-quality images, video, and infographics
«  Facilitating audio chats

+  Using digital technologies to carry out any of these functions

Spoken and written communication that is focused, reliable, and disciplined has the communication

A transactional and
relational process involving
the meaningful exchange of
that makes data both meaningful and manageable for those who must use it to make information.

power to influence opinion and shape perceptions on which an organization’s competi-
tiveness, productivity, and success depend. Goal-driven and actionable communication

decisions plays a crucial role in building credibility and upholding standards of account-
ability. In a global business environment in which relationships thrive on trust, how you
write, speak, and listen reflects who you are professionally.

Successful communication on the job doesn’t happen by chance. It is the result of

« learning how to structure information strategically using text, design, and rel-
evant technologies flexibly to achieve an intended purpose for a clearly defined
audience

« achieving a fine, context-sensitive balance between a commitment to your busi-
ness goals and an awareness of your audience’s needs

« understanding your role in various communication (based on your job
status, your task and duties, and your relationship to those you are interacting
with)

«  building beyond basic literacy skills (rules of grammar, spelling, and punctua-
tion) as an ethical and tech-literate communicator proficient in using language to



soft skill A social,
interpersonal, self-
management, or language
skill that complements a
person’s technical skills.

hard skill A technical skill
(know-how and abilities)
that a person requires for a
specific job.
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» problem-solve and present alternative solutions

» explain and rationalize, including for training, work processes, production,
and resource management

» motivate and gain compliance

» define organizational culture, goals, issues, and public policy

» negotiate and manage conflict

» lead or foster co-operation and collaboration

» position products, build brand identity, and gain access to customers and
markets

» relationship build, foster community relations, and conduct customer relations?

The ability to communicate effectively is considered a “soft skill”—a social and
self-management behaviour—as opposed to a “hard skill”’—technical know-how,
a tool, and/or a technique that equips people to work in a professional capacity. Soft
“human” skills include interpersonal skills that characterize relationships with others
as well as communication and listening skills, problem-solving ability, time manage-
ment skills, and qualities such as empathy and leadership. Among the 95 Canadian
human resource specialists surveyed for Navigating Change: 2018 Business Council
Skills Survey, maintaining a “human touch” and hiring graduates with a comprehensive
mix of skills were key priorities.* Topping the list of skills employers are looking for in
entry-level hires are

«  collaboration/teamwork/interpersonal/relationship-building skills
«  communication skills

+  problem-solving skills

« analytical capabilities

+  resiliency

A 2022 survey conducted by Censuswide on behalf of Indeed found that among 1,000
employers throughout Canada, 77 per cent see the merits of hiring a candidate based on
their soft skills alone.s

Communication capabilities are not just a pathway to career advancement but also a
route to satisfied customers and a healthy bottom line. The Conference Board of Canada
argues that progress in the work world depends on the ability to do the following:

+ read and understand information in many forms;

«  speak and write to command attention and promote understanding;

«  actively listen and appreciate other points of view;

+  use scientific and technological skills to clarify ideas;

«  share information via a range of technologies;

+ manage information by gathering and organizing it through the use of technol-
ogies and information systems; and,

«  apply and integrate knowledge and skills from other disciplines.®

Developing these skills leads to advantages that have lasting benefits for organizations
and stakeholders. Advantages include enhanced problem-solving and decision-making;
increased efficiency, workflow, and productivity; and improved professional image, busi-
ness relationships, and group dynamics.
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1.2 Communicating in the Current
Workplace

Contemporary changes in the Canadian workplace—and beyond—have implications
for learning, job requirements, sought-after business talent, hiring, and the quality of
work life. Despite these changes, communication is a constant cornerstone for success-
ful professionals.

Flexible Work Arrangements

For many Canadian workers, the COVID-19 pandemic shifted preferences for work to
more permanent remote and hybrid arrangements. Professional services, information
and culture, and finance and insurance are among the industries in which remote and
hybrid work arrangements are common.” For example, information technology com-
pany SAP Canada has received positive ratings for its Flex Appeal policy, which enables
employees to work non-traditional hours from a remote location or in an office that pro-
vides designated space for every task. Strong digital skills and the ability to self-manage
tasks and time effectively are core to a skill set demanded of remote workers.

The Knowledge Economy and Datafication

Whereas Canada’s economy used to be based on the products people made from raw
materials through manual labour and industrial production, the information age has
made it knowledge-based. Information is a valuable commodity and now, more than
ever, it is easily accessed and disseminated through digital technology. The knowledge
worker makes and sells some kind of idea-based product, such as software, consulting
and financial services, music, design, or pharmaceuticals. The advantage that know-
ledge products have over products produced through manual labour is that their value
can dramatically increase as the global market expands.

Workers are expected to have both the skills necessary to find and evaluate infor-
mation and the know-how to process and communicate that information effectively.
Businesses rely increasingly on artificial intelligence (AI) and algorithm-based big data
analytics, the practice of collecting, analyzing, and comparing large data sets and iden-
tifying patterns in them, to better understand consumer preferences; forecast trends;
attune strategies, products, and services; and boost marketing, customer-relationship
management, data sharing, human resources and hiring, and security enhancement.?
For approximately a decade, the Toronto Raptors front office has drawn insights from
big data to make the strategic draft picks that helped it clinch the 2019 NBA champion-
ship.? Canadian shoe retailer Aldo, which has a global presence, made gains following a
post-COVID-19 restructuring by using its stores as what CEO David Bensadoun called
“amassive data collection service.” Staff scan and record the footwear a shopper tries on.
This data can then be used by Aldo’s design team to determine which fits work and by the
company itself to advise wholesale customers which styles are popular in specific locales
in North America.*> Companies also now rely on competitive intelligence—the practice
of deriving data insight from external sources to gain a competitive advantage by utiliz-
ing data about a competitor’s products, services, and customers to make business deci-
sions.* Knowledge management (KM) refers to the creation of technological systems

knowledge management

“A collection of information
technologies used to
collect, transfer, and
distribute knowledge among
employees.”?



information and
communication
technologies (ICTs)
Technologies, such as
mobile phone systems

and the internet, used for
transmitting, manipulating,
and storing data by
electronic means.

piracy The unauthorized
reproduction and distribution
of copyrighted material,
including video games,
software, music, and films.

cyberwarfare A form of
information warfare, usually
the conducting of politically
motivated sabotage
through hacking.

identity theft The act of
acquiring and collecting
an individual’s personal

information for criminal

purposes.
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The Toronto Raptors are just one of the businesses, ranging from large to small, that are using the
power of big data and Al to improve their products, market knowledge, and processes.

for the collection, creation, storage, transfer, curation, and distribution of knowledge
among employees.” Company intranets—private communications networks that allow
employees to share insider information in a protected Web environment—are among
the tools that support problem-solving in organizations.

