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Preface

Although the theme of the 2020 ABC Annual International Conference was selected well before the
world was subjected to an unprecedented global pandemic, the notion of strengthening business
communication proved relevant to the circumstances.

Instead of meeting in San Diego as we hoped, we convened in an online virtual setting. Transitioning a
conference from a physical to virtual setting was no small undertaking, yet it enabled those unable to
travel to California to experience the conference, the camaraderie, and the scholarship characteristic of
our past conferences. When physical distancing kept us apart, we sought new ways to strengthen
business communication.

The conference proceedings experienced its own set of changes. Previously, presenters were asked to
submit a full paper to supplement their conference presentations. Limited response to the call for
proceedings made it difficult to fully showcase our presenters’ scholarship and practice. After the 2019
annual conference, it was decided that the proceedings would consist of presenters’ proposal
submissions. The result of this decision lies in the following pages: A robust collection of scholarship and
practice, a testament to the strength of business communication and those who teach, practice, and
research it.

We have separated the proceedings by track and focus for your reference. | hope that you find these
proceedings as inspiring and informative as | did while compiling them.

My gratitude is extended to Jim Dubinsky, Marilyn Buerkens, Dirk Remley, Jason Snyder, and each of the
remarkable members of the Proceedings Editorial Review Board for their guidance, assistance, and
dedication to seeing these proceedings to completion.

Leigh Ann Whittle, M.A., M.Ed.
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Emotional Co-Construction in the Workplace Discourse of First Aid
Servants in Combat Environments of Communication

Olesia Liubashenko
Taras Shevchenko National University of Kyiv

Introduction

Dramatic dynamics of current geopolitical processes suggests that the configuration of society in the
near future might depend on the communicative competence of those who act as stakeholders of vital
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responsibility in war environments. The communicative skills of First Aid Service servants include non-
interference in the monologue of the traumatized person, linguistic support of interaction; making use
of creative rather than destructive potential of displayed emotions, responding to the client's emotions
verbally and non-verbally.

Literature Review

This study focuses on the workplace discourse of First Aid Servants (FAS) who operate in the military
conflict zone and carry out a dialogic contact with injured combatants. The contribution discusses
findings based on the research conducted in Ukraine in collaboration with clinical neurologists and
military psychologists during Trauma Resolving Training (TRT).

The research investigates communication as a process of constructing and transmission of meanings
with the dominant function of emotional co-construction in interaction (Barrett & Wager, 2006).

The study provides analysis of emotional interaction as a pragmatic discourse phenomenon (Schnall,
2005) with a particular focus on those discourse-related features that are relevant for constructing and
maintaining interaction as part of the emotional co-construction: context of expressing emotion,
communicative intention to manifest emotion, affective inferences, and choice of language devices.
Theoretically, the investigation relies on Fairclough and Wodak (1997), who view interaction as the
process of discourse construction.

Method

The research methods involved a survey, reports, face-to-face interviews, and testimonies. The survey
covered paramedics, medevac servants and chaplains who operated directly in the military conflict zone
in eastern Ukraine. They were involved in removing the wounded from the battlefield and entered into a
dialogue with combatants in order to assist psychologically. In addition, the participants of the research
were soldiers who received professional assistance of the services mentioned above. A total of 33
participants of the study included 24 representatives of the combat care services (Wind, ASAP, Interfaith
Battalion of Military Chaplains) and 9 combatants who were involved in the dialogue with combat care
personnel in the combat zone during evacuations from the battlefield and in the distribution points on
the first line.

Noteworthy is the fact that all participants voluntarily agreed to recall the first dialogue and convey/act
it out during the professional training. Two representatives of the ASAP service used to be traumatized
as a result of participation in a military conflict and received assistance from combat caregivers.

During the TRT, the author resorted to observation with CA techniques in the way Heritage and Clayman
(2010) apply them. Regrettably, strict adherence to the requirements of pure CA was not always
possible, which is viewed as the limitation of the study.

Results
The stimulus-responses and emotional effects in the professional dialogues that were observed and

practiced during the training are considered by the author. Unlike language-oriented studies (Foolen,
2012), this research does not view dialogue as a traditional compositional form of structuring speech.
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Conceptually, it relies on Per Linell’s (2006) understanding of dialogue as a speech form that shows
interdependence between communication, cognition, and semiotic practices.

The author offers interpretation of the ways the FAS staff recognized the emotional condition of a
combatant and constructed a reactive utterance aimed to constrain the combatant from the destructive
personal effects of emotion. The communicative strategies and techniques, verbal and nonverbal
repertoire employed to make effective communication decisions in a professional setting were
highlighted. As a result of emotionally correct interactions, dialogue between servant and client
contributed to personal stabilization, resilience, resistance, relief of combatant.

Therefore, the TRT for the combat care servants included a range of dialogic interaction and
communicative practices, such as: tracking emotional reactions; helping express and manage emotions;
building trust, calling forth a constructive emotional reaction; using language devices for emotional
recognition, expressing intention, clarification, elaboration, shifting, correction, co-construction, etc.

Conclusion

The research findings indicate that certain emotional language devices are more important than others
for maintaining dialogue. Moreover, some of them, contrary to our assumptions, have to be avoided
during the first contact with the client while evacuating them from the battlefield. The important
findings are the ways and opportunities to examine and classify emotional language devices and
workplace communication strategies that relate to emotions and emotion clusters.

Giving insight into the workplace discourse of the FAS staff in the military conflict zones and their
dialogic interaction with clients, this study contributes to minimizing the impact of traumatic experience
as well as preventing victimization and PTSD of the clients.
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Teaching Responsible Leadership through Language Analysis and
Digital Storytelling Podcasts

Judith Ainsworth
Academy of International Business

The collapse of the economy in 2008 was blamed on the banking industry’s immoral investing practices
and a bureaucratic leadership that failed to consult or value the opinions of others. This led to a series of
banking CEO narratives explaining the financial crisis (Liu, Cutcher, & Grant, 2017; Riaz, Buchanan, &
Ruebottom, 2016; Tourish & Hargie, 2012) and a further crisis of confidence in corporate leaders
(Ainsworth, 2020). As a result, “public trust in business and government hit historic lows in the years
following the Great Recession” (de Bettignies, November 11, 2014, p. 1).

Thus, this failure of leadership requires a completely new era of responsible leadership centering on
sustainability and global responsibility. De Bettignies (November 11, 2014, p. 2) states that the core
tenets of responsible leadership consist of five dimensions: Awareness, Vision, Imagination,
Responsibility and Action, and that all five need to be considered at the individual, organisational and
societal levels. These dimensions reflect a conceptual shift away from the prevailing business paradigm
of consumerism, economic growth and increased shareholder value, and lead to an alternative paradigm
where organisations, business leaders and stakeholders can initiate, encourage, and actively implement
practical applications such as reducing waste and consumerism, increasing reliance on sharing and using
local economies more mindfully (Doh & Quigley, 2014).

Currently, business school curricula are failing to develop responsible leaders, as well as the critical
thinking and decision-making skills required for modern management (Arum & Roksa, 2011; Steedle &
Bradley, 2014). In the notes to accompany part 1 of The Stories We Live By: an online course in
ecolinguistics, Stibbe writes, “Given the current trajectory of increasing inequality, over-consumption
and waste, profound changes are needed to hold back or reverse the tide of ecological destruction”
(2015b). To start the process of influencing and implementing these profound changes, business schools
must build curricula around these principles and imperatives, thus contributing to the emergence and
development of the ethical, responsible leaders the world desperately needs.

Therefore, this presentation argues for the need for students to use linguistic and discourse knowledge
and analysis to question the “stories that underpin our current unsustainable civilization, exposing those
stories that are clearly not working, that are leading to ecological destruction and social injustice, and
finding new stories that work better in the conditions of the world that we face” (Stibbe, 2014, p. 117).
To that end, | report on an undergraduate business communication assignment requiring students to
examine critically the language patterns and discourse in the 2017 and 2018 CEO corporate annual
report letters of an MNC operating in the Consumer Packaged Goods industry. In 2017, the CEQ’s social
responsibility mission focused on human sustainability, environmental sustainability, and sustainability
of talent. The new CEO, selected towards the end of 2018, is positioning the company to be faster,
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stronger, and better and is adopting new leadership behaviours focused on driving high performance
and building competitive advantage.

The two texts were chosen for the students to study because they constitute important leadership
discourse affecting all stakeholders and are considered relevant either in forging and perpetuating the
ecologically destructive stories we live by, or in challenging those stories and providing new stories we
could live by. The “stories we live by” are structures in the minds of individuals or across the minds of
multiple individuals in society that influence how we think, talk and act. Stibbe proposes eight types of
stories and their linguistic manifestations: ideologies, framings, metaphors, evaluations, identities,
convictions, erasure, and salience.

To explain in part social change agendas (Brueckner, Spencer, & Paull, 2018), student teams drew on
ecolinguistic discourse analysis related to ideologies (Stibbe, 2015a) to analyse language to reveal
underlying beliefs and values embedded in the two texts. For example, some teams analysed
destructive, ambivalent and/or beneficial discourse using Stibbe’s model. Students were asked to record
a podcast framed as an interview with a panel of experts and to prepare a one-page document that
included an introductory paragraph to their podcast and their discourse analyses with examples from
the two texts. Both the podcast and document were uploaded to the LMS Discussion Board. Individually,
students commented on two podcasts, which reinforced their learning.

Thus, students analysed and compared the social agenda discourse of the two letters to provide a
deeper understanding of language-as-social-practice. Understanding the complexity of discourses that
come together to tell a particular story (Auvinen, Aaltio, & Blomqvist, 2013) about the world or a
coherent way of making sense of the world (Locke, 2004) requires careful investigation of the interplay
between multiple interactional resources. These analyses enabled students to notice areas of conflicting
values, purposes, and interests in business texts.

References

Ainsworth, J. (2020). Un/ethical leadership: A critical discourse analysis of a CEQ’s email to team
members. In J. S. Fernandez-Vazquez, R. C. Alvarez-Delgado, & A. Sancho-Rodriguez (Eds.), Ethics
in business communication: New perspectives and challenges. Peter Lang.

Arum, R., & Roksa, J. (2011). Academically adrift: Limited learning on college campuses. University of
Chicago Press.

Auvinen, T., Aaltio, I., & Blomqyvist, K. (2013). Constructing leadership by storytelling - The meaning of
trust and narratives. Leadership & Organization Development Journal, 34(6), 496-514.
https://doi.org/10.1108/LODJ-10-2011-0102

Brueckner, M., Spencer, R., & Paull, M. (Eds.). (2018). Disciplining the undisciplined? Perspectives from
business, society and politics on responsible citizenship, corporate social responsibility and
sustainability. Springer International Publishing.

de Bettignies, H. C. (November 11, 2014). The five dimensions of responsible leadership. INSEAD
Knowledge. https://knowledge.insead.edu/responsibility/the-five-dimensions-of-responsible-
leadership-3685

Doh, J. P., & Quigley, N. R. (2014). Responsible leadership and stakeholder management: Influence
pathways and organizational outcomes. The Academy of Management Perspectives, 28(3), 255-
274,

15



Liu, H., Cutcher, L., & Grant, D. (2017). Authentic leadership in context: An analysis of banking CEO
narratives during the global financial crisis. Human Relations, 70(6), 694-724.
https://doi.org/10.1177/0018726716672920

Locke, T. (2004). Critical discourse analysis. Continuum.

Riaz, S., Buchanan, S., & Ruebottom, T. (2016). Rhetoric of epistemic authority: Defending field positions
during the financial crisis. Human Relations, 69(7), 1533-1561.
https://doi.org/10.1177/0018726715614385

Steedle, J. T., & Bradley, M. (2014). Majors matter: Differential performance on a test of general college
outcomes.
http://cae.org/images/uploads/pdf/Majors_Matter_Differential_Performance_on_a_Test_of G
eneral_College_Outcomes.pdf

Stibbe, A. (2014). An ecolinguistic approach to critical discourse studies. Critical Discourse Studies, 11,
117-128.

Stibbe, A. (2015a). Ecolinguistics: Language, ecology and the stories we live by. Routledge.

Stibbe, A. (2015b). The stories we live by: An online course in ecolinguistics. www.storiesweliveby.org.uk

Tourish, D., & Hargie, 0. (2012). Metaphors of failure and failures of metaphor: A critical study of root
metaphors used by bankers in explaining the banking crisis. Organizational Studies, 33(8), 1045-
1069. https://doi.org/10.1177/0170840612453528

16



Communication Issues in Entrepreneurship and Innovation Management,
Consulting and Practice Focus

The Pitch Formula Used by Top Silicon Valley Startups

Chris Lipp
Rice University

The 2020 Annual International Conference targets communication issues in entrepreneurship and
innovation management. The two greatest challenges entrepreneurs face are attracting customers and
raising money. When an entrepreneur fails in either of these challenges, his or her innovation dies.
Fortunately, the communication strategy to succeed in both are similar.

Through an analysis of over 1,000 startup pitches, Chris Lipp identified a robust framework that over
90% of successful entrepreneurs use to raise funding. Lipp utilized this pitch framework to help startups
raise millions of dollars. This framework is recognized as best-practice for entrepreneurship fundraising
and is currently taught at Stanford Graduate School of Business (GSB) and numerous Silicon Valley
accelerators. When adjusted for different audience interests, the same framework can be applied to
successful customer marketing.

The purpose of this workshop is to equip ABC members with the four-point pitch framework outlined in
Lipp’s book, The Startup Pitch: A Proven Formula to Win Funding. Through a series of real-world
examples, interactive discussions, and break-out exercises, attendees will learn how the framework
functions and how to craft an effective pitch. Attendees will also examine the underlying research and
theory that explain why the framework persuades investors to invest in the product. By examining the
in-depth logic behind each step, educators will walk away with the ability to derive answers to questions
students ask that extend beyond the scope of the workshop.

Over the course of two hours, workshop attendees will move through each of the four steps of the
framework. The workshop begins by focusing on investor (and customer) interests. Next, the workshop
addresses how to create an effective problem and enhance the problem’s persuasion. The workshop
outlines how to position the product as a solution to the problem, present the unique selling proposition
and demo, and identify relevant benefits. The elevator pitch is introduced as a condensed version of
these first two steps, and attendees will have the opportunity to pitch themselves and their ideas. The
second half of the workshop moves into investor-specific interests how to present the market and
business aspects of the product. The market step covers targeting and leverage opportunities. The
business step covers how to effectively describe go-to-market strategy and revenue model. Taken
together, the four steps provide attendees the ability to establish a perception of value around startup
innovation.

The workshop addresses conference topics including Strategy and Adaptation to the growing demands
for entrepreneurship training. Many successful startups depend on high-quality MBA education. Roughly
a quarter of “unicorn startups” (those that have broken $1 billion dollar valuation) have at least one
MBA on the team. At Stanford GSB, one of the country’s leading academic entrepreneurship institutions
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where this framework is taught, almost all students enroll in at least one entrepreneurship-related
course, with roughly one in six students launching a venture immediately after graduating (up from one
in 10 a decade ago). To stay competitive and recruit the best students, business schools must focus on

entrepreneurship best-practices. This workshop will enable faculty to add tangible value to their school’s
entrepreneurship training and their alumni’s success.
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Communication Issues in Entrepreneurship and Innovation Management,
Research Focus

Pitching Like a World Class South American Entrepreneur:
Lessons from Start-Up Chile

Mason T. Pellegrini
Purdue University

Global business has changed dramatically in recent decades. The world has become increasingly reliant
on innovation for business success, and additionally, the number of nonnative English speakers has
grown far past the number of native speakers. Because of this, the business communication strategies of
transnational entrepreneurs from diverse language backgrounds has emerged as an important and yet
understudied intersection of topics in business communication. Recognizing this gap, this project
analyzes the use of business English as a lingua franca (BELF) with entrepreneurs at Start-Up Chile (SUP),
a business accelerator that Forbes described as “one of the top startup accelerators in the world” that is
responsible for “[transforming] entrepreneurship in its native country and throughout Latin America”
(Moed, 2018). In particular, | analyze the structure and content of SUP business pitches. The purpose of
this project is to illuminate the pitching strategies used by transnational entrepreneurs at one world-
class accelerator, showing what makes these pitches different and effective, so that practitioners or
scholars can improve their knowledge and ability with entrepreneurial pitches.