Risk and Security at Work

Sociologists Anthony Giddens and Ulrich Beck have called our modern society a “risk
society.”* Risk is the potential for loss. When we act to gain something, we must often
assume a certain level of risk. Today’s businesses face challenges from a complex threat
landscape and carry out extensive assessments to identify potential risks and avoid
risk-related losses. Dangers include not only environmental risks, such as natural disas-
ters, but also manufactured risks that have the potential to be catastrophic and affect
many people. Examples of manufactured risks in information and communication
technologies (ICTs) include piracy, cyberwarfare, and identity theft. Security
breaches result in lost or compromised data, as well as a loss of trust; they can harm
commerce and a company’s credibility, reputation, and bottom line through legal costs,
settlements, and public relations (PR) costs. Governments and businesses attempt to
control such risks by building trust, establishing cross-border co-operation, and forg-
ing networks. Under federal privacy protection law, Breach of Security Safeguard Reg-
ulations in effect as of November 1, 2018, require companies to report breaches to the
Privacy Commissioner in writing or face penalties of up to $100,000. The report must
specify the nature and cause of the breach, when it occurred and how they learned of
it, the type of information breached, the number of people affected, and their crisis

yelo34/©123RF.com
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response to reduce the risk of harm to those affected. Preventive measures and regula-
tion, including data security and cybersecurity, are also part of the management of risk,
as are the specialized protocols of crisis and risk communication.

Sustainability, Environmental Awareness,
and Corporate Social Responsibility

Corporations hold significant power and influence in the world. In fact, 42 of the 100
largest economies in the world are companies.*® According to Natural Resources Canada,
corporate social responsibility (CSR) refers to “voluntary activities of companies,
over and above regulation, that serve to integrate social, environmental and economic
concerns into their activities.”” CSR got its start in the 1990s amid growing stakeholder
concerns over globalization and environmental catastrophes such as the sinking of the
Exxon Valdez oil tanker.*® Forward-looking companies such as Ben & Jerry’s began to
issue sustainability reports, and many others gradually embraced a three-part (three
P’s) triple bottom line framework through which they evaluate their performance and
the value they create:

1. Economic—profit. This refers to the profit a company’s financial performance
generates for its shareholders. In the past, a company’s goals would be purely
economic, but now adopting sustainability measures and creating positive
change are seen as drivers of business success: “doing well by doing good.”

2. Social—people. This part involves creating value for stakeholders, including em-
ployees, customers, and the community, through volunteerism and fair hiring
practices as well as through a commitment to an equitable, diverse, and inclusive
work environment in which all individuals are valued, respected, and treated
with dignity.

3. Environmental—the planet. This part is concerned with having a positive impact on
the planet through environmental awareness; pollution and carbon footprint reduc-
tion; ethical sourcing of materials; and water, energy, and resource conservation.*

Today, important initiatives such as the United Nations Global Compact (UNGC)
drive transparency on how corporations earn their money, treat their employees, and
protect the planet’s finite resources. The UNGC asks companies to embrace, support,
and enact core values related to particular areas:

«  Human rights, including the rights of Indigenous Peoples

«  Labour standards (e.g., bans on forced and child labour, recognition of collective
bargaining rights, and elimination of employment discrimination)

« The environment (adoption of environmental protection initiatives and en-
vironmentally friendly technologies, and use of precautionary approaches to
environmental challenges)

+  Anti-corruption (zero tolerance for all forms of corruption, including bribery
and extortion)**

The United Nations Declaration on the Rights of Indigenous Peoples Act came into force
in Canada on June 21, 2021, with measures to “address injustices, combat prejudice, and

risk communication An
interactive exchange of
information and ideas on
risk among risk assessors,
risk managers, and other
interested parties.®

corporate social
responsibility (CSR)

A company’s voluntary
contributions to sustainable
development through

the support of non-profit
organizations and/or

the creation of socially
conscious corporate policies.

triple bottom line A
business concept,
encapsulated in the three
P’s of profit, planet, and
people, which holds that
organizations should not
only focus on the standard
bottom line of financial
performance but also
commit to measuring their
environmental and social
impact.?°



sustainable development
Economic development that
maintains natural resources
for future generations and
recognizes the relationship
between economic, social,
and environmental issues.
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eliminate all forms of violence, racism and discrimination against Indigenous peoples”
and promote mutual respect and understanding.*?

Communicating these values to stakeholders is likewise becoming increasingly im-
portant for companies. Reporting sustainable development is more than a PR exer-
cise.? Through a combination of voluntary and mandatory disclosures, sustainability
reporting can accomplish many objectives:

«  Strengthen the link between a company and its stakeholders and increase stake-
holder value

+  Boost financial performance

«  Showcase efficiency in production and lead to better use of company assets and
innovative technology

«  Increase the company’s appeal to socially responsible investors

+  Build industry credibility, set an example, and enhance company reputation

Business on a Global Scale and
Workforce Diversity

The world’s economy is increasingly global. This is due, in large part, to several key
factors:

«  Web browsers promoting connectivity and the free flow of information

«  Software (e.g., PayPal) and other communication platforms promoting wider
co-operation

«  Open-source software (software that users are permitted to change and improve)

«  Outsourcing and offshoring (designing at home and redistributing customer
service functions and production facilities to distant countries)

«  “Amplifiers” that are digital, virtual, mobile, and personal (cellphones, smart-
phones, chips, file-sharing networks, VOIP, Wi-Fi)

This globalized business structure provides new opportunities and a demand for
greater competitiveness from Canadian businesses. Products from Canadian brands
may or may not be wholly produced within the country’s borders. For example, Canadian
aerospace and transportation giant Bombardier has facilities in 28 countries.?* The trend
toward outsourcing and offshoring customer service functions also continues. The need
to explore new and emerging markets, negotiate, buy and sell overseas, market products,
and enter into joint ventures is anchored in effective communication with people from
throughout the world that overcomes differences in culture, time zones, and language.

In today’s globalized economy, a company’s human capital—or the individuals who
make up an organization—is arguably its greatest asset. By 2032, it is estimated that
one in four Canadians will have been born outside of Canada, with new Canadians
making up a growing percentage of the nation’s workforce.>> A diverse employee base
reflecting differences in ethnicity, age, race, ancestry, physical ability, religious belief,
sexual orientation, and gender identity can bring many possible advantages:

«  Awider and deeper skill set and talent base, with potential exposure to diverse
insights and viewpoints to spur creativity, innovation, and synergistic teamwork
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+  Greater productivity, performance, and employee satisfaction,*® with potential
for an enriched work life through daily cross-cultural contact and interactions®

«  Enhanced access to foreign markets and capacity to compete globally, with multi-
lingual employees of diverse backgrounds bringing cultural knowledge and market
insights as well as the ability to interact effectively with global stakeholders®®

Although prioritized across Canadian organizations,* diversity and inclusion still come
with challenges rooted in differing values and communication styles, which may in turn
contribute to miscommunication and lack of understanding. Challenges, too, such as bias,
microaggressions, barriers to promotion, and lack of support from colleagues, dispropor-
tionately affect people of colour and other diverse employee groups. All of these concerns
highlight the need for organizations to shift mindsets and achieve shared understanding
through diversity, equity, and inclusion policies and supportive programs:3° Among the
top 100 companies listed by the Great Place to Work Institute Canada, Grant Thornton
LLP has made a mark with its Diverse Exchanges program, which provides an opportunity
for employees to connect and learn from each other by sharing diverse perspectives.