The methods for this project are qualitative. As inspired by Daly and Daly (2016), | use a language-based
discourse approach to analyze each of the pitches, focusing on structural and rhetorical elements. In
other words, | establish which pitch elements come in which order, and which persuasive strategies are
used in each section. Every pitch receives two cycles of coding, and the coding is accomplished using the
qualitative data analysis software NVivo. The pitches come from SUP’s most recent cohorts of their
“Seed” and “Huella” acceleration programs, and my sample consists of 11 pitches. Each company was
allowed a 3-minute pitch, and the pitches were delivered at an event called Vertex Demo Day that took
place on January 16, 2020 in Santiago, Chile. The purpose of the event was to showcase the businesses
created by the startups and to conclude the two 6-month acceleration programs. The event was
livestreamed on SUP’s social media accounts; therefore, IRB approval is not required as all data are
publicly available.

Initial data indicate that several unique presentation strategies are used by entrepreneurs at SUP.
Overall, the pitches are highly developed and uniformly give the impression that the startup has
achieved product/market fit and that investment is all that is required for their company to begin scaling
even more rapidly. Some of the most prominent strategies SUP entrepreneurs use to form this
impression have already been explored in entrepreneurial communication scholarship like audience
appropriate levels of jargon (Clark, 2008), professionally made and image heavy slide design (Williams,
Spinuzzi, & Newbold, 2020), and use of storytelling (Lurtz & Kreutzer, 2014; Martens, Jennings, &
Jennings; 2007; O’Connor, 2002). Some of the strategies at SUP, however, have not been explored in
scholarship. For example, each pitch presents highly polished introductions and conclusions which often
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include slogans. Traction, while often an optional element of pitches, is a critical element of the SUP
pitch structure and is described in terms of exponentially growing users and revenue. | argue that these
characteristics, taken together, are what differentiate a good or acceptable pitch from a pitch that is
likely to result in securing investments. Of course, since these pitches come from the same event, some
similarities between them are because of the context of the rhetorical situation (for example, none of
the pitches include an explicit ask in the structure). Even so, SUP is well known for its rigorous pitch
training, and | believe that most of the patterns are attributable to the communicative preferences of
SUP and the high experience level of the entrepreneurs in the sample.

This project fits the conference theme by relating to several tracks. The pitches studied are highly
intercultural because SUP is unique in allowing entrepreneurs to enter their program regardless of
citizenship. Though they are required to speak English, the entrepreneurs in my sample come from all
over the world, bringing with them a wide variety of language backgrounds, and the judges that
constitute their audience are similarly diverse. The presentation is, of course, also connected to
innovation and entrepreneurship. SUP startups have a stellar record not only for startup survival at
several years (54.5% average for startups across all programs and cohorts), but also for attracting large
investments and scaling. Therefore, | argue that carefully analyzing and understanding these pitches can
help us emulate the strategies that make these startups so successful. The findings have the potential to
help both startup founders convince potential investors and customers, and business communication
consultants and teachers to teach their students and clients more effectively.
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Communication Issues in Entrepreneurship and Innovation Management,
Research Focus

Strategic Narrative Canvas: A Template for Developing and
Communicating Human-Centered Innovation

Abram Anders
lowa State University

Recent studies of creativity, innovation, and adaptability have found that a fundamental challenge for
organizations is to become ambidextrous in order to both exploit existing capabilities and explore new
capacities. Put more simply, organizations must be able to efficiently execute on a strategy in order to
perform, while also investing in research and development to innovate. At a basic level, organizational
innovation requires a process that supports choosing ideas to pursue, organizing teams to implement

these ideas, and completing projects in ways that lead to progress and learning.

A less frequently recognized aspect of effective innovation is the role of abductive reasoning. Recent
studies show that highly innovative organizations, teams, and individuals find ways to engage noisy
information, search for alternative and intermediary models, and engage in holistic and recursive
processes. A key component of abductive reasoning is that deals with developing and evaluating
explanations for poorly understood aspects of a problem space. Even as creative problem-solving
processes and methodologies such as design thinking and human-centered design have become
commonplace in many organizations, there is a need to better adapt abductive reasoning methods for
specific contexts and applications.

In order to support abductive reasoning, innovation strategy can be linked to practices of storytelling
and narrative creation. We are, perhaps, already familiar with the ways that stories can support strategy
through communication and dissemination. A story links a strategy to the reasons it matters in the form
of concrete benefits for specific human beings: partners, clients, customers, users, consumers. However,
as demonstrated in case studies of design thinking and human-centered design, stories can play an
equally crucial role in discovering worthwhile problems and opportunities for innovation. Furthermore,
storytelling can be crucial to the creation of the types of unanticipated connections that facilitate novel
idea generation and the development of effective strategies and solutions.

Based on previous research and leadership consulting work, this presentation will introduce a “Strategic
Narrative Canvas” visual chart that can be used to provide an ambidextrous approach to developing
innovation strategy and communicating it through vision, values, and vital behaviors. The session will
provide an overview of the research-based design and illustrate diverse applications in both business
and academic contexts including leadership communication coaching, communication strategy
consulting, employee training, curriculum design, and faculty development.
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Communication Issues in Entrepreneurship and Innovation Management,
Teaching Focus

Question Asking: A Critical Communication Skill

Andrew Quagliata
Cornell University

A 2019 Gallup survey found employers value the following qualities when evaluating a candidate’s
readiness: critical thinking, effective communication, teamwork, and curiosity. The results of this survey
should not surprise business communication faculty. Effective workplace communication is at the heart
of our courses and our work often encompasses these other essential skills.

The ability to ask effective questions is an essential subskill of each of the four skills employers identify
as important but an often overlooked part of business communication courses. First, asking questions is
a key element to critical thinking and an effective way to build relationships with teammates. Second,
curiosity is enacted through question asking. Finally, asking questions is a precursor to another
important communication skill: listening.

Scholarship from the field of communication has studied question asking in a variety of contexts: doctor-
patient communication (e.g., Venetis, Robinson, & Kearney, 2013), communication education (e.g.,
Goldman, 2019), interpersonal communication (e.g., Douglas, 1987), computer-mediated
communication (e.g., Antheunis, Schouten, Valkenburg, & Peter, 2012), and journalism (e.g., Heritage &
Roth, 1995).

The research most relevant to our field of business communication has been published in contexts
related to employment communication (e.g., Van De Mieroop, Clifton, & Schreurs, 2019), financial
communication (e.g., de Oliveira & Pereira, 2018), auditing, (e.g., Lauer & Peacock, 1990), negotiation
(e.g., Miles, 2013), organizational decision making (e.g., Aritz, Walker, Cardon, & Zhang, 2017; Halvorsen
2018), and entrepreneurship (e.g., Dyer, Gregersen, & Christensen, 2008).

This session aims to accomplish two broad goals: 1. Summarize research related to question asking in
professional contexts, and 2. Share a classroom activity instructors can use to help their students
develop question asking skills.

Relevant Research

In a special issue of Discourse Process on the topic of questioning, the editor wrote, “Research on
questioning has been fragmented both within disciplines and among disciplines” (Graesser, 1990).
Almost 20 years later, in the introduction article on a special issue of Discourse Studies on the topic of
questions, the authors argued, “Questioning is one of, if not the, central communicative practice of
institutional encounters” (Tracy, & Robles, 2009).
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Business communication courses tend to place the most emphasis on sending messages in the form of
assertions and directives. Less emphasis is placed on information seeking. Questions are the primary
vehicles professionals use to acquire knowledge. Questions serve other functions including expressing
affiliation/disaffiliation (Steensig & Drew, 2008), communicating accountability (Heinemann, 2008),
complaining (Mononi, 2008), and exercising control and power (Wang, 2006).

Questions come in many forms. Most typologies include at least three categories of questions including
questions that seek verification (inviting yes/no answers), open-ended questions (i.e., wh-questions),
and comparison questions (alternative).

Tracey and Robles (2009) argue that questions are distinguishable social practices embedded in
institutions. For example, in the context of presentations, the institutional norms may be to wait until
the end of a presentation to ask questions, while some may ask questions throughout.

Classroom Activity

A review of the question asking literature suggests questions are enacted across many professional
contexts. With a growth in entrepreneurship programs on college campuses, business communication
faculty are well positioned to include questioning asking activities in entrepreneurial contexts.

Since entrepreneurship is the process of creating value by bringing together a unique package of
resources to exploit an opportunity, the context could be within a large organization or small startup.

The activity that will be shared in this session was created for a course titled: Communication for
Entrepreneurs, but it could be used in any course where students are proposing a solution to a problem.
The main tasks students complete related to this activity are listed below:

Identify an idea or new business venture.

Develop a list of assumptions about the problem and potential solution.

Develop an interview plan that includes a series of questions.

Interview people who are experiencing the problem and would benefit from the solution to test
their assumptions.

PwnNPE

This session will include a full description of the activity (and details about how it is connected to a
broader assignment) and then we will practice connecting the relevant research findings to an example
customer discovery interview.
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Consulting and Training, Consulting and Practice Focus

Influencer Consulting: Sharing Business Communication Knowledge
Through Web and Social Community Building

Curtis Newbold
Westminster College
Recipient, 2019 Award for Excellence in Communication Consulting

This workshop is designed to help business communication experts find new and innovative ways of
teaching important communication skills by becoming influencer-consultants.

The ability to communicate well has never been so complex. Professionals can’t just be decent writers
anymore. In a world over-saturated with information, industry experts—in order to truly engage,
educate, motivate, and inspire people—must learn to also be information designers, public speakers,
search engine optimization wizards, usability gurus, accessibility ninjas, and on and on.

Both business professionals and professional educators are quickly discovering that communication
expertise is no longer a luxury; such communication prowess is critical to making important messages
heard, recalled, and acted upon. Unfortunately, most professionals and educators were never given
formal training in the nuances of rhetorical theory, information design, user experience, videography,
virtual conferencing, data visualization, brand identity, or even writing. Yet, professionals are required to
communicate at high levels in complex scenarios almost daily.

As an example, a state legislative auditor may have naturally, upon starting their career, expected their
job description to require some business communication—such as in the writing of audit reports for
legislators and other stakeholders. What they may not have expected, however, is that those
stakeholders live and work in world of information overload—and those stakeholders may not be
responding as well to a report or data that hasn’t been designed for user experience. Auditors are
suddenly faced with a dilemma: they’re trained auditors, but they have to simultaneously become data
visualizers, public speakers, usability experts, and information designers.

Educators often find themselves in a similar conundrum. Students, often raised in a media-rich, design-
savvy world, frequently struggle to engage with and comprehend large bodies of written text, bullet-
heavy slide decks, or otherwise poorly structured handouts, lectures, syllabi, or educational resources.

Many of these professionals (and professional educators)—scrambling to discover how best to design
and deliver information in order to make the greatest impact—look to Google, social media, and other
online avenues to discover new communication tools from experts and “influencers.” They often search,
in other words, for consultant advice through quick and accessible channels.

Understanding the need to communicate at more sophisticated levels, and suddenly assuming
unexpected roles as information designer and communication specialist (in addition to their regular
jobs), these professionals and educators frequently look to the internet for tips, tricks, and ideas on how
best accomplish tasks such as:
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e choosing, organizing, and designing charts and graphs in order to ethically and accurately
persuade stakeholders;

e turning complex processes into simplified infographics and flow charts for general consumption
and application;

e designing materials with images and icons that follow legal and ethical intellectual property
guidelines;

e creating syllabi, handouts, and other educational materials that students and participants will
actually read and use;

e applying principles of plain language, punctuation, rhetorical devices, and other writing tactics
to clarify information and persuade audience; and/or

e presenting and pitching ideas and research through oral presentations, digital files, or printed
promotional materials.

Business communication experts, researchers, and practitioners possess a unique opportunity to serve
as “influencers” in such subjects. Functioning as influencer-consultants, experts can provide valuable
resources to business professionals not trained in communication. In this role, they can create
searchable, accessible materials that provide guidance in business communication areas as diverse as
data visualization, presentation design, information architecture, image copyright laws, plagiarism, plain
language, and even punctuation.

In my presentation, | describe my purpose, process, and lessons learned in developing an online
communication hub and attempting to serve as a business communication influencer-consultant.
Specifically, | describe my process for developing a visually rich website,
TheVisualCommunicationGuy.com, and what I've learned about the opportunities, challenges, rewards,
and mistakes in that process.

Established in 2013, | initially built the website as a tool to learn about content creation, observing user
habits and adjusting content to fit search and engagement trends. As the site matured, however, |
learned how powerful the world of internet influencers actually is, how surprisingly easy it is to rank at
the top of some Google searches, and how important it is that experts are the ones landing at the top of
search results.

The website now receives thousands of visitors daily and it reached over 3.5 million pageviews in 2019.
Several pages on the site rank in the top three in Google for searches like “the rhetorical triangle,”
“advertising appeals,” “document design rules,” and “consumer profiles.” Created primarily with the
idea of building easy-to-use resources, the website includes scores of visual guides in topics such as the
logical fallacies; MLA formatting; the thirteen types of plagiarism; rhetorical criticisms; plain language;
and even the impeachment process. Through this website, | have sold infographic prints and digital
resources to thousands of individuals and organizations around the globe and | have been given new
and unexpected opportunities to share my knowledge through consulting and public speaking.

My workshop is designed to provide ideas, best practices, recommendations, and tools for those
interested in becoming influencer-consultants, in particular with the aim of spreading good information,
providing helpful resources, and building consulting and income-earning opportunities. Specifically, |
address my process, pitfalls, and rewards, while briefly covering tips and tricks in areas such as user
experience; information design; search engine optimization; social media; visual content development;
and monetization of blog.
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Consulting and Training, Consulting and Practice Focus

Our First or Best Communication Consulting Gigs: Yours Too

Rita R. Owens
Boston College

Karin Goettsch
Global Collaboration Insights

James Stapp
Oklahoma State University

Eric DeMar Waters
Marquette University

Most of us aspire to use our vast knowledge about business communication beyond our teaching and
research. Many ABC colleagues have had consulting, training, and coaching experiences with both
corporate and non-profit entities that exercise sharing that knowledge. While it can be daunting to
begin a consulting practice, it’s also very rewarding and can enhance our professional development.
From the pre-engagement to the post-engagement phases of a project, having clear goals and
deliverables supports a consultant’s and a client’s success. We can learn so much from others who have
had consulting experiences, especially memorable ones.

The purpose of this session is to provide new consultants with a framework from which to establish
themselves and seasoned consultants' additional support to boost their current projects. Using prior
communication consulting, training, and coaching engagements as examples, participants will be able to
learn how to jump-start their consulting practices and expand their current ones.

Panelists will share communication consulting engagement experiences that have left a mark on their
consultancy practice and their clients. The panelists will include the very first or very best consulting
engagement they’ve had.

Goals of the session include a review of:

e How to recruit clients for communication consulting engagement
e How to begin an engagement (including deliverables)

e How to organize an engagement

How to wrap up an engagement

What makes a great consulting engagement

What is it like to conduct the first engagement

What challenges and opportunities arise during engagements
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e  What types of communication consulting are possible
e How to create repeat business

We will frame this session as a recorded panel presentation with live Q/A. A moderator will introduce
the panel and the goals for the session. Three panelists will each present their “first” or “best”
communication consulting engagement for 10-12 minutes. The moderator will then ask the panelists a
series of questions that reflect the goals of the session (see above). During our live, virtual session, the
moderator will field questions from the audience to particular panelists. After that, the moderator will
also encourage audience members to share their best or first consulting engagements. This audience
involvement will undoubtedly enhance the session. The intention is to model an effective panel
presentation, share relevant content, and produce a lively exchange.