A Growing Millennial and Gen Z Workforce

The term millennials refers to individuals born between 1981 and 1996, and Gen Z refers
to those born between 1997 and 2009.3* Not yet in the employment market, Generation
Alpha refers to anyone born since 20103 According to Statistics Canada, millennials ac-
count for the largest share of the working-age population, at over 33 per cent.33 Millen-
nials bring unique talents and competencies to the workforce, but their numbers alone
make for a competitive labour market. Their work styles and preferences show desire for

«  financial rewards and benefits

+  flexible hours

«  work-life balance

« ongoing learning, coaching, and real-time feedback

«  fulfillment—work that is authentic and allows them to be themselves and de-
velop their strengths

+  being kept in the loop—having access to all workplace information that they
perceive to be relevant to them and to their jobs3*

Millennials are also known for their willingness to work in teams; communicate
openly with managers; embrace new communication technologies; and change jobs fre-
quently, in fact twice as often as previous generations, in order to achieve career goals.3s
A full 70 per cent of millennials prefer to work from home,** making telecommuting,
mobile offices, online collaboration tools, and cloud software more than just passing
trends. Eighty per cent of millennials and Gen Zs find the gig economy, based in free-
lance and contract work, appealing because of the opportunity to work part-time and
supplement existing employment.?” Gen Zs, the generation now entering the workforce,
are also characterized by a desire to work for accountable employers that do good in the
world, make a difference, and are responsive to issues that matter to them 38 If this new
generation of employees has a personality, it could be summed up as the Pew Research
Center has described it: confident, connected, and open to change3®

diversity Variety among
people with respect to
gender, race, ethnicity,
ancestry, age, sexual
orientation, religious belief,
and physical ability, which is
to be acknowledged, valued,
and celebrated in today’s
workplaces.

gig economy a labour
market characterized by a
high number of freelance
and contract jobs.



team A group of people who
accomplish common goals
through the performance of
interdependent tasks.
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Team Work Environments

Teams are a centrepiece of organizations and essential to workflow, driven by the
demand for skill diversity and high levels of expertise and the need to stay competitive,
adapt, and innovate.*° A team refers to two or more people who interact (face-to-face or
virtually) to achieve one or more common goals through relevant and interdependent
tasks.+* Team effectiveness is based on the logic of an I-P-O formula:

+  Inputs: the composition of a team—its individuals, human capital, and resources

+  Processes: the activities that team members engage in to fulfil shared goals

«  Outputs: performance in meeting goals as judged by others outside the team,
the meeting of team member needs, and members’ commitment to remaining in
the team*

Collaboration through cross-functional teams, in which individuals with differ-
ent areas of expertise come together to share information for a common goal, makes
the most of a workforce’s creative potential by increasing individual involvement in
decision-making and project development. According to Eva Wong, co-founder and chief
operating officer of Toronto-based Borrowell, a fintech firm that started in 2014, being
part of a great gender-balanced team that enabled people to thrive “no matter their
gender” was the biggest factor in her entrepreneurial success in the tech industry.*
Innovations in information technology and mobile communications have made it pos-
sible for employees to be part of globally distributed teams and virtual project teams,
which can eliminate time and space barriers—by allowing team members to contribute
outside of traditional work hours and from various locations—and still provide quality,
low-cost solutions to organizational problems. Working in teams, however, depends on
strong communication and interpersonal skills to overcome conflicts that arise when
people with differing viewpoints must make joint decisions.

Indigenous Economic Growth

Since the 1990s, there has been extraordinary growth in Indigenous business in Canada;
however, there is still far to go in achieving economic reconciliation and overcoming a
history of economic segregation of Indigenous Peoples arising from colonization. It is
important to recognize that the governments of Canada and their settler economies
were founded on and drew resources from First Peoples’ lands. These colonizing prac-
tices displaced Indigenous Peoples physically and psychically from their homelands
and imposed on them economies that were not their own. In recognizing these painful
truths, organizations such as the Canadian Council for Indigenous Business have a mis-
sion to promote and enhance a prosperous Indigenous economy through programs such
as the Progressive Indigenous Relations Program, a certification program confirming
corporate performance in Indigenous relations and promoting prosperity in Indigenous
communities.** Indigenous Works, a national not-for-profit Indigenous-led social enter-
prise, has a similar mandate “to improve the inclusion and engagement of Indigenous
people in the Canadian economy.™ In 2020 alone, the gross domestic product attribut-
able to Indigenous Peoples was $48.9 billion.* It has been reported that there are now
more than 50,000 Indigenous-owned businesses across many sectors.* Young entrepre-
neurs and women account for much of the recent growth in Indigenous business.*
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The term Indigenomics describes the effort of Indigenous Peoples to build their fu-
tures and improve their communities and quality of life through equity ownership,
environmental planning, and procurement.** According to the Social Sciences and
Humanities Research Council of Canada, Indigenous entrepreneurship can be distinct
from mainstream understandings of entrepreneurship because of its emphasis on col-
lectiveness and community development and its foundations in Indigenous knowledges
(IK)—understandings and ways of knowing that are cumulative and interconnected
and emphasize the relatedness of all living things.5° For Winnipeg-based Manitobah
Mukluks, founded more than 25 years ago, creating handmade moccasins and mukluks
sold throughout the world is just the beginning in carrying out its vision of positively
impacting Indigenous communities, sharing success, keeping traditions alive, and cele-
brating Indigenous values.s* Its four pillars of impact are Art in Action, which involves
providing a platform for authentic Indigenous art; Education for Change, bringing
Indigenous youth and artists together through its Storyboot School to preserve tradi-
tions; Trade for Community, hosting an Indigenous market where 100 per cent of sale
proceeds go to the artist; and Sovereignty Through Leadership, serving as a pathfinder
demonstrating how Indigenous values can find success in the global market.>>

Business success stories represent a broad range of sectors:

+  Sequoia, a proudly Indigenous beauty brand with global sales, was founded in
2002 by Michaelee Lazore, who is Kanien’kehd:ka (Mohawk) from Akwesahsne
and Northern Paiute from Nevada.53 Sequoia’s products have been featured in
Allure, Refinery29, Cosmopolitan, and ELLE.

«  Cheekbone Beauty, founded by award-winning social entrepreneur Jenn Harper
from the Ojibwe Nation, is a cosmetics brand based in St. Catharines, Ontario,
that “creates a space in the beauty industry where Indigenous youth feel repre-
sented and seen.”*

+ Indigo Arrows, a design studio based in Winnipeg, specializes in handcrafted
modern home décor pottery, bed and table linens, and blankets that reimagine
the bone tool patterns of founder Destiny Seymour’s Anishinaabe ancestors.>s

«  Section Thirty-Five (35), founded and owned by Justin Louis, a member of the
Samson Cree Nation, is a premium streetwear brand aimed at amplifying Indig-
enous art, culture, and fashion.

A fact of living and doing business in Canada is that our lives and work are conducted
on the traditional territories of First Peoples.s® Acknowledging territory shows respect
for and recognition of Indigenous Peoples and helps build reciprocal relationships neces-
sary for achieving understanding and reconciliation. Territorial acknowledgements
are statements read out or displayed at the beginning of meetings, conferences, ceremo-
nies, presentations, courses, and community events. More than mere formalities, they
are important cultural protocols (based on formal protocols long used by Indigenous
Peoples to acknowledge their surroundings) and positioning statements that show how
an organization is changing how it works on Indigenous lands and actively working
with respect and integrity with Indigenous communities.s’ As such, they are an essen-
tial part of doing business. There is no single land acknowledgement statement that can
be used Canada-wide—only context-specific statements are true acknowledgements.
Each is dependent on geographical locations® and on the past and continuing presence of
specific Indigenous groups or nations, named in the statement, who called and continue

territorial
acknowledgement

A statement that recognizes
the traditional territory of
the Indigenous Peoples who
inhabit, or once inhabited,
the land on which an event
happens or people have
gathered.
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to call that place home. Educational tools, such as the Whose Land app and website,
make it easy for people to identify the Indigenous land they are on.>®

At its most essential, aland acknowledgment names and recognizes a specific Indig-
enous group or groups: “We want to acknowledge that we are on the traditional territory
of [nation names].” International human rights organization Amnesty International
proposes a reflective process for writing a land acknowledgement:

Naming the Indigenous territory you are on
Explaining why you are acknowledging that land
Speaking to the relevance of Indigenous rights to the event

Ry

Incorporating answers to 1-3 in a meaningful statement®

According to Selena Mills, Cree French Canadian-Settler, Centre for Wise Practices in
Indigenous Health, Women’s College Hospital, “For Indigenous Peoples land acknowledge-
ments are not only to assert our sovereignty and treaty rights of today but it’s also a way for
all peoples to feel more connected to a place.™* In its unwavering commitment to offering
more culturally safe, anti-racist services where reconciliation can thrive, the Centre for Ad-
diction and Mental Health (CAMH), Canada’s largest teaching mental health hospital, en-
visions the development of its land acknowledgement as “an act of reconciliation.”* It came
about through extensive consultations with Indigenous community members on a learn-
ing journey seeking to acknowledge the past, with direction from Elder Diane Longboat,
member of the Turtle Clan, Mohawk Nation at Six Nations Grand River Territory and a cit-
izen of the Haudenosaunee Confederacy, who also holds the role of Senior Manager, Strate-
gic Initiatives for Shkaabe Makwa.®* CAMH took the added step of creating a 15-page guide
to help its organization more fully understand the rationale and process that went into
creating it as well as its purpose, use, and delivery. CAMH views its land acknowledgement
as an opportunity for Settler-Canadians and non-Indigenous peoples to examine their re-
lationship to the history of settler colonialism and their positionality and identity, as well
as to reflect on their responsibilities and reciprocal relationship to the land and what has
been granted to them as visitors.* Its land acknowledgement shows how the organization
is actively working to broaden its approach to care, one that is founded in respect for and
full embrace of Indigenous medicine, ways of knowing, and healing practices:

CAMH is situated on lands that have been occupied by First Nations for mil-
lennia; lands rich in civilizations with knowledge of medicine, architecture,
technology, and extensive trade routes throughout the Americas. In 1860, the
site of CAMH appeared in the Colonial Records Office of the British Crown
as the council grounds of the Mississaugas of the New Credit, as they were
known at the time.

Today, Toronto is covered by the Toronto Purchase, Treaty No. 13 of 1805
with the Mississaugas of the Credit.

Toronto is now home to a vast diversity of First Nations, Inuit and Métis
who enrich this city.

CAMH is committed to reconciliation. We will honour the land through
programs and places that reflect and respect its heritage. We will embrace the
healing traditions of the Ancestors, and weave them into our caring practices.
We will create new relationships and partnerships with First Nations, Inuit
and Métis and share the land and protect it for future generations.®
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Almost no region of Canada has been untouched by the radical displacement

of Indigenous Peoples from their lands and the desecration of that land through
Settler-Canadian resource mining and land use practices. Some organizations are
beginning to address these long-standing inequities, however. The Real Estate

Foundation of BC, an organization that makes grants of approximately $4.6 million

a year to advance equity, sustainability, and social justice in land use, prioritizes

Indigenous-led projects that support Indigenous rights and the rights of communities

that are systemically shut out of land-use decisions.®® In 2024, its Land Awards recog-

nized the emerging leadership of Sulatiye’ Maiya Modeste, the P’hwulhp Restoration

Project Coordinator for the Stqeeye’ Learning Society, for her work with the organiza-

tion in land restoration and education around Xqwaagw’um, a Quw’utsun village site

on Salt Spring Island.®

Communication Skills and Trends in the Canadian Workplace
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How do hard skills and soft skills contribute to success?
What is the knowledge economy?
How does risk affect business decisions?

Why are sustainable development, environmentalism, equity and diversity, and
corporate social responsibility important in modern business?

What is global business?
Why is it important for organizations to promote diversity in the workplace?
What strengths do millennials and Gen Zs bring to the workforce?

How are Indigenous businesses making their mark, and what are the core values
on which many are founded?

1.3 Professionalism and Employee
Engagement

Why Professionalism Is Important

A professional is a worker or a practitioner (e.g., a doctor, a lawyer, an engineer, a per-

forming artist, or a fundraiser) in whom others put their trust. Professionalism, or professionalism The act of

the act of being professional, requires a worker to demonstrate they are worthy of that
trust through their attitudes and actions. Workers can show professionalism through

being professional, which
requires demonstrating
the competence and/

or skill expected from a

putting clients first professional.
maintaining confidentiality
using their knowledge for honest, legal, and ethical purposes®®

Professionalism involves an active process of developing work identities, modes of

conduct, and practices.®® A starting point for many new workers is getting to know and

understand their shared work identity. This identity links them to others who do the



authentic organizations
Organizations that
encourage employees
to be their best selves

by valuing and nurturing
their perspectives and
differences in attitude.

employee engagement
Employees’ genuine
enthusiasm for and
commitment to their work
and organization.
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same work and reinforces a sense of belonging based on what they have in common,
including their

+  educational background

+  professional training

«  experiences and expertise

+  membership in professional associations

+  shared work cultures

+  shared ways of solving problems and helping clients and customers deal with
uncertainty and risk?°

Adapting to a workplace and developing work identities isn’t about wearing the right
suit or looking the part. It’s about standing out as someone who can act decisively and
knowledgeably, adapt to new situations, and add value to an organization through their
high-quality work’* As an employee, professionalism is an ongoing process of social
learning that involves thinking about and carrying out your duties according to a set of
shared values, objectives, norms, and expectations important to you, your organization,
and its stakeholders.

The link between organizations and professionalism is strong. In fact, profession-
alism is embedded in every aspect of the workplace, including its systems, structures,
rules, and procedures’? For individuals, its outcomes can lead to higher status and
authority.’3 For organizations, professionalism, by reducing risk of conflict and error, can
improveworkflow, the qualityand conditions of worklife, and the customer—clientexperi-
ence. In the end, professionalism is good for business because it enhances a company’s
efficiency, productivity, competitiveness, and reputation.

Qualities, Characteristics, and Expectations

No matter your profession or occupation, being professional depends on your capac-
ity to act in the best interests of customers and colleagues, never purely out of self-
interest’ It involves not just a single skill or capacity but a whole range of integrated
skills and qualities (highlighted in Figure 1.1). The combined characteristics each organ-
ization values are as unique as the organizations themselves. Such characteristics also
define organizational culture.