Our three panelists will share details about these consulting engagements:
Eric Waters

"My best consulting gig so far occurred in the fall of 2017 as | was starting my second year as faculty at
Marquette. | was asked to facilitate a day-long training as part of a new growth accelerator which was
designed to assist Black-, Latinx-, woman-owned businesses grossing less than $1M annually. The
director of the accelerator sought me out because he was intrigued by my communication background
and thought | could add unique expertise to a curriculum that was heavily focused on business functions
such as sales, marketing, and finance. We were both MBAs and shared an interest in entrepreneurship
and small business development, so we became quick friends. Prior to the accelerator, he spoke to two
of my classes at my request, so my participation was an in-kind return of the favor. Following my
training session, several participants commented that they had never considered topics such as
corporate identity, reputation, or communication strategy before and personally thanked me for my
help. For me, this gig led to subsequent referrals and resulted in my formal introduction to the
Milwaukee business community. Since my training session, accelerator participants have experienced
57% revenue growth."

James Stapp

"As a relative newcomer to the world of consulting (less than two years), | want to share my experience
of two ‘firsts.” | have the good fortune of teaching Business Communication in a business school which
has a robust outreach arm, one that has not only developed relationships with corporate clients in the
region for decades but has also formed a strong reputation for certificate programs available to the
public. My first official on-site consulting session was a challenging experience, replete with the cliched
‘tough crowd’: 50 senior managers of a Fortune 500 energy company going through their third
reorganization in two years! Another “first’ | will discuss will be my experience shadowing and assisting a
seasoned professional in consulting, Lee Johns, in a multi-day, on-site program on business writing for
an oil and gas company. | learned invaluable lessons from Lee that | hope to apply to my consulting
practice, however, this experience has been tempered by the immediate roadblocks | experienced
because of the onset of the pandemic. For this panel, I'll explore the feeling of “imposter syndrome” as a
newcomer, leveraging my specific expertise to a wider audience, and the differences between
university-supported outreach vs. “going it alone” in consulting."
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Karin Goettsch

"Memorable consulting gigs can arrive with a big splash or as a gentle ripple effect. One example of the
latter is my unexpected best experience resulting from a referral to lead a strategic planning session. It
speaks to the power of keeping professional networks warm and sustaining authentic relationships over
time, well beyond potential business leads. A long-time acquaintance has been a rich source of referrals
across many industries for my now full-time consulting practice. Even during the pandemic’s
uncertainty, this individual has connected me to contracts for virtual facilitation, webinars, coaching,
and team-building. For this panel, I'll discuss more about the challenges and surprises of stepping into
the non-profit strategic planning role in an unfamiliar industry and how | leveraged my own board
experience and transferable consulting competencies (such as strong facilitation and listening, learning
agility, managing ambiguity, and emotional intelligence) to create a successful outcome. What |
anticipated to be a one and done engagement may result in further work following some strategic
communication on my part. I'll emphasize networking in early stage consulting and the importance of
listening to your intuition while exploring new opportunities outside of your comfort zone.”

We expect rich takeaways from the panel. The interplay among the panelists on the recording will be
encouraged by the moderator, followed up during the conference virtual session with audience
participation. The audience should leave the panel presentation with:

e Enough detail to begin a communication consulting practice

e Specific deliverable examples

e Advice on what to do on their first consulting gig

e Examples of what makes a successful consulting experience

e Examples of consulting opportunities in business communication
e Advice on how to secure repeat business
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Diversity and Inclusion, Consulting and Practice Focus

Excuse Me, Your Ableism is Showing: Impacts of Ableism in
the Workplace

Shelley Ann Hepler
University of Kansas

Chances are that most businesses have employees with a disability in their organization. In 2019, the
U.S. employment-population ratio for persons with a disability was almost 20 percent.

In the United States of America, the Americans with Disabilities Act is the “most comprehensive piece of
civil rights legislation that prohibits discrimination and guarantees that people with disabilities (PWD)
have the same opportunities as everyone else” (“Introduction to the ADA,” n.d.). The ADA defines
disability as “(A) a physical or mental impairment that substantially limits one or more major life
activities of such individual; (B) a record of such an impairment; or (C) being regarded as having such an
impairment” (“Americans with disabilities act of 1990, as amended,” n.d.). When bias against individuals
with disabilities is manifest, it often results in ableism, which is defined as the “overarching act of
prejudice and/or discrimination against disabled people and the devaluation of disability and
corresponds with able-bodied/neurotypical privilege, the set of unearned privileges held by non-
disabled individuals” (Kattari et al., 2018, p. 477).

Effective business communication is critical for business members across an organization to perform
their jobs and fulfill their responsibilities. Yet, many employees with disabilities experience barriers to
internal workplace communication. Workplace discrimination in the form of ableism acts as a
communicative barrier that may keep employees with disabilities from achieving their full potential.
Despite the protections of the ADA, these employees experience work as inhospitable or incompatible.

The goal of this presentation is to bring awareness of the impacts of ableism in the workplace. There is a
lack of understanding of how ableism against individuals with disabilities impacts effective workplace
communication as many people are not aware of the term. These individuals are unaware that they use
ableist language and adhere to ableist principles while on the job. Due a lack of exposure to people with
disabilities, the amorphous definition of disability, and privacy and discrimination concerns, ableism is
one of the last “isms” that is still widely socially acceptable. Ableism is defined as discrimination in favor
of able-bodied people (Kattari et al., 2018). Despite regulatory monitoring of disability-related
discrimination at work, workplaces remain plagued with inaccessible jobs, job descriptions, and
workplaces. No one chooses to be sensory-impaired, clumsy, and restless, or different. Yet, it is a reality
that outcomes of having a disability are lower average pay, reduced job security, fewer training
opportunities, less involvement in decision-making, and marginalized workplace inclusion.

This presentation will identify microaggression (Sue et al., 2007) as a form of ableism (Kattari et al.,
2018; Pierce et al., 1978). The discrimination or oppression of individuals with disabilities, intentional or
unintentional, has no place in the workforce. Ableist microaggressions are a common means of
perpetuating ableism. Able-bodied co-workers often engage in language and non-verbal communication
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that results in the "othering" of colleagues with sensory, physical, mental, or self-care impairments.
Ableist microaggressions directed at persons with disabilities in the workplace impact not only the
individual but the health of the organization. Ableist microaggressions are a destructive form of internal
business communication that affects employee and management interactions and interfere with
reaching organizational goals at every layer of a business (Baldridge & Kulkarni, 2017; Keller & Galgay,
2010; McLaughlin et al., 2004; Mik-Meyer, 2016).

A goal for this presentation is to demonstrate the harm ableism causes business, both internally and
externally. Workplace ableism can be stigmatizing. In most cases, employees with a disability are not
seeking special treatment or sympathy. Rather, they desire to be respected for what they can do as a
person and employee. Ableism disincentivizes employees with disabilities from initiating conversations
with their employers and colleagues because they are afraid of sharing their ideas due to bias or stigma.
It is costly for employers to have employees who cannot contribute to their full potential.

Lastly, it is the intention of the presentation to offer awareness and intention as an option to ableism for
employees and managers who hire and work with individuals with disabilities.
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Diversity and Inclusion, Teaching Focus

Enhancing the Environment: Teaching Female Undergraduates in the
Business Classroom

Shelly Scott-Harmon
Indiana University

Serving as a female faculty member in a predominantly male business school, | have been mansplained
to by students less than half my age. They may do it once, but they do not do it twice. As a mother to
two teenage boys, | witness daily how communication habits form and are reinforced in our
environments. My children and my students are coming of age in the era of participation trophies and
the idea that everyone is special. Many of my students appear to be acting out the belief that they are
somehow more special, or their brand is more unique, than others. It is therefore no surprise that this
can manifest itself in acts of sexism not recognized as such by those perpetuating it and even by those
experiencing it.

As faculty at Indiana University’s Kelley School of Business in Bloomington, | share stories of diverse
student teams struggling to make space for women’s ideas and individual females demonstrating a lack
of confidence that permeates everything they do. This presentation analyzes my own observations of
female student achievement and confidence in light of national trends among women in business
education environments.

Last fall, when a fellow faculty member’s social media posts were exposed to show sexism, Kelley
undergraduate women united to protest by selling “Female Genius” sweatshirts, raising money for a
local organization, Girls Inc. The goal was to sell 50; they sold 3400, raising over $14,000. While spurred
by an unfortunate incident, the action taken was inspirational and demonstrative of what motivated
female undergraduates can do. Remarkably, they did this as a distinct minority in the business school.

Females made up only 36% of the class of 2019 at Kelley in Bloomington. Competing business schools
reflect higher numbers of female undergraduates. At the Wharton School of the University of
Pennsylvania, the class of 2023 is composed of 43% women, and at The Mcintire School of Commerce at
University of Virginia, 43% of third and fourth year students are female. While the reason for such
disparity is not this presentation’s focus, it is indicative that there is work to be done at Kelley to
welcome women, retain them, and send them forth competent and confident. Here | consider how the
minority status that female students expect and accept at the Kelley School of Business has transformed
perception into reality. Told they are viewed as a minority in the business school, so many female
students find it challenging to communicate with confidence. Many are searching for ways to make their
voices heard in an environment where they are outnumbered. Those social media posts made Kelley
women feel directly attacked and belittled because of their sex. When faced with a clear and present
sense of danger, the women responded. They found a way to make their voices heard. How can we
ensure that this continues?
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| teach a 100-level course required for all students majoring in Business. In the last few years, | have
observed an increase in females populating my course and, while there may be strength in numbers, |
have not observed a rise in confidence levels. When | first taught Business Presentations, a course
designed for students to hone their public speaking skills through individual and group speeches, | had a
section with only four women in it. In assigning teams, | knew diversity was valued so | split them up —a
rookie mistake. One female student withdrew from the course and another barely survived the team
presentations, even with heavy intervention from me. Just last year | had to intervene with group work
again. This time, three women came to me to complain about the sexist treatment they felt they were
getting from one of the three men on their team, due to the way he communicated with them that
differed from how he spoke to the male teammates. My conversations with those team members
highlighted the vastly different perspectives the men and women had about their roles and the best
ways to contribute. And just last semester, | was approached by a dozen male students and only one
female student to submit recommendations for the Business Honors Program. | announced this
phenomenon to my classes. Afterward, | ended up recommending six females and nine males, but it
made me wonder why | needed to plant the seed in the first place.

A perception shared by too many is that business communication curriculum should follow a “one size
fits all” model. When there is only one size, it is clear the majority gets the best fit. If diversity, equity,
and inclusion are truly priorities, we must incorporate the gender differences acknowledged in studies
of business communications into our teaching methods and content. Only then will our female students
grow their confidence (and perhaps our male students will recognize mansplaining). While
acknowledging gender differences in the business world, we are not necessarily providing all students
with adequate preparation to succeed even though that is the perception. In this case, the perception
has not become the reality.
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Diversity and Inclusion, Teaching Focus

Fostering Inclusive Documentation Practices by Teaching Disability
Studies in Technical and Professional Communication:
A Case Study

Kristin Bennett
Arizona State University

PRESENTATION THEME: As a field, technical and professional communication (TPC) frequently forgets
the body, particularly the disabled body (Melongon, 2013b). However, technical and professional
communicators (TPCers) are uniquely positioned for negotiating the needs of diverse users through their
rhetorical considerations for audience and context. TPCers are engaged in “an ongoing process of
articulation constituted in (and constituting) the relations of meaning and power operating in the entire
context within which messages move” (Slack et al., 2003). Such articulations frequently marginalize
those with disabilities by “legitimating and subjugating knowledge, examining and controlling workplace
practices, forming subjectivities, and marking bodies as normal or deviant” (Palmeri, 2006). In
articulating disability, TPCers generally align with medical notions of disability as individual deficit that
must be overcome or erased (Kafer, 2013). When disability is considered by TPC, it is frequently
positioned as a problem to be resolved through accommodations that assimilate individuals into
environments not constructed with them in mind. However, DS posits that disability is in fact relational;
rather than reflecting “personal defect or lack in need of medical or therapeutic intervention,” disability
arises through “environmental and technological barriers” that may limit “access to goods, services,
interfaces, and information” (Melongon, 2013a).

Through their documentation practices, TPCers directly impact rhetorical understandings of disability. It
is important that TPCers recognize and resist normalizing tendencies which may disregard and
disempower particular bodyminds. Recognizing that this begins at the level of the classroom, |
encourage TPC instructors to incorporate disability studies (DS) in their own courses to help students
think critically about the way normative TPC documentation practices and genres may disenfranchise
disabled individuals by failing to consider them at the forefront of construction.

Purpose
Building on disability studies (DS) and TPC scholarship, the purpose of this presentation is to provide TPC
instructors with theoretical and practical insight for promoting more inclusive TPC practices that
consider disabled individuals by integrating DS into TPC courses.

Goals

The goals of this presentation are to:

1. Provide a reflection on my own experience of incorporating DS into a professional writing course
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2. Offerinsight into the theoretical DS framework guiding my own inclusion of DS into my
professional writing course

3. Model ways instructors might utilize case studies and student feedback to examine their course
documents, content, student work, and pedagogical practices through my own experience of
doing so, and

4. Provide concrete suggestions for how TPC instructors might effectively apply DS to TPC course
content and documentation practices to model more inclusive TPC strategies for students.

Methodology/Methods

In examining the impact of integrating DS into TPC curriculum, | was guided by the questions: 1) How do
TPC genres in the professional writing classroom consider disability in the language they use? 2) How
might the incorporation of DS into a TPC course impact students’ understandings of normative TPC
documentation practices?

This presentation uses case studies to examine the impact of incorporating DS into a professional writing
course. Case studies focus on individual representatives of a larger group; they are studied in a “natural
context, bounded by space and time” and they involve a “more thorough examination of the given
phenomenon” through diverse sources of information and are thus “richly descriptive” (Hancock &
Algozzine, 2017). My teaching case focuses on my fall 2019 professional writing course. It consists of
data collected from four students’ report assignments, proposal assighments, two project reflections,
final reflections, and 30-40-minute, semi-structured interviews conducted after the completion of the
class. | likewise examine the documents guiding the course, including assignment descriptions and the
course syllabus. | used Johnny Saldafia’s (2016) concept coding to identify themes across the data by
examining “smaller, observable actions” (p. 119) to make broader, thematic conclusions.

Outcomes and Takeaways
While many themes emerged in my case study analysis, this presentation will examine two specifically:

1. Students’ continued reliance on ablest frames in spite of insights regarding the relational nature
of disability
2. Students’ use of DS for critiquing and reconsidering TPC genres

Based on the insights yielded through these student case studies, | then provide TPC instructors with
concrete recommendations for ways to effectively integrate DS into TPC courses to promote students’
critical engagement and generative knowledge building in relation to normative TPC documentation
practices.

By attending this presentation, individuals will acquire

e Atheoretical framework outlining the pedagogical relevance of DS to TPC instruction

e A model for considering disability by engaging in ongoing (re)design TPC courses using case
study methods, student feedback, and concept coding

e Practical recommendations for incorporating DS into TPC courses to foster students’ critical
engagement with normative TPC documentation practices.
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Diversity and Inclusion, Teaching Focus
How Do You Teach Diversity and Inclusion? I-1l

Jacquelyn Lowman
University of Maine at Presque Isle

Yingqin Liu
Cameron University
Using Narratives to Engage Students in Sharing Personal Testimonies on
“Cultural Shocks” and Learned Lessons

Laila Montaser
Menoufia University
“Stem cell and Nanotechnology Literacy” for Post Graduate Students of
Clinical Pathology

Evelyn Plummer
Seton Hall University
Nonverbal Markers: Diverse Ways We Use to Signal Inclusion

Drew Marsherall; Young Sun Lee
University of Rochester
What's in a Name?

Laura Lambdin
University of South Carolina
Fun D & | Conversation Starters: Disney Princess Game and Traditional
Greetings Game

Tara Moore

Elizabethtown College
Publishing the Poetry of Children from a Special Needs Classroom
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Junhua Wang
University of Minnesota
Masks, Cultural Differences, Racism, and Discrimination During the
COVID-19 Outbreak

Ruby K. Nancy
University of Minnesota Duluth
Upgrading Presentation Materials

Kimberley Williams
University of Alabama
"Whom to Add to the Group": Discussing Diversity, Equity, and Inclusion (DEI)

Geert Jacobs
Ghent University
Diversity and Reputation: How Student Research Projects Can Help
Create Awareness

Rebecca Dawn Heino
Columbia University
Using Bafa Bafa to Teach Cultural Diversity

David Healey
Purdue University Global
Using the Modern Elder Approach to Create Generational Synergy in the
Online Classroom

Fadia Nordtveit
Smith College
What Is Your Superpower?