From a different perspective, the expectation to be professional can be interpreted
as a way for organizations to exercise domination and control over their members. This
negative interpretation of organizational expectations explains why businesses may
opt to become “authentic organizations.””s Authentic organizations aim to foster cre-
ative, innovative environments that will attract top talent and thereby bring meaning
and engagement back to the workplace. Employee engagement has to do with har-
nessing an employee’s “self” to their work role in a way that makes the employee not just
attentive to the role but fully immersed in it.”® Engaged employees boost organizational
performance and increase revenues,”” making engagement a top priority for managers.
Gallup’s 2022 State of the Global Workplace Report found that in 2021, 33 per cent of US
and Canadian employees were engaged at work and 60 per cent were thriving in their
well-being; in the rest of the world, only 21 per cent of employees were engaged and 33
per cent were thriving’® Among the most engaged workplaces are Air Canada, Herb-
alife Nutrition, and Scotiabank.’? Many companies in Canada now survey employee



1 | Issues and Trends in Professional Communication

engagement and satisfaction frequently (weekly, even daily) and have introduced mea-
sures to increase it. For example, the Aboriginal Peoples Television Network (APTN),
one of the Globe and Mail’s Top 100 Employers, formed a committee to foster long-term
employee engagement through a collaborative approach.®

Professional Boundaries and Behaviours

Relationships are defined by the boundaries we set to map out what is acceptable be-
haviour and what is off-limits in particular contexts. Boundaries create transparency
and help build strong, respectful relationships. Personal boundaries are the limits
(emotional, physical, and mental) we establish to protect ourselves and set our own
thoughts and feelings apart from others’. Professional boundaries, on the other
hand, define the roles and responsibilities of employees in the workplace. Professional
boundaries help employees work safely, comfortably, and productively. They help each
member of an organization know where they stand, what is expected of them, and what
they can rightfully say “yes” and “no” to. Recognizing and respecting boundaries helps
people work together more effectively, and it helps build an environment of transpar-
ency in which there is less chance of stress, blame, or bullying.

Defining and establishing professional boundaries begins with recognizing personal
boundaries and making sense of guidelines for workplace interactions and your roles in
those interactions. To start, you should be able to answer the following questions:

«  What is your role according to your job description?
«  What are your duties and responsibilities?

+ Who do you support and report to?

+  Who assigns your work and sets your priorities?

+  Who evaluates your work and provides feedback?

You should also be aware of different types of boundaries and how they relate to com-
munication on the job:

«  Organizational rules and regulations (positive/negative sanctions)

«  Norms (obligations that must be met)

«  Cognition (ways of thinking)

« Individualized self-regulation (self-control and personal commitments, such as
pride in performance, that guide you where organizational regulations leave off)

Reading your job description, perusing your employment manual, reflecting on your
personal values, and having appropriate conversations with superiors or supervisors are
all good ways to gain the insight and information you need to set professional boundar-
ies. Observing workplace culture and paying attention to how others interact can also
yield valuable information. Learning about organizational culture and respecting pro-
fessional boundaries are both essential to professionalism.

Unprofessional behaviour is often the result of loose or unrecognized boundaries.
Crossing these unseen limits—for example, by intruding on someone else’s space or
sharing too much personal information—can cause confusion, conflict, embarrass-
ment, and loss of respect and reputation. Such behaviour can shift attention off-task and
away from a customer’s needs, disrupt co-worker relationships, or change perceptions

personal boundaries The
emotional, physical, and
mental limits individuals
establish to protect
themselves from harm
and set their thoughts and
feelings apart from others".

professional boundaries
The emotional, physical, and
mental limits that define
what employees should and
should not do and how they
should be treated in the
workplace.



Accountability (owning up to and
making amends for mistakes)

Action orientation and autonomy
(knowing how to self-direct and
executing tasks self-reliantly)

Altruism (not letting self-interest
prevent you from acting in the best
interests of others)

Attention to detail (being thorough
and accurate in completing tasks)

Audience-focused
communications (considering
the needs of your readers and
listeners)

Collegiality and corporate citizenship
(sharing power and authority among
colleagues; being pleasant, co-
operative, and ready to help)®

Communicating for Results

Commitment to excellence
(having high expectations for
your performance and doing
your best)

Commitment to service
(understanding and
responding to the needs of
employers and customers)

Competence (being able to do a
job well, usually based on the poss-

ession of appropriate practical
and theoretical knowledge)

Confidence (maintaining a
calm, well-spoken demeanour
and inspiring trust by having
confidence in yourself)

Co-operation and mutual
support (committing to and
helping to achieve common
goals)

Cultural sensitivity and
cultural fit (respecting
diversity and adapting to
social groups at work)

Dedication (being hardworking
and finishing what you start)

Discretion (keeping private
information private and avoiding
causing offence)

Ethical awareness (identifying
ethical dilemmas and assessing
the impact of values and
behaviours on others)

Etiquette awareness (being familiar
with codes for polite behaviour;
avoiding making assumptions about
people based on appearances)

Expert judgement (making
decisions and finding solutions
based on specialized knowledge,
training, experience, and skill sets)

Fairness (making judgements
that are free from discrimination
and treating people in a
reasonable way)

@ From Shin Freedman. (2009). Collegiality matters: How do we work with others? Proceedings of the Charleston Library Conference.

FIGURE 1.1 Skills and Qualities That Indicate Professionalism

of an individual’s reputation. Unprofessional behaviour takes many forms, including
the following:

+  Gossiping about colleagues

+  Bullying and intimidating colleagues

«  Using cliques to ostracize or harass certain colleagues

«  Using profane or abusive language

+  Ignoring messages or responding to colleagues in an inappropriate way
«  Sabotaging a colleague’s efforts

+  Blaming a colleague unfairly for your mistake

«  Not acknowledging a colleague’s presence or contribution



Honesty (being forthright and
authentic; telling the truth)

Image awareness (meeting
basic context-specific standards
for grooming)

Industry-standards compliance
(having appropriate credentials;
acting in accord with your
organization’s goals and objectives)

Integrity (having strong moral
principles)

Knowledge and commitment to
professional development (keeping
up to date on important information
and maintaining the right credentials)

Objectivity and professional
detachment (maintaining proper
distance; selectively withholding
expression of personal values,
emotions, and preferences)b
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Organizational skill
(prioritizing important tasks
and planning ahead)

Poise (maintaining self-
control and remaining calm
even when others are angry)

Politeness and audience
awareness

(practising good manners and
staying humble about your
accomplishments)

Pride and satisfaction in work
(deriving satisfaction from
work that is well done and up
to standards)

Problem-solving skills
(finding effective solutions to
difficult or complex issues)

Punctuality (being on
time and prompt in your
communications)

Reliability (demonstrating that
others can count on you to show
up and get the job done well)

Respect and consideration
(showing respect and consideration
for authority, other people, rules and
policies, and differences)

Responsibility (taking charge of
your own actions and the actions
of others)

Service orientation (focusing on
customers and their needs and
concerns)

Team orientation (actively
contributing to the achievement
of group and organizational
goals)

Trust (placing confidence in
things and others and inspiring
others’ belief in you; not abusing
customers’ trust)

® From Mike W. Martin. (2000). Meaningful work: Rethinking professional ethics. New York: Oxford University Press, p. 85.

Professional lapses draw criticism, especially when they happen repeatedly. As a result,
they can have costly consequences, lowering morale and hurting employee retention.

How can you tell if you are being professional? Professionalism is subject to
self-judgement and the judgement of others.?* Evaluations on several levels have a role
in shaping dynamic professional identities:

«  Self-reflection and self-regulation (One’s work identity is never fixed but
always evolving; day-to-day sensemaking in relation to other people, self-
improvement, and self-branding can help employees create work identities
for themselves based on their identification with their organization and
acceptance of—or sometimes even resistance to—organizational control.)
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«  Evaluations, reactions, and feedback from colleagues, managers (including
through performance reviews), and other stakeholders

«  Awards, merits, and citations

«  Acceptance into professional associations and accrediting bodies

Professionalism

What is professionalism?

What are some factors that help foster a sense of belonging among professionals?
How is professionalism embedded in the workplace?

What are the benefits of being professional?

What skills (attitudes, beliefs, behaviours) are associated with professionalism?
What is employee engagement?

How do companies measure employee engagement?

What are professional boundaries and why are they important?

What constitutes unprofessional behaviour?
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How can professionalism be measured?

1.4 Teamwork

Part of the professional identity practitioners work hard to develop involves support-
ing teamwork and its knowledge-, attitude-, and skill-based competencies. Teams are
now the modern organization’s method of choice for responding to change and better-
ing their chances of survival.®> A team is a specific type of group whose members have
complementary skills and work toward a common mission or goal. Teams are different
from work groups in that they focus on the collective production of a product rather
than individual accountabilities and goals. Team orientation is a sought-after skill be-
cause teams are the foundation of organizational life.?3 Teams are formed deliberately
and carefully to help organizations perform crucial functions, including meeting work
needs, realizing specific outcomes, and sustaining a competitive advantage. Teams are
an essential feature in organizations because of their capacities in

+ accomplishing projects too large or too complex to be completed by individuals;
« forming bonds and a sense of community;

«  proposing and evaluating solutions to organizational problems; and,

+ facilitating innovation.

Teams can be measured and understood in terms of three dimensions of performance:

+  Quantity
«  Quality

o Satisfaction®*

Teams may be of several different types according to the context and their purpose
(Figure 1.2).
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Project Teams Intact Standing Teams

» Formed on a time-limited basis « Exist as ongoing organizational
« Function to perform specific units
tasks

Virtual Teams

Cross-Functional Teams ©] : '} « Collaborate within online

« Bring together members from environments
different departments or sectors

- Overcome time/space barriers
that challenge more
conventional teams

FIGURE 1.2 Types of Teams

A successful example of cross-functional teams comes from Canadian Tire’s research
and development division, which has set up labs in Waterloo, Winnipeg, and Calgary
that are staffed by teams of behavioural scientists, game and virtual-reality develop-
ers, and statisticians. These teams work on a range of projects, including an interactive,
three-dimensional-style patio-building app and an app that enables anglers to post
photos, share their fishing locations, and mention fishing equipment they may have
purchased at the store.®

Characteristics of High-Performing Teams

Team performance refers to the degree to which teams meet objectives for time, quality,
and cost.® High-performance teams establish a record of working well together and suc-
ceeding according to these objectives. The experience of working on such a team can be
exhilarating and empowering for its members; however, optimal experience and success
depends on adhering to specific principles and boundaries (Figure 1.3).

An environment that encourages the open, respectful sharing of ideas and deals
with conflict fairly and supportively is essential. It is also essential that all team mem-
bers recognize the decision-making model and understand who makes decisions and
how others are involved.

Team Members and Roles

Being a team member can involve a combination of skills:

«  Technical skills
+  Problem-solving and decision-making skills
«  Social and interpersonal skills

For each member, teamwork involves two complementary and well-balanced types of roles:

1. Task-facilitating roles based in carrying out assigned activities as well as the
following:

+ Information gathering and sharing, including offering ideas, sharing points
of view, and soliciting viewpoints of team members
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Mutual accountability Trust in fellow
team members

An established

decision-making model .
Commitment to a

common purpose

Mutually acceptable
ground rules about process
that make it clear how the
team will work together and
accomplish tasks

SMART (specific,
measurable, achievable,
relevant, and time-bound)
performance goals

Defined

responsibilities, Disagreement Open communication of

complementar . . .
P Y and ideas in an informal,

skills, and i .
self-evaluation constructive tension-free atmosphere
criticism

viewed as
positive
means to
problem-solving

FIGURE 1.3 Principles and Boundaries for High-Performing Teams

« Monitoring and confirming by checking for progress, comprehension, and
common understanding

+ Direction-giving and providing constructive suggestions and feedback

+ Enforcing and motivating, including keeping the team on task, preventing
sidetracking, directing team energies, and ensuring decisions are made®’

2. Relationship-building roles aimed at promoting a positive emotional environment
based in equal participation, co-operation, and group cohesion, which may take the
form of the following:

+ Encouraging participation, ensuring that more- and less-assertive members
are heard from

+  Supporting participation by empathizing, praising, and valuing members’ input

+ Facilitating communication and building consensus
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+ Observing group dynamics by making sense of interactions and monitoring
the emotional temperature of the group

+ Relieving stress, calming the group by calling a time-out or likewise breaking
the tension

+ Mediating conflict, often through tactful conversations to diffuse emotion-
ally charged situations®®

A team member may prefer to fill one specific task-facilitating role that plays to their
strengths but may draw on all their skills in fulfilling relationship-building roles.

To the detriment of team performance and productivity, team members may also
assume harmful blocking roles that result in group dysfunction:

+ Non-co-operatives and non-contributors who fail to do their fair share or
complete assigned tasks. Setting clear goals, expectations, and rules for conduct
with penalties for non-compliance can reduce the incidence of slacking and com-
mitment issues.

«  Dominators who take control, make decisions on their own, and do all the work
for the group without consultation. Acknowledge their contribution without al-
lowing them to hold the floor, politely interrupting if they do, while encouraging
unheard group members to share their thoughts.

+  Rescuers who, like dominators, assume control but believe as enablers that they
are doing so in the interest of the group because they consider themselves more
competent than others. Limit this excessive helping behaviour, which can create
dependence and negative results, by encouraging the rescuer to help others find
solutions instead of over-reaching and providing solutions to them.®

« Distractors who seek attention and take it away from the tasks at hand.
Discreet conversations with distractors may help them stay on-task.

«  Cynics who are pessimistic and distrustful of the group’s potential for success.
Showing optimism or confronting cynics are ways to counter their impact.

«  Aggressors who behave negatively due to interpersonal grievances or for other
reasons. If one-to-one consultations with an aggressor aren’t effective, they may
be asked to leave the team.