Zsuzsanna Palmer

Grand Valley State University
Creating University Recruiting Brochures for International Audiences
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Sheila B. Lalwani
Bentley University
Considering Diversity, Poverty and Ethics in the Union Carbonide Disaster: A
Case for Young Business Leaders

Sushil Oswal
University of Washington
Teaching Accessibility for Disabled Users through COVID-19
E-government Documents

Larissa Ramos
University of Miami
Developing a Global Mindset with Google's Tour Creator and 360 Virtual
Reality Tours

Courtney Hawk
University of South Florida / Hawk L&D Innovations
Finding Common Ground Through Rhetorical Impact

Laura Messano
Adelphi University
Workplace Diversity Awareness Statement

Peter W. Cardon
University of Southern California
Learning from YouTube Videos and Online Comments about Neurodiversity

If you ask people to define “diversity,” you will get as many different definitions as you have people.
Some think of such traditional hierarchical categories as color, gender, and class. Others factor in such
additional aspects as age, religion, creed, socioeconomic status, geographical location, disability. But
these are just some of the more salient characteristics. People combine them in unique ways, pulling in
additional factors.

Diversity can be magical, exposing us to ideas and perspectives of which we would otherwise never be
aware. It can make any group or enterprise better and stronger.

But it can also be divisive if one particular brand of diversity takes precedence over others—and over
prior hegemonies, if we proceed blindly, without careful deliberation and questioning.
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In our rush to be diverse, to welcome groups and individuals long marginalized, we cannot afford to
marginalize, in turn, groups who once held power. We still need contributions from white males, for
example, and from those who are financially, environmentally, and socially secure. In our rush to level
the playing field, we need to be mindful and not tilt it another way. In a truly integrated global society,
no one is expendable.

One of our challenges, then, is to interweave the disparate strands of diversity into a cohesive, well
synthesized whole, inextricably intertwined, stronger than the sum of its parts.

In short, we need an encompassing form of diversity—we need inclusion. This is the philosophy and
application in which every voice matters, can be distinct and sing solo, is prized for the richness it offers.
But beyond that—and without losing the wonders of the individual—all are blended into a chorus more
powerful than any mere collection of individuals.

This is one of our challenges as business communication teachers and practitioners. How do we teach
and enact this? How can we best prepare ourselves and our students for the complexities of this new
reality?

The proposed teaching roundtable will be a forum in which panelists—and audience--will share best
practices. The idea is for panelists to share a favorite assignment in a lightning round in which each will
have three to five minutes to present (depending on number of participants). The idea is to pull from
ABC membership (and prospective members), not just members of the Diversity and Inclusion
Committee. We want people to start thinking about diversity and inclusion in their teaching, research,
and daily lives. We want them to consider all the things that they currently do and all the opportunities
that they have to do more. Our emphasis is on teaching and application in a very broad sense. We would
love to draw practitioners as well as academics. We hope to recruit panelists/participants in any
practical way. We view the session as a good way for people to try out a new topic that they can turn
into something more substantial. They then can fine tune based on feedback. Being part of this panel
can be an easy step to presenting at ABC. This can also be a powerful demonstration that diversity and
inclusion are not values that we as an organization relegate to pure research and merely annual
discussion. Ideas can emerge from this roundtable that will strengthen us as an organization.

This roundtable was very well received when it debuted at the Seattle Conference in 2015. Since then,
there has been interest in our making this an annual session. We brought it back for Albuquerque. Now
it is an expected and accepted part of our annual ABC conference. We had such an overwhelming
response for the Dublin conference that we needed two sessions. Each session had about 15
participants, which made for great, diverse, stimulating sessions. From Miami on, we have had three.
This year, again, we are aiming for three.
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Diversity and Inclusion, Teaching Focus

Overcoming Rhetorics of Deficiency: The Legacy of
Watermelon Postcards

Clive Muir
ThinkCraftSolve
Recipient, 2019 Distinction in the Practice of Diversity and Inclusion Award

Why do watermelons matter to workplace communication? This paper discusses the postcard craze of the
early 1900s that disparaged Black Americans’ love of watermelons and that still has a debilitating effect
today. The watermelon stereotypes became rhetorics of deficiency that even hinder interactions at work.
Session attendees are asked to examine deficiency rhetorics in the workplace and the biases that feed
them.

Extended Abstract

According to WorldAtlas.com, watermelon is the third most popular fruit in the world after the tomato
and banana (Mala, 2020). It is known for its superior hydrating, muscle soothing capabilities; for lowering
blood pressure; and for its ability to reduce sun damage to the skin (Kadey, 2015). Ancient Egyptians
prized watermelons and packed them in the Pharaohs’ tombs for the afterlife (Mala, 2020).

Watermelon is also the most popular summer fruit in America, but not only for its nourishing, ninety-
percent water content. New York Times food critic, Peter Wells, personifies watermelons as “social by
nature, built for crowds, [and] happiest surrounded by humans.” (Wells, 2018).

So, what’s not to like about this sweet, wholesome fruit? Ask historian Cynthia Greenlee, who felt she was
“not as free as | thought,” when she consciously chose strawberry over watermelon while having lunch
with white co-workers (Greenlee, 2019). Or the cafeteria staff at New York University who were fired after
serving “watermelon-flavored water” and other foods associated with African Americans to celebrate
Black history month (Singal, 2019). Or ask author Jacqueline Woodson who eloquently described the “pain
of the watermelon joke,” which recounted an awkward exchange with a friend who was presenting her a
trophy at a National Book Awards ceremony (Woodson, 2014). Following such stories, | unearthed a
troubled association between watermelons and Black Americans that has lasted from the days of slavery
to today. A story that is sourly ironic.

The watermelon originated in Africa, traveled on slave ships to plantation gardens in the Americas, and
later became a source of livelihood for former slaves in the southern United States. By the late 1860s, the
watermelon appeared as a source of pride and humor in magazine and newspaper drawings and columns.
It was a reliable prop for photographers and painters seeking to depict post-War Black culture and
appeared in vaudeville acts across the country. But the most lingering use of watermelon images may
have come from the popularity of postcards at the beginning of the 1900s.

Through postcards, people shared fantastic images to support a collection craze that last over a decade.
Photographs and paintings were colorized and embellished and made into postcards by printers in the UK,
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Germany, and the US. Cameras became more specialized and accessible to average people for the first
time, and postal agencies across Europe and North America enacted policies that allowed the use of
personal images and handwritten notes on the postcard. Many enthusiasts shared the most vulgar images
and offensive messages about Blacks on postcards. Although the postcard craze ended by the First World
War, the damage had been done. Blacks began to distance themselves from watermelons in public. The
narrative reflected the shift toward a rhetoric of deficiency—from watermelons being a beloved fruit to
watermelons becoming a loathsome image to be associated with.

A rhetoric of deficiency describes discourse or messages that deliberately cast the features or actions of a
person, object, event, or situation mainly in a negative light, despite their inherent worth or previous
associations. Deficiency rhetorics succeed when an audience is willing to view the subject negatively due
to implicit biases against the subject, exigences of the situation, and perceived credibility and appeal of
the rhetor. The message may be depicted in writing, speech, visually, or in physical performance.

Deficiency rhetorics often arise when there is a shift in social, political, or economic conditions. Before the
postcard craze, Blacks had gained more autonomy and accessed educational, political, and economic
opportunities just a few years slavery ended during the period of Reconstruction. Educators such as
Booker T. Washington (1896) and W.B. DuBois (1898) asserted the capacity and capability of Blacks to help
rebuild the South if given the support. But such ambitions were thwarted by strict enforcement of
segregation laws, physical assault on Blacks, destruction on their property, and other activities at the turn
of the twentieth century.

In today’s classrooms and workplaces, Blacks, women, ethnic and religious groups, persons with
disabilities, LGBT persons, immigrants, military veterans, and even student athletes still face deficiency
rhetorics. It is also worth noting that deficiency rhetorics may exist within groups, often towards members
who, for example, display characteristics or behaviors deemed antithetical to the ethos of the group
(Workman, 2020). Reversing deficiency rhetorics takes deliberate work, especially when messages are
baked into the culture and when the origin of the messages are not fully understood or known.

As instructors, trainers, and consultants who value diversity and inclusion, we should make the effort to
locate and reverse deficiency rhetorics in our workplaces. We should note what we do and say that may
seem mundane and commonplace, but that may have deep, negative effects on others. At a time of
increasing soul-searching and action towards improving social and organizational inclusion and equity, we
should find ways to change rhetorics of deficiency that prevent others from having positive workplace and
classroom experiences.
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Diversity and Inclusion, Teaching Focus

Presentation Rubric Design and Ableism: Towards a More
Inclusive Rubric

Melissa Hull Geil
University of North Carolina at Chapel Hill

Theme

Teaching presentation best practices in professional schools require rubrics that reflect real world
expectations for the discipline. Those best practices, however, may not be able to be met by individuals
with visible and/or invisible disabilities. As both professional schools and the corporate world move
towards inclusivity, we must consider how to revise our presentation evaluation metrics to be less
ableist and more inclusive.

Purpose/Goals

In this presentation, | examine examples of presentation rubrics in business schools in the United States
and discuss how they do/do not present as ableist for individuals with visible and/or invisible disabilities.

My goals for the presentation are to provide some insight and ideas based on my research on
accessibility best practices as to how we might look to revise our presentation rubrics and expectations
to be more inclusive of people with disabilities.

Methodology
I am in the process of collecting business school presentation rubrics and examining them in terms of
how they evaluate students. In particular, | am looking for examples that offer ideas for best practices
for more inclusive rubrics as well as examples of rubrics that could be seen as ableist.
Working with my own university’s Accessibility Resources Services, | am going to develop language for
revising my own presentation rubric for my classes next fall. | plan to share these findings in my
presentation.

Takeaways

Ableism, as defined by the Oxford English Dictionary, is “discrimination in favor of able-bodied people;
prejudice against or disregard of the needs of disabled people.”

In the case of presentation rubrics that evaluate presentation best practices including eye contact,
volume, hand gestures, verbal clutter, and posture, it is easy to spot how these expectations are ableist.

46



At a recent panel on Disability Pedagogy at MLA, speakers offered ideas on how we might make our
teaching practices more inclusive, with suggestions including offering students the chance to “opt-out”
of presentations in favor of an alternate assignment. These offerings were met with very positive
feedback.

As teachers in professional schools, however, we face a challenge: we must prepare our students to face
a world that, without a doubt, is ableist. One can’t simply “opt-out” of certain expectations at work. And
until the world changes to be more inclusive, we need to prepare our students as best as we can for the
world that they will face upon graduation.

Thus, the topic of how to revise our own presentation rubrics to not be ableist, while, at the same time,
preparing our students for a multitude of workplace environs and expectations, presents a unique
challenge for business communication teachers.

This presentation is the beginning of what | see as an ongoing project/conversation about inclusion and
accessibility in both business schools and the professional world. | don’t propose to have all the
answers; what | have are ideas to contribute in hopes of moving our conversation further down the line
of accessibility and inclusion.

Notes
Language from our PhD program:
“Students with disabilities needing accommodations should contact the University’s Accessibility

Resources and Service Office. See the ARS Website for contact information: https://ars.unc.edu or email
ars@unc.edu.”
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Diversity and Inclusion, Teaching Focus
Teaching Diversity and Inclusion Online: Strategies for Success

Allison Schlobohm; Ivonne Chirino-Klevans
University of North Carolina at Chapel Hill

Organizations increasingly recognize the value of being inclusive, diverse, and equitable; however,
organizational leaders are often inadequately prepared to create the inclusive impacts they desire.
Business schools - and business communication instructors - should (and do) respond to this knowledge
gap by offering courses on related topics. Such courses often ask students to share their own identities,
learn about common institutional challenges to inclusion, and engage with one another about difficult
topics.

Courses on diversity and inclusion are often taught where participants can be physically present with
one another to encourage vulnerability and trust among students and the instructor. Given both our
immediate context - COVID-19 - and the broader academic adoption of online degree programs,
professors can no longer assume such classrooms will be the norm (or even available).

In this session, we will share strategies for creating and leading effective diversity and inclusion courses
within virtual settings. Attendees of this session can expect to leave with tools for taking advantage of
online settings and techniques for encouraging students’ engagement with challenging topics. We will
share our own experiences, interview three former students, and demonstrate tools for collaborative
learning. A strong virtual diversity and inclusion course involves effective, complementary asynchronous
and synchronous materials, so our session will cover both types of content.

Asynchronous content - which students must prepare outside of live class time - should set the
foundation for course concepts and encourage individual reflection. For example, we have found that
the online setting allows instructors to create high quality video interviews that can be frequently
reused as asynchronous material.

We will also describe and recommend high impact synchronous activities for use during class sessions.
Through a discussion of advocacy vs. allyship vs. inclusion, we will demonstrate the creative use of
online whiteboards for conversations about diversity, equity, and inclusion. Other synchronous
suggestions include setting course agreements, having students lead discussion, and forming
assignment-related breakout groups.

These strategies are drawn from our professional experiences and from teaching related courses in UNC
Kenan-Flagler’s online MBA program. Students in our courses tend to be working adults who live all over
the world and have family responsibilities. While professional students’ needs are not identical to those
of the average undergraduate, we are confident that the lessons we have learned while teaching this
course will benefit instructors with students from a variety of backgrounds.
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Teaching diversity and inclusion-related topics online can be daunting, but the virtual setting offers
unique opportunities. We encourage business communication instructors to create and teach such
courses in order to create the inclusion-fluent leaders that organizations so desperately need.
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Diversity and Inclusion, Teaching Focus
Underserved Populations: Meeting the Needs of Veteran Students

Kathy Jones Langston
University of South Carolina

“Perception is reality, but it may not be actuality, and you have got to be able to keep the
difference between that.” —Bill Cowher

This paper focuses on providing business communication faculty with information on the underserved
veteran student population by describing the needs and providing ideas for facilitating those needs in
their business communication classrooms.

Student veterans, an underserved population, present challenges for business communication
classrooms that require adjustments in which business communication faculty become aware of the
unique challenges this community faces. What a business communication professor may perceive about
a student veteran may not be the actuality of the veteran’s classroom experience.

Understanding the specific needs of veteran students requires business communication faculty to
sensitize themselves to the mentality of the students as well as the special needs this population brings
to the business communication classroom. Focusing on the needs of veteran students within the
classroom and understanding ways to deal with these issues that include their maturity, status as non-
traditional students, transitioning from military to student life, and the intrusion of posttraumatic stress
disorder allows business communication professors to meet the needs of this underserved population.

Maturity: Students who are returning to the university after time spent in the military have matured
through their experiences in ways that traditional students have not. The twenty-year-old traditional
student has spent three years partying and studying while the twenty-five-year-old military member has
spent seven years attending boot camp, acclimating to a new culture, traveling the world, working a full-
time job, and meeting expectations of senior people. Veterans understand why they are in school and
what they want to gain from their education. This leads to a seriousness and intensity about their
studies, but also an impatience with “busy work.” Many veterans have worked in a professional writing
environment that is similar to the business communication curriculum. Veterans expect to be treated
with respect for their experiences and world knowledge. Often, as faculty, we overlook this expectation,
but addressing it with students can lead to a higher level of success for that student (Falkey, 2016; Vachi
& Berger, 2014).

Non-traditional learners: As non-traditional students, veterans’ needs differ from those of the traditional
college student. In some cases, the veterans struggle with basic skills needed for college, but they also
can struggle with the English language. Many young people join the military from other countries, and
their preparation for college is not optimal (Falkey, 2016). Recognizing this international experience can
optimize the business communication class as traditional students learn to broaden their perspectives
through the experiences of veterans.
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Transitions: Transitioning from a military environment to a civilian environment is difficult for almost all
veterans. The transition from a military environment to a college environment is especially difficult for
veterans who have matured far beyond a typical student environment. Veterans report feelings of being
outsiders in classes and on campuses which can lead to them dropping out of the university. Business
communication faculty can facilitate this transition for veterans by intervening in the veterans’ lives so
that they can locate environments where they belong and can form community (Berger, 2014). This
facilitation can be met by communicating with the veteran to understand their specific needs.

PTSD: Trauma based injuries present some of the greatest obstacles to veterans who are students in the
business communication classes. The conference theme of “perception is reality” cannot be applied to
veterans who struggle with the challenges of posttraumatic stress disorder. The actuality of their
experience can be far different than what is happening in the classroom. The following situation
illustrates this concept:

Perception: With the PowerPoint lecture complete, the business communication professor
moves on to the writing assignment which requires a team meeting to produce a document. The
professor hesitates with assigning the veteran to a team because that veteran is always angry
and argumentative when he isn’t daydreaming.

Actuality: The picture in the PowerPoint just set off a flashback for the veteran who is once
again in the heat in Iraq, not focused on the classroom at all. His “daydreaming” is, in actuality, a
flashback which then controls his responses. The intensity necessary to stay alive in the war
zone (now a habit) is perceived as high levels of anger by his classmates and professor.
Frustrated, he remains quiet while the team discussion focuses on last night’s drinking and
partying. He wonders why he is in college at all.

Developing an understanding of how trauma affects student veterans’ abilities to pay attention,
complete assignments, and participate in discussions in business communication classrooms is a
necessity for professors. Expression of ideas and class debates can also be challenging to the veteran
since their “normal” level of involvement is highly intense. Veterans’ intensity which kept them alive in
the combat zone appears as intense anger to non-veterans. Understanding the triggers for PTSD and
veteran responses can assist business communication faculty in off-setting the traumatic reactions that
veterans may possess which will lead to more successful classroom outcomes (Langston & Langston,
2016).

Struggling with age and experience differences, veterans can find a business communication class that
focuses on teamwork and writing to be challenging. Business communication professors can ease the
way for this underserved community with understanding of their challenges.

Veterans are taking classes in undergraduate and graduate programs in unprecedented numbers.
Understanding the military community requires an openness to their experiences and an understanding
of trauma-based injuries. Business communication faculty can better meet the needs of this
underserved population by working to understand their challenges and to communicate to these
students that they are welcome in the classroom environment.
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Employment Issues in Business Communication, Research Focus

An Investigation into How Communication with One’s Colleagues,
Organization, and Romantic Partners Impacts the Experience
of Retirement

Nici Ploeger-Lyons
University of Wisconsin — Eau Claire

Theme

A recent prediction by the U.S. Bureau of Labor Statistics (BLS) indicates that the U.S. Labor Force will
total approximately 164 million people in 2024. About 41 million of those workers—or a quarter of the
labor force—are older workers, or those who are ages 55 or older (Toossi & Torpey, 2017). Many of
these older workers are a part of the baby boom generation and will be in their 60s to 70s by 2024. In
just a few years, baby boomers will be planning their organizational exits and retiring en masse. The
labor force will experience a massive change, but also important for consideration is the major life
transition these retirees will undergo.

How do workers experience retirement? Research in the distant past found that most people view
retirement favorably and eventually adapt in positive ways (Fletcher & Hansson, 1991; Riley & Foner,
1968). Atchley (1974) noted that retirement had been touted in the 1960s as a “reward for a lifetime of
work” (p. 97). However, another body of research sheds light on nuanced experiences and outlooks on
retirement. Bradford (1979) highlighted negative emotional reactions toward retirement, including “the
frustrations of a meaningless existence, separation from previous activities and companionship, lowered
motivation, feelings of uselessness, and loneliness” (p. 429). Clearly, retirement is not considered a
reward by all.

While there is a growing body of literature on retirement planning from a financial perspective, social
sciences studies are far less common. While sound fiscal preparation for this life change is important,
the organizational, social, and relational implications of retirement warrant attention as well. The few
empirical, communication-centered studies on retirement demonstrate the importance of a social and
message-based understanding of retirement, and of viewing retirement as a process, not a singular
event (Quinn, 2001). Why are more empirical, communication-centric studies of retirement needed? As
noted in a social constructivist study on retirement:

Retirement is a social construct that is learned throughout a person’s working life.

Communication is an essential part of this learning... Very little of the retirement literature focuses on
how retiring individuals understand this life process (Smith & Dougherty, 2012, p. 454).

Workers describe retirement in a multitude of ways. Phillips and Bach (1995) explored the metaphors
recently-retired and not-yet-retired workers use to describe retirement. They found that transition
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metaphors, freedom metaphors, and emotion metaphors (ranging from very positive to very negative)
were the most common descriptors of retirement. While some said retirement was like “a flower
reblossoming” (p. 10), others said it left them “being very uncertain” and “empty” (p. 13). Similarly,
Fletcher and Hansson (1991) note that individual reactions span a spectrum from “intensely negative
and fearful to highly positive” (p. 76). Regardless of the valence of emotion toward the process, it stands
to reason that retirement impacts workers to their core, and on more than just a financial level.

Purpose, Goals

The purpose of this project is threefold in its attempt to explore retirees’ social components of
retirement anxiety (Fletcher & Hansson, 1991) as related to: (a) one’s organizational identification, or
feelings of oneness with or belongingness to their organization (Ashforth & Mael, 1989); (b) one’s role
identification, or the extent to which one defines themself in terms of their role identity (Ashforth,
2001); and (c) one’s satisfaction with their long-term romantic partner.

Methodology

Full-time workers who are within a year of retirement or have retired within the past year are eligible to
participate in this study. Participants must also currently be in a long-term (e.g., five years or longer),
romantic relationship.

Retirement anxiety is the “generalized feeling of apprehension or worry regarding the uncertain,
unpredictable, and potentially disruptive consequences of impending retirement” (Fletcher & Hansson,
1991, p. 77). This study will focus on the social components of retirement anxiety, rather than including
financial concerns, concerns of aging generally, and so on. Employing a quantitative methodology, the
Social Components of Retirement Anxiety Scale (SCARS) will be used to measure four factors: (a) social
integration and identity; (b) social adjustment/hardiness; (c) anticipated social exclusion; and (d) lost
friendships. Evident in the social components of retirement anxiety scale is the role of one’s
relationships on one’s view toward retirement.

Until retirement, full-time working adults spend most of their waking hours in their organizations and
with their coworkers. It stands to reason that workplace relationships (broadly defined as our
relationship to the organization as well as our relationships within the organization) impact workers’
experience of retirement greatly. To measure workers’ relationship to their workplace and work,
participants will complete a six-item organizational identification questionnaire (Mael & Ashforth, 1992)
twice, once keeping in mind their organization and once keeping in mind their role or career.

Adults’ remaining waking hours are often spent in the company of a significant other. It stands to reason
that workers’ interpersonal, romantic relationships also impact the experience of retirement. The
Interpersonal Solidarity Scale (ISS; Wheeless, 1976) will be used to measure relationship strength with
participants’ significant others. Participants will also complete the ISS while thinking of their coworkers
to measure the strength of those relationships as well.

Takeaways
Retirement is touted as one of the most distinct forms of organizational exit in that “it signifies an
individual’s formal, publicly-declared, ‘final’ disengagement from work-related organizational

relationships” (Avery & Jablin, 1988, p. 68). Like any process, retirement can be experienced smoothly or
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turbulently. How workers talk about retirement with coworkers and significant others could shape their

anxiety toward this major life milestone. Given its individual impact along with the societal impacts of an
upcoming organizational exit of some 40 million workers, it is critical that we gain greater understanding
of how the negative impacts of retirement can be mitigated.
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Employment Issues in Business Communication, Research Focus

Moving Forward: Applying the Triadic Professional Approach to
Promoting Business and Professional Communicationin a
Post-COVID-19 Landscape

Janel Bloch
Northern Kentucky University

Jeremy Rosselot-Merritt
University of Minnesota, Twin Cities

Background/Theme

Business and professional communication teachers and scholars have long struggled to find a consistent
basis for professional identity within institutions. In our presentation at last year’s ABC conference, we
introduced a concept called the “triadic approach” to professionalization in business and professional
communication, offering a way to recontextualize business and professional communication scholarship,
teaching, and service in ways that offer flexibility in different academic contexts while consistently
allowing for recognition of tangible contributions in a unique and evolving field/discipline (Rosselot-
Merritt & Bloch, 2019).

In addition to business and professional communication’s unique disciplinary challenges, even prior to
the COVID-19 pandemic, higher education in general was facing many challenges, such as increased
competition for a declining traditional college-age population, mounting student loan debt, decreased
state funding, and increased questioning of the cost-benefits of higher education (Mintz, 2019). The
COVID-19 pandemic has accentuated these challenges (Chronicle staff, 2020). For example, during the
spring of 2020, most higher education institutions were forced to abruptly convert all or nearly all of
their operations to remote/online delivery. As a result, many institutions experienced large budget
shortfalls on top of already decreasing state funding (for public institutions) and are expecting
enrollment declines, hiring freezes, furloughs, and other cost-cutting measures, resulting in even more
uncertainties (Gardner, 2020), leaving non-tenure-track, untenured, and part-time instructors feeling
most vulnerable, in addition to those who are or will soon be in the market for academic jobs (Zahneis,
2020).

In future terms, we argue that the triadic approach to professionalization can be used as a tool for
aligning formal expectations of business and professional communication scholarship and teaching with
the realities of what business and professional communication scholars and teachers are doing often
“invisibly” --yet in ways that significantly benefit their institutions, departments, and communities. The
triadic approach can be used to demonstrate that the work of business and professional communication
scholars and teachers offers excellent potential for adaptation in times of economic and resource
compression, such as the projected post-COVID-19 environment.
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The triadic approach consists of three parts:

1. Reflection-in-action, based on Schon’s (1987) concept of applying tacit knowledge in various
situations;

2. Critical reflection, based on Fook’s (2011) process of negotiating meaning and articulating value
systems;

3. Scholarship of application, from Boyer’s (1990) arguments for a broader definition of scholarship
that extends beyond the traditional scholarly research paper and encompasses the value of non-
academic application.

We offered this approach as a way of “position[ing] ourselves in [diverse institutional and departmental]
settings, construct[ing] a clear notion of our work for transdisciplinary stakeholders, and inculcat[ing]
early career scholars with the critical capacity to do the same as they define their scholarly paths and
move into permanent academic roles” (Rosselot-Merritt & Bloch, 2019) with additional implications for
career development and promotion, reappointment, and tenure assessments.

Purpose

The purpose of this presentation will be to explain the post-COVID-19 landscape and its effects on the
environment for business and professional communication teachers and scholars, as well as to offer
ways of applying the triadic approach to business and professional communication in the context of that
environment. With broad impacts on higher education, the post COVID-19 landscape will present unique
opportunities to leverage business and professional communication’s inherent transdisciplinarity
(Bernstein, 2015; Rosselot-Merritt & Bloch, 2017) in engaging academic, industry, and community
stakeholders as part of a larger process of addressing workplace needs for students, thinking through
and rethinking pedagogies, connecting universities with the communities of which they are a part, and
considering the future of higher education. In this presentation, we will overview adapting the triadic
approach to studying the environment for business and professional communication faculty within
institutions. Then, using the triadic approach, we will connect those effects specifically to business and
professional communication in a post COVID-19 social and academic environment, offering ideas for
application based on an empirical analysis of relevant texts and artifacts.

Methodology
The methodology will involve multiple parts:

1. Summarize literature on the effects of the COVID-19 pandemic on higher education, broadly
speaking, and suggest particular implications for business and professional communication as an
academic discipline.

2. Analyze job ads for academic positions in business and professional communication and build on
the results of our analysis from last year’s presentation.

3. Analyze promotion and tenure requirements for at least five institutions using the triadic
approach to professionalization.

Goals/Takeaways/Outcomes

a. We will offer recommendations on how business and professional communication faculty can
navigate the post-COVID19 environment within their institutions.
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b. We will give suggestions for those business and professional communication faculty navigating
the post-COVID-19 environment in the job market.

c. We will help attendees reflect on how they can help to both adapt to and instigate change
within their institutions in the "new normal" post-COVID-19 higher education environment.
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Employment Issues in Business Communication, Teaching Focus

Outside the Business College: Non-tenure Track, Tenure Track, and
Adjunct Issues in Business Communication

Geoffrey Clegg
Midwestern State University

In 2017 the Association for Business Communication’s (ABC) CCCC Subcommittee for the Marketing &
Membership Committee was tasked to create a Special Interest Group (SIG) to create conversations
between members of the two organizations, help expand the working knowledge of business and
professional writing’s place within the English department and Writing Studies and encourage
membership in ABC for current instructors who may be unfamiliar with the organization. Members of
the subcommittee (Kathryn Rentz, William Christopher Brown, Crystal Shelnutt, Kathy Wills, and
Geoffrey Clegg) successfully crafted a proposal, later accepted for the 2019 CCCC conference, creating
the new Workplace Writing SIG.

The focus of this presentation is to report back on the events of our engagement with CCCC’s members
who attended, discuss the types of engagement we received from attendees on a variety of topics, and
discuss future ways of further engaging writing scholars. What we’ve discovered from this meeting is
how fractured and distanced many new members felt in their department. Attendees often voiced their
displeasure that they were under the strain of two different worlds (business and English), the pressures
from the different ideologies representative in each major field, and the challenges of having to work
within accreditation standards (AACSB) that conflict with each other.

The topic eliciting the most interest concerned the place of business communicators within the
university. Many of the SIG attendees felt out of place as their primary area of teaching was spent
teaching students from their respective business colleges and less interaction with their own
backgrounds within English Studies. We neither fit into the space of writing studies, which tends to
privilege first-year and technical writing, nor into the world of business. Our liminal presence often
complicates our role and authority within the curriculums of business students because, those confined
to a Humanities department, often are seen as providing a service rather than posing an integral part of
the business college’s mission.

A secondary concern of the attendees comes from the ideological bent of writing studies itself and the
questions such epistemologies bring to our classroom. Initiatives such as Students Rights to Their Own
Language (SRTOL) often finds itself at odds with the very nature of business communication, especially
when questions of language use, authenticity, and professionalism are brought up. The place of SRTOL
within business communication itself has rarely been discussed openly in both organizations and
deserves more understanding. Similar questions were raised about the CCCC’s move towards antiracist
pedagogy within grading, specifically calls for not taking off for spelling or grammatical issues within a
document.
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This proposed talk will bring forth the questions of this SIG meeting into the world of ABC by directly
addressing our need for identity. Who do we serve? Are we writing teachers first or are we sublimated
to the needs of business? Can we unify the principles and ideologies of the CCCCs and ABC? How can our

SIG’s direction continue to bring new questions to members of both organizations and increase interest
in business communication?
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Employment Issues in Business Communication, Teaching Focus

Search Committee, Interrupted: The COVID-19 Pandemic’s Impact and
Influence on the Faculty Recruitment Process

Brian S. Hentz
University of Massachusetts Amherst

Brent Lucia
University of Connecticut

Hiring high-quality faculty is essential to building and sustaining strong business communication
programs, which prepare graduates to meet employers’ desire for professionals with relevant
communication skills (Clokie & Fourie, 2016). As part of this hiring process, the on-campus visit helps
search committees determine a candidate’s fit for a faculty opening. During this visit, a candidate’s
teaching demonstration, in particular, configures strongly in a search committee’s appraisal of a
candidate’s fit. Search committee members gain not only a more forceful sense of a candidate’s
classroom praxis (e.g., facilitation strategies, instructional design skills), but also a finer appreciation of a
candidate’s professional presence (e.g., interpersonal engagement).

However, what happens when a carefully planned search is suddenly disrupted—in mid-search—by an
external crisis such as COVID-19? The pandemic unfolded in the middle of the co-presenters’ search for
two full-time faculty hires, challenging the traditional search committee process. This was an especially
high-impact search since these hires would replace most of the business communication faculty at the
co-presenters’ home institution. In this presentation, the co-presenters will share how their
expectations as search committee members evolved with respect to candidates’ teaching
demonstrations during “virtual campus visits.”