Even teams that appear to cohere and function can sometimes fall prey to locked-in
decision-making resulting from a phenomenon that psychologist Irving Janis called
groupthink, in which group members block or eliminate dissenting opinions and
views that do not support the favoured viewpoint of the group. Potential problems,
solutions, and new ideas are all overlooked. Groupthink puts group conformity and har-
mony ahead of good decision-making.®° In 2023, for the first time in its history, the
Bank of Canada offered minutes from its policy-setting meeting as a possible antidote to
groupthink, in an effort to encourage out-of-the box thinking in a time of high inflation
and lost credibility.**

Team Decision-Making Models

The team leader plays a central role in group performance, managing a small group and
ensuring it attains organizational goals. The team leader can help build cognitive trust
among team members and enhance the team’s shared sense of collective efficacy.*

groupthink A theory that
describes premature
consensus-seeking in highly
cohesive groups, leading

to failure in considering
favourable alternatives

and poor or defective
decision-making.

coghnitive trust In a team
setting, individuals’ beliefs

in the reliability and
dependability of fellow team
members.

collective efficacy In ateam
setting, the group’s belief

in the ability of the team

to organize and execute
activities that will enable it to
achieve its goal(s).
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Several models, with differing team-leader roles, are open to teams for guiding the
decision-making process:

«  Unilateral decision-making by the team leader, who then informs other mem-
bers of the decision (often preferred in time-sensitive situations)

+  Decision-making by the team leader with input from team members based on
their expertise

+  Decision-making through delegation to team members

+  Decision-making through a consensus model with input from all members

+  Decision-making through a majority-rules model

Consensus decision-making has specific requirements that must be met in order to
be effective: a commitment to hearing and understanding the positions of all members,
a willingness to change viewpoints to strengthen the team position, and a general ac-
ceptance that the decision reached through the collaboration and co-participation of
team members is the best one. It may take time and adjustments before team members
reach the level of trust and comfort with one another that is required for interacting
co-operatively and making decisions in this way.

Regardless of the model, quality decisions involve a process in which group members
engage in open communication, respect each other’s input, and actively support any
decision that is made. There must be a sound and logical rationale for every decision,
based on reliable information that has been shared with all team members and, when
appropriate, input from outside stakeholders affected by the decision.

Stages in Team Development

Teams need to evolve and pass through four stages of behavioural development before
they can perform at the highest level (Figure 1.4).

()
©9

L\
FORMING STORMING NORMING PERFORMING

« Phase of initial excitement « Phase of frustration over < Resolved gaps and issues -« Realizing progress in attaining
» Group members meet roles and responsibilities  « Improved communication  satisfaction and achieving

and engage in initial * Requires a re-focusing of  and interaction goals

goal-setting goals to overcome - Greater confidence in the

dysfunction expression of ideas
« Fresh focus on goals and
productivity

FIGURE 1.4 The Four Stages in Team Development
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Managing Team Conflict

Conflicts in teams are common. The way team members respond to and manage conflict
can affect a team’s overall performance. Facing up to conflict and developing effective
ways to manage it can therefore improve team performance.

«  Rely on co-operative approaches to conflict centred not only on concern for
yourself but also on concern for others on the team.9

+  Think of conflict as a mutual problem that needs to be dealt with in order to complete
a critical task rather than as a clash of interests where only one person can win %

«  Express ideas, feelings, and positions without animus and look for areas of
agreement—goodwill and good feelings can lighten the mood and ease
interactions.

«  Listen carefully to what others are saying and concentrate on asking each other for
more information rather than each person stubbornly defending their position.

«  Combine good ideas to arrive at creative solutions.*

«  Adjust your perspective by recognizing that success for one really means success
for all—avoid competing.

«  Develop a sense of team identity to improve loyalty and trust while refusing to
engage in power struggles.

+  When leading a team, enhance team identification by increasing team member
input into decision-making.

«  Encourage active participation to promote a sense of belonging?” and co-operation.

«  Have confidence in overcoming interpersonal difficulties and handling opposi-
tions and disagreements.

«  Focus on common goals rather than letting individual priorities take you off-task.

Virtual Teams

With the growth of offshoring (a company practice of subcontracting of a business unit
to a different company in a different country), flexible work arrangements, and rapid
advances in technology, virtual communication has become increasingly common for
business meetings and critical tasks by dispersed, often global, work teams.*® Virtual
teams use technology to overcome differences in space, time, and sometimes outlook in
order to work together to achieve project and enterprise goals. Communication in vir-
tual teams is different than face-to-face communication and comes with unique advan-
tages, namely saving time and money, but also challenges.®> Geographically dispersed
team members may be less able to use informal communication approaches and pick up
on non-verbal cues. They may not have the benefit of contextual information that is typ-
ically shared among team members. Misunderstandings may be more common.**° Com-
munication tools and techniques can compensate for some of the challenges of leading
and being part of a virtual work team:***

« Communication frequency: expectation of regular communication between
the team leader and team members that promotes team cohesion, stronger rela-
tionships, and better performance
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Virtual meeting tools allow geographically dispersed teams to work together, but these virtual

teams also face unique challenges.

«  Communication predictability: a commitment to regular and accurate task
feedback that team members can count on to stay informed and apply to proce-
dures and outputs

+  Responsiveness: asking for and receiving timely answers to questions

«  Clarity: communicating clear expectations, goals, and directions as well as
guidelines for communication and interaction that allow team members to reg-
ulate their performance; following agreed-upon protocols for language choice,
team member introductions, and turn-taking; and speaking in a well-projected
voice and adapting word choice for multinational participants, if necessary pro-
viding a written transcript as follow-up

«  Mode: using a synchronous (at the same time) or asynchronous (at different
times) communication tool that is the best fit for team members*** and ensuring
all members have installed necessary software, are trained in using that tech-
nology, are prepared and ready to use it, and are logged on before the meeting or
project consultation begins; being mindful of time zone differences when com-
municating synchronously (e.g., videoconferencing) in order to schedule meet-
ings at mutually convenient times; and taking steps to limit background noise
so speech is intelligible

Tools for Online Collaboration

Collaboration apps are productivity tools that enable teamwork. For every task or func-
tion, there are categories of collaborative software that help people get work done to-
gether and scores of options to fit individual teamwork needs:

+  Communication and videoconferencing tools: Skype, Zoom, Flowdock, Slack,
GoToMeeting, Microsoft Teams
«  Documentation tools: Google Docs
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+  File-sharing tools: OneDrive, Dropbox, Google Drive
«  Task and project management tools: Asana, Monday.com, Microsoft Projects,
Zoho, LiquidPlanner, Jira, Teamwork Projects

Teamwork

What is a team? How is a team different from a work group?

What do teams help organizations achieve?

What are the three dimensions of performance associated with teams?
What types of teams are typically found in organizations?

What are the characteristics of high-performing teams?
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What task-facilitating and relationship-building roles can help teams function?
What blocking roles can harm their performance?

What does consensus decision-making require?
What are the five team decision-making models?
What are the stages of team development?

How can teams manage conflict?
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What tools and techniques can aid communication in virtual teams?

1.5 Ethical Communication
Ethics and Legal Responsibilities of Business

Communication
Ethics refers to a system of knowledge and general rules that apply to a person’s be- ethics Norms for conduct
haviour. Ethics have special importance in work environments. When you communicate snatestaplishibotnddiles

between acceptable and
unacceptable behaviour
its actions. Every document (letter, e-mail, social media post, or report) you write is in and what is morally right

on the job, you not only represent your organization but also assume responsibility for

reality a contract acceptable as evidence in a court of law. Signing a letter means you and wrong.
agree to its content. [t makes your promises and agreements legally binding and makes

retractions next to impossible to carry out without proof of altered circumstances. For

the good of your company, its image, and its bottom line, communicating legally and

ethically is of the highest importance.