Specifically, the co-presenters will identify several ways that the virtual teaching demonstrations
challenged them to appraise candidates in ways that were not anticipated when the search initiated
(i.e., pre-COVID-19). First, interpersonal connections were disrupted through digital platforms, as verbal
and non-verbal cues typically conveyed in face-to-face classroom facilitation were repressed in virtual
conferencing spaces (e.g., Zoom), thereby limiting search committee members’ perceptions of a
candidate’s professional presence. Hence, search committee members were challenged to fully assess
candidates’ promise as learning facilitators in traditional face-to-face classrooms. Second, candidates
who mediated digital platforms more fluidly—a competency not actively solicited in the faculty position
posting—made stronger impressions during the virtual teaching demonstrations. For example,
candidates who could share slide decks virtually and skillfully shrink live feeds to redirect audiences’
eyes in their teaching demonstrations made more positive impressions. In turn, search committee
members were challenged to consider the extent to which unconscious bias—in this case, a more
favorable impression of technological “know-how,” which was not explicitly described in the faculty job
description—impacted their assessment of candidates.
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Moreover, there were two competing narratives influencing messaging at the co-presenters’ home
institution during the peak of the epidemic, dovetailing into the search committee process: (a) either
scale down your expectations and be sensitive to current conditions linked to COVID-19, or (b) “stay the
course” to help students and colleagues retain a sense of normalcy during this time of uncertainty. Our
search committee struck a balance between these two narratives: staying attentive to our candidates’
virtual needs and perceived related limitations, but also maintaining our standards for teaching
excellence in spite of these virtual considerations. In striking this balance, we discovered that our mental
models—those preconceived ideas we had that underpinned our decision-making process (Bonchek,
2016)—shifted during this job search, for we attended to some candidate competencies in ways that we
had not anticipated before the pandemic. For example, as we considered that future faculty would be
required to transition between face-to-face and online instruction frequently in the post-COVID-19 era,
we found ourselves paying closer attention to candidates’ instructional design strengths, as captured in
visual and narrative techniques that transformed slide decks into compelling “stories” with strong,
“stand-alone” value (especially ideal for online learning). By extension, we also assessed candidates
favorably who designed their respective slide decks explicitly for virtual contexts, such that supratextual
features (Kostelnick & Roberts, 2010) helped guide search committee members more easily through the
“story” or narrative of the candidate’s given topic in the teaching demonstration.

This unique search committee experience offers several implications for future search committees in a
post-COVID-19 era. We expect that digital platforms will not simply disappear when we transition back
to face-to-face classrooms and institutions, but rather continue to flourish. Thus, candidates in job
searches should consider what multimodal elements of their messaging are being enhanced or
restrained in virtual teaching demonstrations. Also, as we anticipate virtual teaching demonstrations
becoming more commonplace in future faculty searches, job candidates should consider how they
demonstrate their capacity to engage learners in virtual spaces.
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Employment Issues in Business Communication, Teaching Focus
Twenty-First Century Workplace Attire: Formal or Casual?

Virginia Hemby; Raholanda White
Middle Tennessee State University

The purpose of this study is to learn through interviewing business professionals the appropriate dress
most twenty-first century entrepreneurs and businesspeople prefer that their employees wear in the
work environment. The question is this: Do most of these professionals prefer formal or casual dress for
their employees in 2020?

Methodology

The method used to obtain information for this research presentation is through interviews with
professionals in the areas of business, medicine, insurance, and finance. The interviews will be
conducted in person and/or by Zoom during the summer and fall of 2020. The method used to interview
individuals depends on the continuing situation with COVID-19 and its restrictions.

Interview Questions will include the following:

e How long have you been an entrepreneur or worked for this company?

e What was the established dress code when you began working in your own office or for this
company? If changes have been made, what positive or negative impact have they made on the
company?

e  What type of dress code does your company have at present?

e Does your company have a dress code for the virtual environment (online meetings or
presentations with clients, customers, colleagues, managers, and so on)? Or does your company
dress code extend to the virtual environment as well?

e s this code activated or is it still basically the employee’s decision?

e Does your company have any repercussions in place if the employee does not adhere to the
dress code? If so, are you at liberty to share some of that information with me?

e What suggestions do you have for millennials entering the workforce regarding dressing for
success?

Literature Review

The Statistic Brain Research Institute has stated that 40 percent of young adults ranging in age from 18
to 25 in the United States have at least one tattoo. Since the millennial generation has begun to enter

the workforce, approximately half of these young people are showcasing “tats.” Hopefully, employers
will not turn too many future employees away because of their choice in body art (The New Standard,

2017). Since the body art age has somewhat settled down, we now must turn our attention to gauging
how business professionals and entrepreneurs value workplace attire.
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According to Clemente (2017) the life and impending death of business casual demonstrates broader
shifts beyond clothing in American culture and business. Life is less formal, the thought of going to the
office has primarily changed, and most American businesses are currently more results-oriented than
process-oriented. The way business casual fashion began and dwindled demonstrates that cultural
change results from a tangle of seemingly disparate and ever-evolving sources: knowledge,
consumerism, employment, characteristics, and demographics.

What type of dress did we typically have before business casual? Basically, most professionals wore
suits. During the 20th century, the norm was conventional collars, overcoats, and more wearing of hats.
Americans dressed up for work, and they also dressed up for restaurants, for travel, and for the theater.

During the early years, 1950 until about the1980s, companies demanded and retained a strict and
formal dress code that continued into the 1990s. In the early 2000s, women were also taught, as a rule
of thumb, that if you wore a particular outfit to a nightclub, it was inappropriate for your work
environment (Clemente, 2017).

Yet, more research by Peltz (2017) indicates that outfits worn today in the office are much more casual
than they were a few years ago. The researcher also discussed the findings of a survey released by
OfficeTeam, an arm of the office-staffing firm Robert Half International, Inc., which revealed that
dressing up for work continues to go out of style. At least half of the senior managers interviewed in the
survey said that their employees wore less formal clothing than they did five years ago, and 47 percent
indicated that their employees dressed somewhat too casually. The research also revealed that 32
percent of managers thought that their workers showed too much skin (Pelz, 2017).

Christina DesMarais (2017) states that Goldman Sachs, the fifth largest U.S. bank, has unbuttoned its
dress code to help attract and retain tech talent. According to a memo from Sachs, employees in its
technology division now may dress down and exercise their own judgment in determining when to
adapt to business attire. Goldman’s relaxed dress code is one of the first changes to be made by the
bank’s chief information officer, Elisha Wiesel. Wiesel describes himself as a socially awkward young
man who was most interested in programming computer games. Perhaps, therefore, his casual
approach to dressing in a business setting has become a reality in 2020.

Additionally, JPMorgan Chase is also permitting its employees to relax somewhat. According to Michael
J. de la Merced (2017), Chase told its 237,420 workers that it was making business casual its everyday
code per an internal memorandum reviewed by DealBook. This move makes JP Morgan the latest
company to acquiesce to the more casual nature of today’s workplace. Furthermore, General Electric
and IBM have moved away from their traditional uniforms of white shirts and dark ties. This change is
also a nod to the informal style of the tech industry, which has been successful in recruiting workers
who might have once preferred more traditional careers.

According to Michael Studenka, a partner specializing in employment law at Newmeyer & Dillion’s office
in Newport Beach, California, “Clothing styles and trends show more skin and stick to the body more.
This often causes conflict with policy.”

Lastly, dress codes and habits vary greatly based on an industry’s position within a company hierarchy
and its geographic region. However, the office environment is especially ripe for confusion and even

conflict, given the numerous attire options and the ever-changing work culture. Offices are becoming
increasingly casual, as comfort-loving millennials take over the workplace and the Silicon Valley ethos
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exemplified by Facebook founder and chairman Mark Zuckerberg’s tee shirt-and-hoodie style spreads
into other business environments. Not surprisingly, according to a survey administered by OfficeTeam,
which specializes in placing temporary office and administrative staff, a majority (56%) of individuals
prefer a relaxed dress code.

Data Analysis
The data will be analyzed using descriptive statistics.
Findings and Results

As this study is ongoing, the findings and results are not yet available to share. However, by the time of
the ABC Convention, the interviews will have concluded; and the findings/results will be available for
dissemination at the session. The findings and results of this study will reflect the responses of the
businesspeople to the interview questions.

Conclusions and Recommendations

With each successive generation, workplace dress codes seem to shift. The conclusions and
recommendations in this study should provide takeaways for attendees to share with students in their
courses regarding appropriate professional and casual attire selections for the work environment based
on the results of the interviews with business professionals.

References

Clemente, D. (2017). Why American workers now dress so casually. The Atlantic.
www.theatlantic.com/business/archive.

De la Merced, M. (2016). JPMorgan Chase embraces business casual. New York Times.
www.nytimes.com.

Desmarais, C. (2017). How important is a dress code? Goldman Sachs will find out. Inc. www.inc.com.

Olejniczak, C. (2017). The new standard. Murfreesboro (TN) Daily News Journal.
http://murfreesborodailynewsjournal.

Peltz, J. (2016). Why office dress codes keep getting more casual. Los Angeles Times.
http://www.latimes.com/business

65



Executive, Managerial, and MBA Communication, Research Focus
Sir Antony Jay on Business Communication: Oral Presentations

N. Lamar Reinsch, Jr.
Lubbock Christian University

Paul N. Reinsch
Texas Tech University

Theme

This presentation concerns instruction in oral presentations. It describes relevant works by Antony Jay
(who, along with John Cleese) founded and nurtured a London-based, video training-film company,
Video Arts. It identifies distinctive (and potentially useful) concepts from Jay’s work. And it includes clips
from a Jay film, "Making Your Case" (Jay & Robinson, 1982) which is still available in some university
libraries and can still be useful in the business communication classroom.

Purpose

At the 2017 meeting of the Association, the authors argued that business communication academics—
and particularly American business communication academics—have overlooked the contributions of Sir
Antony Jay to the field of business communication. This presentation extends and elaborates part of
that claim, focusing on Jay’s efforts concerning oral presentations and exploring Jay’s work in both
written and video media.

The purpose of this presentation is to help in giving Jay’s work the attention it deserves and, thereby, to
provide ABC members with potentially useful ideas and materials for teaching the oral presentation.

Goals

The goals of the presentation include: (a) educating ABC members about the contributions of Antony Jay
to the field of business communication through his entrepreneurial success as the moving force behind
the creation of Video Arts and his personal efforts as writer and film maker; (b) delineating some of Jay’s
specific ideas and approaches for preparing students to make oral presentations; and (c) suggesting the
possibility of using Jay’s films in the business communication classroom (and providing information
about some potential films).

Methods

The research methods used in this study are traditional historical/critical methods—identifying,
summarizing, and evaluating written and visual works of Antony Jay.
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Making Your Case (Jay & Robinson, 1982)—which situates a young female protagonist (“Alice”) in a
strange but hauntingly familiar encounter with a “Red Queen” —will be analyzed both as a film and as a
business communication teaching tool.

The presentation will include oral descriptions of both methods and outcomes and will include film clips
from "Making Your Case."

Outcome

In the U.K., Jay’s book Effective Presentation (1971a) went through multiple editions and remained in
print for several decades. The book offered prophetic attention to the importance of teams in oral
business presentations, provides an innovative (non-Aristotelian) perspective on audience analysis, and
emphasizes the power of visual aids including, potentially, film.

Jay’s film Making Your Case is an excellent illustration of the power of film. It also provides the viewer
with an intriguing mixture—a non-traditional presentation (the student as Alice in Wonderland;
instructors as Mad Hatters and March Hares) of straightforwardly traditional principles (organize your
thoughts, illustrate them clearly). Furthermore, the film provides us with the purest available example of
how Jay understood the complementary roles of written and visual instructional media. Many of the
early Video Arts training films reflected contributions from both Jay and one of the other co-founders,
John Cleese. And, while "Making Your Case" was directed by another one of the co-founders (Robinson),
it appears to be a precise embodiment of the theoretical notions that Jay had been articulating for more
than a decade.
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Executive, Managerial, and MBA Communication, Research Focus

Walmart’s Identity: A Corpus-Based Cognitive Analysis of Discursive
Strategies in CEO Discourse

Zhiyi Zhou
Guangdong University of Foreign Studies

Chunyu Hu

Identity is the part of an individual’s self-concept which derives from his knowledge of his membership
in a social group together with the value and emotional significance attached to that membership
(Tajfel, 1981, p. 255). With the discursive turn of the study of identity, recent scholarship has
emphasized that identity is a process embedded in social practices within which discourse practices
have a central role (De Fina et al., 2006). Corporate identity, a firm’s strategically planned presentation
of itself with a certain purpose (Alessandri, 2001), derives from business philosophy, corporate strategy,
and corporate culture (Gray & Balmer, 1998) and serves to create corporate image and reputation and
contributes to the judgement from the society and the acknowledgement of employees through
corporate communication, which can further influence the ability of this corporation (Bloch, 2014). One
of the main communication methods for a company is the release of the annual report, in which the
CEO letter is usually written each year as a personal letter by the CEO of a company to rhetorically
project a positive corporate identity so as to establish favorable relationship with current and
prospective shareholders. By far, a few studies on discursive construction of corporate identities by
letters to shareholders have made some synchronic comparative research between different genres, like
annual reports and corporate social responsibility reports (Fuoli, 2018), and different countries, like
Chinese corporation and American corporation (Wu & Zhang, 2019), while the diachronic investigation
of corporate identity construction remains the gap.

Therefore, the 59-year-old Walmart, an American multinational retail corporation, which operates a
chain of hypermarkets, discount department stores, and grocery stores, was selected as the study object
of this study. In 1962, Sam Walton founded Walmart in Bentonville, Arkansas where its headquarter
stands. Then Walmart went into public in 1972, and has successively welcomed 5 CEOs, Sam M. Walton
from 1972 to 1987, David D. Glass from 1988 to 2000, Lee Scott from 2001 to 2008, Michael T. Duke
from 2009 to 2013, and Doug McMillon from 2014 till now. Nowadays, Walmart possesses 11,277 stores
and clubs in 27 countries and is the frequenter of the Top 3 in Fortune global 500. And the 5 CEOs have
played the crucial role for accompanying Walmart through all thorns and roses in different periods.

From the perspective of stakeholder relationship management, this study presents a corpus-based
cognitive analysis of discursive strategies in Walmart’s CEO letters (from 1972 to 2019), aiming to
investigate what, how and why these corporate identities have been constructed by the five CEOs
through times. To be specific, the discursive strategies analyzed in this study are the five strategies of
discourse-historical approach (DHA) (Reisigl & Wodak, 2014), namely nomination strategy, predication
strategy, argumentation strategy, perspectivization strategy, and intensification and mitigation strategy.
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What's more, the corpus tools applied in this study are Wmatrix4 and Wordsmith6. After the diachronic
analysis, the results show that Walmart has experienced distinct identities during the 5 CEOs tenures
when discursive strategies were used differently to portray Walmart respectively as a confident and
practical market builder, an aggressive global market explorer, an acknowledged market leader, an
obliged social responsibility taker, and now an ambitious but anxious leader. In addition, the 5 CEOs
attached greater importance to different stakeholders with different discursive strategies and finally
constructed these different corporate identities in different periods. These identities can be interpreted
as strategic presentations of the 5 CEOs to meet changing situations and expectations internally and
externally. This study can shed new light on the impression management strategies used by companies
for their corporate identity construction in public discourse. And it can provide both linguists and
business communication scholars with a descriptive basis for critically assessing letters to shareholders.

References

Alessandri, S. W. (2001). Modeling corporate identity: A concept explication and theoretical explanation
[J]. Corporate Communications: An International Journal, 6(4): 173-82.

Bloch, O. (2014). Corporate identity and crisis response strategies: Challenges and opportunities of
communication in times of crisis. Springer Fachmedien Wiesbaden.

De Fina, A., Schiffrin, D., & Bamberg, M. (2006). Discourse and identity. Cambridge University Press.

Fouli, M. (2018). Building a trustworthy corporate identity: A corpus-based analysis of stance in annual
and corporate social responsibility reports [J]. Applied Linguistics, 39(6): 846-885.

Freeman, R. E. (1984). Strategic management: A stakeholder approach. Pitman.

Reisigl, M., & Wodak, R. (2014). The discourse-historical approach (DHA) [A]. In Wodak, R. & Meyer, M.
(Eds.). Methods of critical discourse analysis [C] (pp. 87-121). Peking University Press.

Tajfel, H. (1982). Social identity and ingroup relations. Cambridge University Press.

Wu, N. (1), & Zhang, J. (SK&UJR). (2019). Discursive strategies for the construction of Chinese and
American corporate identities [J]. Modern Foreign Languages, 2, 218-229. [2019, R /44
SHEEEWREED]. GIRIME) 5248: 218-229]

69



Innovative Instructional Methods, Research Focus

Examining How Categorized Feedback Impacts and Improves
Student Writing

Heidi Schultz; Michael Meredith
University of North Carolina at Chapel Hill

Written communication remains at the heart of our discipline. Recent scholarship has identified one
specific area, the ability to write business correspondence, as an important and specific “closing the
gap” area where scholars can continue to lend value (e.g., Coffelt, Grauman, & Smith, 2019). With this
insight in mind, in this session, the researchers will share the results of a new assessment strategy that
they have developed to help students improve their writing in quantifiable ways using categorized
feedback.

The researchers’ novel assessment strategy has grown out of two insights related to formative feedback
that, the researchers argue, is more actionable and, thus, more effective for students than traditional
approaches to formative feedback. This feedback strategy can inform the pedagogical approach to
business communication writing curriculum. The first insight is based on message organization. Because
business communication instructors teach message organization strategies and expect students to
organize their business messages, the researchers argue that feedback should model this important
rhetorical best practice. As such, business communication instructors should apply organizational
strategies to their own formative feedback where and when possible. The second insight is based on
how people in general process and remember information. Research has shown that people process and
remember information more accurately when that information is packaged into categories (e.g., Miller,
1958; Portrat, Alessandro, Thierry, & Benoit, 2016). To capitalize on this insight as it relates to feedback
on student writing, the researchers argue that communication instructors should group feedback into
related rhetorical categories so that students are better prepared to process, remember, and act on that
feedback.

In an initial demonstration project, the authors devised a study that involved 177 undergraduate
students enrolled in nine sections of a core undergraduate business communication course. In that
project, the researchers randomly assigned students to receive either categorized or uncategorized
feedback, which students were able to ‘study’ for one minute. The researchers then asked students to
recall what writing challenge they would need to work on for ensuing writing assignments and were
given three options: punctuation, style, or organization.

Analysis of the data shows that students who received the categorized feedback were more likely to
recognize and remember that comments related to the ‘style’ category appeared most frequently and,
thus, represented the biggest opportunity for improving writing on ensuing writing assignments than
those students who simply received uncategorized feedback (Schultz & Meredith, 2018).

While the results of this initial demonstration project were encouraging, the researchers wanted to
determine whether student writing — not simply recall — actually improved in significant ways as a result
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of receiving categorized feedback. To that end, the researchers devised a follow-up study in which they
divided nine sections of a core business communication course from a single professor into three groups
involving 156 undergraduate students. Group one (n=51 participating students) received traditional,
inline feedback that received no categorized feedback. Group two (n=53 participating students) received
an initial writing assignment that received categorized feedback. Group 3 (n=52 students) had three
writing assignments, each of which received categorized feedback. The results quantify and then
compare the feedback that the three groups received across eight writing categories (i.e., style & tone,
punctuation, mechanics, grammar, sentences, paragraphs, organization & content, and design, format,
& visuals) as well as 27 subcategories for style & tone. The researchers then compared the quantified
results of the feedback in each of the three sections to the final course grades that students earned. By
correlating feedback in each of the three groups to final grades, the researchers showed a positive
correlation between categorized feedback and improved student writing.
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Innovative Instructional Methods, Teaching Focus

A Public Speaking Renaissance at University of California, Santa
Barbara: How Innovative Presentation Training Led the Way

Jeffrey Hanson; Gina Lyn Genova, Esq.; Craig Cotich
University of California, Santa Barbara

An innovative new course, Writing for Public Speaking, debuted for the Writing Program at UC Santa
Barbara in the spring of 2012. This professionally oriented class focused mostly on the written aspects of
presentations—content and language, structure and flow, slide design—rather than on delivery style.
Initial student response was so strong that the program soon began adding additional sections and
instructors, all of whom shared similar presentation principles suggested by respected authors/trainers
such as Nancy Duarte (Resonate, 2010), Garr Reynolds (Presentation Zen, 2011), and Jean-luc Doumont
(Trees, Maps, and Theorems, 2009).

Beginning that spring, the campus experienced a Public Speaking Renaissance. Course-based influence
has extended to three other courses in three departments; to numerous workshops for undergraduates,
graduates, staff, and faculty spanning diverse disciplines; and to annual campus competitions for
undergraduates and graduates, attracting audiences of more than 1,000 people yearly while offering up
to $15,000 in awards and a chance to present in the UC systemwide finals at LinkedIn each spring. As we
reflect back eight years later, we better understand how the unique combination of innovative course
curriculum, presentation principles, and teaching methods has contributed to this successful spread of
public speaking across our campus.

This panel presentation will examine the core factors that three instructors of this course have identified
as central to this Renaissance during the past eight years. Balancing explanation and multimedia
examples, the panel presenters will share their key lessons learned so that anyone who might be
considering similar efforts elsewhere could apply these insights. To that end, a handout and online
resource site will also be available to all participants. Overall, the panel will target key factors in three
primary presentation planning areas: script writing, slide design, and extra-impact options.

Script Writing

In 2001, we watched in agony as groups presented their business plans. We (including the class)
suffered as each presenter shared endless Excel spreadsheets and data. Watching the presenters read
bulleted text, trying to understand data-filled slides and “noise,” we thought, “There’s got to be a better

”

way.

At the time, we thought, “You can’t blame them.” They’re just doing what they’ve seen their teachers
do. We devised a simple idea to transform the presentations: ask groups to share with us the “story” of
their business plan. Ten weeks ago, they had proposed a business idea; they then adapted it to the
competition, shaped it for consumer need, and investigated profitability. A story would require them to
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explain the obstacles they experienced, the problems they solved, and the creativity they wielded. As
simple as that.

The results were dramatic. Students went from needing notecards and bulleted slides to employing
simple visuals and a conversational speaking style. We then developed this method of storytelling to fit
the needs of UCSB students. As presentations became more central to classes—and ultimately the basis
of whole courses—we incorporated the ideas of innovative storytellers. UCSB was at the forefront of
embracing storytelling, which now connects the classes and workshops we offer.

This section of our panel presentation will describe how we incorporated storytelling into our classes in
order to transform the scripts for speakers and audiences alike.

Slide Design

Recalling the slow, excruciating “death by PowerPoint” we experienced in those early days, we realize
that everyone’s slides stunk: lectures, talks, trainings, committee meetings. Our debut course demanded
adaptation in slide design so that we could catch up with communication trends for greater student
preparedness. We leapt at the chance to dig into these current best practices. We jettisoned slides fully
loaded with bullets and bloated animation builds of ancient clip art. We ditched department names in
slide headers and banished templates ripe with canned graphics like a fungus obscuring any focus. We
stressed that slide visuals were the transmission of a speaker’s purpose/message using symbols and
imagery that didn’t compete with words, making the speaker the focus, not the slide. This new strategy
that puts purpose first to improve effectiveness and overcome “noise” or “overcommunication” worked
wonders for every person employing it.

Our quiet revolution spread, changing other classes with oral presentations. Then science programs
requested workshops on how to cut through chart junk to humanize their data. Our under/graduate
research colloquium added workshops that included creating the critical three-slide deck. Faculty now
seek out training for themselves and their TAs. Even student groups solicit our workshops for their
membership meetings.

This section will share design, image, and text principles that ensure the speaker is the star and the
slides are just great sets, ultimately achieving the noise-free focus on message, rather than gimmicks,
which was a hallmark of this Renaissance.

Extra-Impact Options

Comfortable with our planned use of storytelling to strengthen a script, and with our focus on noise-free
slides that support rather than lead, we sought something more for our course debut: options for
students to add extra impact to their presentations. We wanted to make these presentations engaging
in ways that would transfer well beyond academia—and encourage a buzz among students. This
excitement would make presentation days special, even fun, while also helping to spread word of the
course.

Our search for related communication trends led us to some interesting ways to make ideas more
memorable and presentations more impactful overall. One particularly helpful resource, Made to Stick
(Heath, 2008), addresses six characteristics of memorable ideas: simple, unexpected, concrete, credible,
emotional, and story-based. Additional resources by Duarte, Reynolds, Doumont, and others reinforce
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these same characteristics in unique ways, some of which led to innovative instructional methods for
the new course.

This section will examine four extra-impact options, in particular, that worked well initially and then
later as course influence spread: keeping time limits tight, starting and ending strong, adding passion,
and offering something the audience will never forget. We believe that these options, combined with
our innovative teaching of script writing and slide design, have played a crucial role in the Public
Speaking Renaissance at UC Santa Barbara and may help others elsewhere seeking a Renaissance of
their own.
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Innovative Instructional Methods, Teaching Focus

Adapting the Business Communication Core Course: Keeping Up with
Trends Without Overstuffing the Curriculum

Pamela Bourjaily
University of lowa

Ryan Sheets
University of Arkansas

Overview

The current directors of the business communication programs at The University of Arkansas and The
University of lowa will explore tensions inherent in trying to design a course that encompasses as many
communication modalities as possible and share what they have learned while working to incorporate
communication trends in the standard business communication course curriculum.

Theme

Adapting to communication trends and preparing students to meet the multiple expectations of the
workplace put pressure on what might be the single “soft skills” course in the undergraduate business
curriculum. Can one course contain everything? And if your dean’s answer is an enthusiastic “Yes!” how
do you make that happen in a pedagogically meaningful way that does not exploit your instructional
staff? Exploring strategies for how to add communication competencies without subtracting from skill
development in other key communication areas-- all while also keeping the course “teachable” --
requires careful adjudication of likely conflicting assumptions from multiple course stakeholders.

Purpose

The purpose of this session is three-fold: (1) to demonstrate that one communication course cannot
cover all communication trends and competencies; (2) to share lessons learned when one course
director nevertheless attempted to design just such a course; (3) to assess how scaffolding of multiple
communication skill competencies within a single assignment functions tactically in meeting an ever-
expanding list of communication learning objectives.

Goals

In sharing their respective experiences designing an all-inclusive business communication course, the
presenters hope to prompt discussion of what it means if you, or your dean, actually embraces that
latter part of this year’s ABC conference theme: “. . . in an era where perception is reality.” If the
perception is that a single business communication course can function as a one-stop-shop for
workplace preparation, how do you make that a reality in your course? Can you make that a reality? For
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those tasked with designing such a course, the presenters will provide specific assignment-design
parameters for how to incorporate multiple communication learning objectives without overwhelming
students or instructors.

Methodology

Research into including more communication learning objectives to the required core business
communication class started in spring 2018 at The University of lowa Tippie College of Business as
competency in visual communication was added to the college’s strategic plan. Given additional
semester hours were not an option, the following process questions became part of the curriculum re-
design to reflect the expanded strategic scope for communication skill development:

e How will students be expected to communicate their solutions to their problem-solving and
what curricula will best prepare them?

e How does one balance focusing on communication deliverables with the charge to also include
interpersonal communication, team building, and diversity/inclusion, including universal design?

e How does one recruit, hire, and train contingent faculty to teach data visualization and visual
design?

e How can a communication curriculum prepare students for workplace communication
expectations without overwhelming them in the classroom?

Curriculum redesign at The University of lowa Tippie College of Business commenced in 2018 with the
revised curriculum ready for Fall 2018. Throughout the 2018-19 academic year, advisory boards
reviewed the curriculum and offered additional communication objectives to consider. Data collected in
Spring 2019 found 24% of students put off taking the required business communication class until their
final semester because of perceived workload concerns. Students taking the class in their sophomore
year were most likely to report being overwhelmed; while seniors or juniors who had just finished an
internship were most likely to report appreciating the workplace communication preparation. University
of Arkansas Walton School of Business reports similar data, although from a smaller sample size.

With the creation at Tippie of full-time Instructional Track faculty (ITF) lines for teaching the business
communication core course, Fall 2019 saw the first data come in on the experience of teaching four
sections of the course at one time. Compared with the experience of contingent faculty teaching one or
two sections, full-time ITF reported more job dissatisfaction, particularly with the grading workload.
That experience has led to a recognition that data relating experience of overload considerations should
include both faculty and students and that scalability is also a significant factor in determining
curriculum components.

Continuously collecting both student and instructor experience data allowed us to test whether one
efficiently designed course can cover all communication learning objectives. Spring 2020 saw the initial
redesign of a scaled-back curriculum, with scaling-back accentuated by the pandemic move to
emergency remote instruction. Data collection and analysis will continue throughout the 2020-21
academic year. This research question regarding the scope of the business communication curriculum
assumes even more relevance as colleges and universities consider curriculum redesign to
accommodate the exigencies of curriculum delivery and communication skill mastery during pandemic
education settings.

76



Outcome/Takeaways

We have identified the following as key design and implementation considerations for a business
communication curriculum featuring an expanded scope of learning objectives:

e Determine one or two primary goals for writing, speaking, and visual competencies and then
reinforce that goal throughout multiple assignments during the semester (e.g., Students will
write effective claim statements as their positioning statements and put those statements in the
first-sentence position of all paragraphs/sections).

e Engage in continuous data collection across multiple measures and among multiple stakeholders
in the course: e.g., taking the pulse of students AND both contingent and instructional track
faculty in the course in quick surveys four times/semester.

e Use the opportunity as leverage to achieve other strategic goals: e.g., maintaining current class
size but moving other curriculum elements (e.g., ethics) to other departments, or accepting
expanded scope considerations but using comparative faculty grading load data to argue for
smaller class sizes and/or grading support.

e We learned exposing students to multiple communication trends and channels does not
guarantee skill development nor successful learning outcomes absent sufficient classroom
instruction and engagement, including skill reinforcement from one assignment to the next. We
further learned that scaffolding communication skills within a multi-part capstone project can
reinforce student skill acquisition especially if the curriculum reinforces one or two primary
goals for writing, speaking, and visual competencies that students can keep track of throughout
the semester.
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Anxiety-to-Excitement Reappraisal Strategies and High Valence Music:
Antidotes for Presentation Anxiety

Heidi Schultz
University of North Carolina at Chapel Hill

Helping students overcome presentation anxiety and helping students cultivate presentation confidence
are core objectives in many business communication courses. To that end, the researcher proposes to
share the results of an initial research project that examined whether high-valence (positive)
background music from a Spotify-curated playlist that was played during select times in a core MBA-
level presentation skills course enhanced anxiety-to-excitement reappraisal strategies as a way to
mitigate presentation anxiety better than anxiety-to-excitement reappraisal strategies alone.

In other contexts, music has improved anxiety. In medicine, for example, preterm neonates who were
exposed to music during stressful medical procedures experienced a “decrease in heart rate,
improvement in oxygen saturation, and reduction in the perception of pain” twice as fast as those
preterm neonates who were not exposed to music (Rossi, 2018). In retail, music with specific
characteristics has been shown to “enhance customer’s time spent in-store and/or the sales volumes”
(Michel, 2017). And in exercise science, researchers discovered that “[p]articipants exercised longer and
recovered faster in high tempo music conditions” (Maddigan, 2019).

While music has had positive effects in these contexts, the researcher wanted to know if music could
have similar positive effects on students’ anxiety when having to deliver presentations as part of a core
business communication course. Indeed, many students suffer from presentation anxiety, and as
researchers have pointed out, anxiety “is often associated with adverse effects on the performance of
cognitive tasks” (Eysenck, 2007) because it impacts working memory and reasoning. Moreover,
experiencing anxiety before or during a presentation can drain working memory and thus undercut the
effectiveness of presenting.

As a way to mitigate anxiety in high stakes situations, researchers have studied the effects of various
emotional coping strategies. These strategies include down-regulating anxiety to a state of calmness,
immobilizing anxiety by disengaging emotionally from the anxiety-inducing situation, and reframing
anxiety as excitement (Brooks, 2014; Shiota & Levensen, 2012). But because anxiety and excitement are
arousal congruent — that is, people experience these emotions similarly — people who reappraise anxiety
as excitement with self-statements such as “l am excited,” perform better on anxiety-inducing tasks
(Brooks, 2014).