Business ethics stipulate that employees at every organizational level “do the right business ethics The socially
thing” with regard to both relationships with stakeholders (employees, customers, in- accepted moral principles
and rules of business

vestors, and the public) and the administration of products and services. In fact, an J——
ethical imperative is so important that in a survey of Fortune 500 company commun-
ications officers, trust, integrity, and candour ranked as the most important critical
issues in corporate communication.**® Behaving ethically in business settings involves
an awareness of how the choices you make affect and influence others, for better or

worse. Corporate codes of ethics—upholding equal commitment to values such as
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honesty, integrity, fairness, social responsibility, accountability, and respect—sensitize
managers and staff alike to how they should behave. The growing emphasis on business
ethics is more than just a trend or bandwagon effect. Most public- and private-sector
firms across Canada have instituted a code or policies to deal with matters such as con-
flicts of interest; external and customer relations; the handling of company assets, re-
lationships with competitors, and employee workplace issues. Canadian companies are
being recognized for their commitment to values-based leadership and ethical business
practices. In 2023, BMO was recognized as one of the world’s most ethical companies for
a sixth consecutive year by Ethisphere, a leader in defining ethical business practices.
BMO scored high for its ethics program and culture of ethics, corporate citizenship,
governance, and reputation. According to Darryl White, CEO, BMO Financial Group,
“How we achieve our goals is critically important. Our long-established ethical business
practices translate into enduring relationships and strong financial performance that
enable us to deliver progress for our clients, communities and the planet.”*4

Having moral and interpersonal ground rules in place in the form of policies, train-
ing programs, and other initiatives helps companies weather crises and controversies
by allowing them to distinguish right from wrong in times of fundamental change.
A company’s ethical practices speak to its social responsibility and integrity—an invalu-
able asset in an age weary of corporate corruption. Ethical business conduct and com-
munication create a marketplace advantage, enhance employee performance, promote a
strong public image, prevent legal challenges, save huge sums in legal fees, and provide
incentive for leniency in legal proceedings. And ethical conduct isn’t just important at
home: In 2022, the government of Canada announced a responsible business strategy
to ensure that companies uphold human rights and protect the environment in their
overseas operations.*®s The consequences of ethically questionable practices were seen
in 2017, when a Competition Bureau of Canada investigation revealed that several major
bakery wholesalers and grocery retailers had engaged in bread price-fixing for up to
14 years. Many Canadian consumers took to social media to voice their concerns over
long over-paying for a loaf of bread and over the Competition Bureau’s immunity pro-
gram, which enabled some companies to secure immunity from prosecution in exchange
for their co-operation in the investigation.

Ethical Lapses and Why They Happen

Ethical lapses occur for a variety of reasons, but mostly they are the result of all-too-
convenient excuses, beliefs, and rationalizations. Here are a few of the better known
ethical traps:**®

+  'The safety-in-numbers rationalization: the belief that such behaviour is ex-
cusable or guaranteed immunity

« Thehead-in-the-sand rationalization: the belief that remaining silent about
wrongdoing will make it go away, or fear that taking action to correct it will be
seen as “rocking the boat”

« The between-a-rock-and-a-hard-place rationalization: the belief that a
positive or favourable outcome justifies any means said to be necessary, even if
they are unethical
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«  The it’s-no-big-deal rationalization: an attempt to excuse wrongdoing as
unimportant and minimize its consequences

+ The entitlement rationalization: self-deception based on the argument that
one is entitled to break the rules and be free from consequences

« The team-player rationalization: the reluctance to expose or confront col-
leagues about their wrongdoing out of fear that it will harm professional rela-
tionships and career advancement (also known as the yes-man syndrome)

Responsible and accountable workplace communication, especially written commun-
ication, plays a big part in ethical business conduct. Here are some tips for becoming a
good and ethical corporate citizen:

«  Tell the truth. Avoid deceptive language, words with double meanings, and
extremes of overstatement and understatement. Misrepresentation, especially
when in the form of false advertising, is punishable by law. Make sure that your
motives are clear, with no indications of a hidden agenda, and that others will
perceive them as such.

« Avoid language that attempts to evade responsibility. The passive voice,
used improperly, can mislead readers through its failure to assign responsibility
for certain actions.

« Don’t suppress or de-emphasize important information, including in-
formation that the public deserves to know or that people need to do
their jobs. Ensure facts are presented accurately, are relevant, and are used in
a reasonable way to reach conclusions and make recommendations. Include any
information the reader would want and need to understand your recommen-
dations (as long as the information is within your authority to disclose). Don't
hide facts or conflicts of interest, or emphasize or de-emphasize certain facts to
give readers a false impression; avoid half-truths and exaggerations. Give clear
warnings of risks and dangers when issuing safety information—the liability of
your company, not to mention someone’s life, could depend on it.

«  Offer good value for money. Back up and never falsify any claims about the
value of a service or performance of a product, including claims made through
visual images.

+  Be timely in your communication. Avoid unjustified delays in replying to or
processing information and be sure to direct your message to the right person.

«  Consider your obligations. Keep in mind to whom you are responsible when
you carry out communications on the job—your managers, co-workers, suppli-
ers, customers and clients, the company, regulators, shareholders, other stake-
holders, the public and community, and society at large.

«  Show respect and consider ideals and impacts. Speak, write, and act with
the inherent dignity of others in mind. Think about how your communica-
tion impacts and helps stakeholders and how it reflects the positive values to
which you aspire. Provide the opportunity for stakeholders to give input into
decision-making.

+ Avoid libel. Libel is printed and recorded defamation and is characterized by
false, malicious, or derogatory remarks—remarks that arouse hatred, contempt,

libel A false published
statement that is damaging
to a person’s reputation.
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or ridicule toward the individuals to whom they are applied. Common law pro-
tects every person against libel.

« Distinguish between fact and opinion. Let readers know the difference be-
tween conjecture and a verifiable fact. Passing off an opinion as a fact is mislead-
ing and unethical.

« Usealayout that doesn’t hide information. Style elements such aslists, bul-
lets, and spacing should be used to spotlight important information, not hide it.

+  Know what you can and cannot disclose to certain parties. Careless pub-
lication or misuse of your company’s intellectual property and confidential in-
formation, even in the form of an offhand remark, can be detrimental to your
organization and might result in charges of wrongdoing. Not advising investors
of major corporate events that affect such things as share prices can, on the other
hand, expose companies to lawsuits under new legislation. Knowing company dis-
closure practices and terms of confidentiality agreements you sign is essential.

+  Be especially careful communicating online. Remember that you have vir-
tually no control over where e-mail and text messages are forwarded after you
send them. Many companies now have regulations in place regarding the type of
information their employees can transmit via e-mail and how long information
is archived before being destroyed. A general rule is to not electronically send
anything you would not want your employer, colleagues, friends, or the general
public to see.

+  Don’t claim authorship of documents you have not written. Disclose how
you obtained your information and how you used it in making your arguments.
The consequences of plagiarism—not giving due credit for borrowed words or
ideas—are serious. Always acknowledge your sources by using quotation marks,
notes, and/or citations.

Ethical Writing
O Is the document truthful?
O Is the action the document endorses legal?

O Inwriting the document, do you treat others in a way you would like to be treated, with
respect and concern for their inherent dignity? Have you violated anyone’s rights?

O Are you willing to take responsibility for what the document says?

Would your perspective on an issue still seem fair if you were viewing it from the
opposite side?

O Isthe information in the document based on thorough research from recent, reli-
able, and unbiased sources?

Do you use sound and logical reasoning and avoid exaggeration?
Are you acting in the best interest of your employer and your client?

Are ethical standards applied consistently to your writing?
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Have you discussed any ethical dilemmas with someone who will give trusted advice?