To supplement anxiety-to-excitement reappraisal strategies in two sections of a core presentations

course, the researcher played positive music in one section to learn whether this addition could mitigate
anxiety even more.
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Students in both sections were asked on the first day of class to rank their level of anxiety on a scale of 1
to 10 with 1 being “not at all anxious” and 10 being “extremely anxious.” After that initial ranking, both
course sections were introduced to the physiology of anxiety along with psychological and physical
anxiety-mitigating strategies. As part of this instruction, students learned about anxiety-to-excitement
reappraisal. And to reinforce the anxiety-to-excitement concept, students were reminded to apply the
reappraisal strategy by saying, “I am excited” in unison and aloud at the start of any class session that
required an individual presentation for a grade.

Again, students in one course section were subjected to high valence music at the start and end of each
session as well as during class workshops as a way to supplement anxiety reappraisal strategies.

On the last day of the course, students were again asked to rank their level of anxiety on a scale of 1 to
10 with 1 being “not at all anxious” and 10 being “extremely anxious,” and both sections were then
debriefed on the additional music element of the research.

Based on statistical analysis of the data, the researcher determined 1) that anxiety-to-excitement
reappraisal strategies resulted in statistically significant improvement in self-reported confidence in
both sections of the course and 2) that the addition of high valence music had no effect on confidence.
To understand this finding, in consultation with Dr. Christopher Wiesen at the Odum Institute for
Research in Social Science at the University of North Carolina at Chapel Hill, the researcher concluded
that moving students from anxiety to confidence through reappraisal strategies as much as the results in
this study shows had its limits. That is, the researcher was able to improve students’ self-reported
anxiety levels significantly — but only so far.

Estimate (Std Err) DF t Value Pr> |t]
Time 0 Section 003 Mean 5.43 (0.56)
Time 1 Section 003 Mean 4.53 (0.56)
Time 0 Section 004 Mean 5.68 (0.49)
Time 1 Section 004 Mean 4.68 (0.49)
Time 0 Mean 5.56 (0.37)
Time 1 Mean 4.61 (0.37)
Time 1vs. Time 0 -0.95 (0.35) 32 -2.71 0.0107
Section 003 Mean 4.98 (0.49)
Section 004 Mean 5.18 (0.43)

Section 004 vs. Section 003 0.20 (0.65) 32 0.31 0.7610
Test of No Section by Time Effect 0.05 (0.35) 32 0.14 0.8874

Because the anxiety-to-excitement reappraisal resulted in statistically significant results related to
confidence, the researcher plans to follow-up this study with one in which one group of students get no
intervention, one group of students get anxiety-to-excitement intervention, and one group of students
get high valence music alone.

In the meantime, instructors who teach presentation skills as part of a business communication course

can rely on anxiety-to-excitement reappraisal strategies as a reliable approach to help students become
more confident presenters.
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Application of Problem Based Learning (PBL) in Hands-on
Business Communication

Ana Lucia Magalhaes
State of Sao Paulo Technological College

Active learning (Bonwell & Eison, 1991) is an array of “Instructional activities involving students in doing
things and thinking about what they are doing”. Those authors go on:

[...] approaches that promote active learning focus more on developing students’ skills than on
transmitting information and require that students do something—read, discuss, write—that
requires higher-order thinking. They also tend to place some emphasis on students’ explorations
of their own attitudes and values.

But how new is Active Learning? Is that set of techniques something that never existed before? If you
take a historical look, we might consider Socrates as a pioneer. Most people know about the Socratic
method: asking continual questions until a contradiction is exposed, thus proving imperfection on some
initial assumption. Experience shows that the Socratic Method, though not so easy to assimilate, is a
good tool to engage a sizeable group in a discussion through the use of probing questions to get at the
heart of the subject and to develop critical thinking skills.

But there have always been other thinkers who wrote about education by making the students act and
think. Let us take, for example, Rousseau who, in the 18th century, wrote that education must happen in
a natural way, allowing for everything that promotes growth coming from the student and not
inculcated. William James, in the late 19th century, used pragmatism which, in plain words, is to
concentrate in what is useful (“belief in action”). He wrote “There is but one cause of human failure. And
that is man's lack of faith in his true Self,” showing that one of the tasks of the teacher is to promote
student self-confidence. John Dewey, in the early 20th century, did nor view people as passive observers
of the environment but, instead, active participants.

Apart from philosophers, there have always been the successful teachers, who did make their students
think for themselves and perform deeds with enthusiasm. Everybody reminds popular teachers, well-
liked by the students and successful in making them learn. Their classes are fun, what raises student
interest and joy of learning. One can resource to rhetoric to explain such success. Aristotle, more than
twenty-four hundred years ago, conceptualized the so-called rhetorical proofs, represented by three
Greek words: logos, pathos, and ethos. Explaining all-too-briefly: logos is knowledge, reasoning, capacity
of logical understanding — it is contained in texts, explanations, whatever is taught; pathos is desire,
emotion, the passional side, the pleasure involved in learning; ethos is the image, the character of the
orator. In this case, the orator is the teacher, who shows and causes empathy. Not by coincidence, the
word empathy is derived from the Greek pathos.
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In the mid-eighties a few professors in the US and Europe (Eric Mazur, Charles Bonwell, James Elson,
Carl Weiman) developed a wrap-up of theories and reports of successful practice and the result has
been the set of active learning methodologies: problem-based learning, project-based learning, team-
based learning, and others.

Today, the typical student profile is quite different from the profile a couple of decades ago. Today,
information that comes from both hand-held and tabletop devices is virtually limitless. As a result, the
students of today often show difficulty to focus, need for instant gratification and, most importantly,
reluctance in taking the teacher’s word as the absolute truth. Making a long story short, features that
were some kind of gift of a few charismatic professors became more of a necessity. And active learning
techniques are here to help.

Now comes a real-life example: a case of teaching Business Communication skills to technology majors
in a Community College. During six semesters, PBL was applied to classes (one per semester) with
students originated from schools where traditional teaching was practiced, with the teacher as sole
provider of knowledge. The research question is: does anything change by applying PBL and, if so, what
exactly? The data came from qualitative analysis of those technology students’ attitudes towards the
discipline of Business Communication before, during and after the semester the students went through
the classic steps of PBL. The results were in general incredibly positive. Going back to rhetoric, students
were motivated to learn what was necessary (logos) and have shown genuine joy in developing the
project (pathos). Now the ethos of the teacher was no longer the one of that powerful holder of all
knowledge, but the ethos of a facilitator, a well-qualified helping hand.

Business Communication is a particularly important discipline for technology majors, who do not always
acknowledge such importance. The teacher of Business Communication is responsible for instructing
those students on many aspects of how a business works. They will need that knowledge if they work
for a corporation or if they have their own business.

In PBL, the educator is not a mere transmitter of content; he is more like a mediator, who encourages
students to discover, interpret and learn and provides guidance as needed. The instructor is also a
manager, who develops all the planning and makes sure it is adhered to. Problem solving is a powerful
motivator for the students to adopt an active role in the teaching-learning process — they take
important steps to become better problem solvers.

The problem that had to be solved by groups of five students each was to create fictitious companies.
They needed to develop advertising and publicity pieces to present, at the end of the semester, to a
specialized board. The groups were jointly responsible for creating a special event for the presentation
night. The work should be developed along four lines.

The first line dealt with the creation of a fictitious yet plausible business, with corporate name, product
or service performed, number of employees, monthly and annual revenue, vision, mission, and values.
This line also includes definition of a visual identity, like colors, fonts, and company logo.

The second line consisted of creating certain business communication tools: business cards, leaflet,
folder, two issues of a house organ, two issues of a newsletter, one press release, the company website,
and design material for Instagram, WhatsApp, and Facebook, with special attention to the production of
texts based on journalistic language. They also had to develop advertising pieces such as billboards,
jingles, posters, advertising texts for radio and TV, posters. The students developed an understanding of
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the techniques used in writing informative items, based on logos and pathos-oriented advertising
pieces.

The third line implied in the definition of a social action to be applied to a real institution, as a way to
foster company image. The groups needed to find an institution to put the defined action into practice.
The groups, always under the supervision of the teacher, should select the institution and the type of
action to be applied. The actions were directed to the homeless, the poor, needy children, and the
elderly.

The fourth and in some respects final line is the seminar. At the event, which is a task to be performed
by all groups, students create a seminar for the presentation of all the fictitious companies. Each group
shows the development of the house organ, the newsletter, the social action, documented with photos
and videos, all material shown using the visual identity.

The work is developed throughout the semester, with precise interventions from the teacher, with: 1)
theoretical and conceptual information on Business Communication, which include internal and external
communication, communication barriers, typologies, tools, crisis communication and 2) practices,
monitoring the creation of the company at all stages.

The results have been surprising. Students who, at the beginning of the semester, thought of business
communication in a diffuse way, come to understand the importance of communication skills and the
need for a well-designed communication plan. It is interesting to note that the social action takes
students to another level of social responsibility and many demonstrate a desire to continue with the
actions initiated, even after the end of the course.

The same exercise done, in past semesters, without the use of active learning had different outcomes:

students arguing with the instructor and among themselves, people feeling lost, trying to change
themes in the middle of the project and less-than-good results.
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Caught Off Guard by COVID-19 in Your On-Campus Classes?
Colleagues are Here to Help!

James G. Ward
Fort Hays State University

The presenter recently participated in a series of virtual regional ABC meetings which focused on the
problems faced by instructors with little-to-no online teaching experience. We discussed questions such
as:

e How do you motivate students in online team projects?
e What are your favorite online collaborative approaches?
e How do you get students to virtually work together?

The origin of this poster was the presenter’s participation in the ABC chapter’s meetings and discussions.

The conversations of this chapter meeting were all in the context of sharing experiences and ideas to
help others grow and develop in our profession, a goal of this international virtual conference in
October. Thus, the proposed audience for this poster and conversations are instructors who perceive
themselves as requiring assistance in their movement from an on-campus experience to an online
teaching/learning experience. The poster’s theme is a discussion of examples of student work, utilizing
Action Learning, for those in the Covid-19 age of transition from on-campus to online teaching.

The Problem

As of July 2020, the spread of the Covid-19 pandemic is not slowing down. The virus is rapidly spreading
due to societal failure to wear masks and to socially distance. The fact that ABC, as well as many other
professional organizations, migrated to virtual events indicates the belief the crisis may not soon be
over. The accepted fact is that university students will not wear masks or social distance when off
campus, thus creating conditions for another closure of campuses and, therefore, universities may well
continue with the status quo.

As Covid-19 spread and was eventually declared a global pandemic, universities worldwide pivoted from
on-campus learning to 100% online learning seemingly overnight. On one end of the spectrum,
instructors were very prepared and continued to engage learners. On the other end of the spectrum,
instructors were caught off guard for numerous reasons, including non-familiarity with the virtual
learning/instructional environment.

How do we, as colleagues, prepare others with less, or no previous online experience, to successfully

jump into the fray? This poster provides some answers to this pressing societal professional question.
Experienced online instructors may also find this poster and discussion helpful.
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Possible solutions to the question “How do we, as colleagues, prepare others with less, or no previous
online experience, to successfully jump into the fray?”

All successful learners (on or off campus) require collaborate/action-based activities. This approach:

e Helps to maintain student concentration and deepens learning towards higher-level skills such
as critical thinking and the application, analysis, synthesis, and evaluation of course objectives
and themes, the higher-level skills of Bloom’s taxonomy.

e Assists in engaging students who might otherwise struggle.

All instructors have witnessed students struggle when working alone and how working with
others can positively impact student attitudes and skill development.

e Is more durable as students are cognitively engaged.

e Leads to idea sharing, another mode that promotes learning leading to improved flexibility,
engagement, productive meetings, and innovation. These skills are required both in the
classroom and in the workplace.

The following are examples of student-generated work that will stimulate idea sharing and engagement
in the session.

e Presentations to other students through PowerPoint and Video

e Mind mapping Activities

e Creation of concept maps

e Replying to opened-ended questions that encourage a variety of answers

e Team activities

e Student use of Linoit, VoiceThread, and Yellowdig (web-based tools) will also be displayed for
discussion.

Participants in this poster session will thus walk away with activities that they can immediately apply to
their online courses.
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Center in a Crisis: Challenges Created by COVID-19

Ryan Sheets
University of Arkansas

Matthew Gilchrist
Lehigh University

Beth Kozbial Ernst
Western Michigan University

Brian S. Hentz
University of Massachusetts Amherst

Carl Follmer; Pamela Bourjaily
University of lowa

Katie Gerst
Temple University

Overview

Over the past two years, the Business Communication Centers (BCC) Special Interest Group (SIG) has
organized panels on starting and then expanding the scope of business communication centers. This
year’s pandemic, however, created a new challenge: delimiting the operations of centers while still
finding ways to support students, to address other campus and community stakeholders’ needs, and to
pursue strategic, long-term plans for center expansion. How did these centers retain authority as the
business communication hubs for their campus and community without being able to meet individual
students in person or hold workshops or traditional classroom sessions? While no one university or
center can provide a definitive model for others to adopt, presenters’ approaches to unique challenges
offer models of the kinds of creative adaptation and resilience that define the ethos of writing and
communication centers. Panelists will discuss what they learned in the process of responding to the
pandemic and will reflect on how those responses shaped both temporary and lasting changes to daily
operations and strategic endeavors.
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Purpose

This session will consider the ways and extent to which a generation-shaping event affects business
communication instruction and support on campus. The panelists will discuss, in keeping with the
conference’s theme, the relationship between student perception and center/university reality and vice
versa. Likewise, panelists will discuss how they addressed the campus and community perception that
the “university is closed” as instruction and services moved online. By providing pragmatic guidance for
leading centers through this difficult time, this session will address the learning curve during a pandemic
and steps they took to flatten that particular curve. Panelists will also discuss how their departments
and centers’ recruiting efforts have been compromised and how they addressed the short- and long-
term effects of said compromises. Participants will provide insight on how they pivoted quickly and with
very little or no formal warning of a shift to online-only operations. As these are ongoing developments
(i.e., all of our respective centers and departments have shifted to online-only operations), we cannot
provide current insight to lessons learned from the shift, but we expect to be able to do so by this
autumn. Panelists will nonetheless offer strategies and insights on how they remained focused on their
respective institutional missions, despite the perception that doing so would be difficult, if not
impossible, during the pandemic. Our hope is that these insights and strategies will help others create
more robust disaster response plans for future disruptive events.

Goals

The panelists seek to create a robust, incisive dialogue around the topic of maintaining operations
during a pandemic or other long-term disruptive event. The presentation will result in a resource
describing useful practices regarding online tutoring, online center operations, online workshops and
resources, and social media usage to mitigate the loss of face-to-face interactions and instruction.

Over the past two years’ presentations, we learned that many attendees were interested in how to start
and sustain a center; this year’s presentation continues that discussion but does so in light of the current
pandemic. This proposal thus responds to the audience’s desire for a continued discussion of that topic.

Methodology

While very little research on business communication centers exists, several studies exist regarding
university-wide communication centers and a comprehensive body of scholarship exists in the related
field of writing center theory and pedagogy. A survey of studies into writing and communication centers’
responses to exigencies will frame our understanding of our own emerging responses to COVID 19 in
business communication centers (McKinney, 2005; Denton, 2017; Griffon, et al., 2006; Kinkead, et al.,
2002; Simpson, et al., 2006; Grimm, 2008, Sharon, et al., 1998; Harris, 2000). Additionally, we will
measure our experiences against several studies regarding students’ willingness to pivot to online
education during a pandemic’s first wave and other disaster settings (Van, et al., 2010); likewise, we will
also measure our general perceptions of student anxiety against prior studies of pandemics (Fox, 2004,
Wong, Gau, Tam, 2010). We will also examine several historical analyses of universities’ responses to
prior pandemics (Jordan, 1930; Tomes, 2010) to reduce caseloads alongside our respective universities’
responses.

This panel presentation will inform future practice by providing the groundwork for documentation and
online resources that will aid center directors’ responses to future disasters that disrupt campus
routines. These resources will be housed on the Business Communication Centers SIG page.
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Takeaways

Participants will learn how to navigate a pandemic or other disaster scenario with respect to business
communication center operations. Additionally, participants will have a better understanding of the
challenges certain academic and administrative units face during these types of crises. Participants will
also gain a deeper appreciation for the many nimble, flexible strategies that colleagues adopted on such
short notice, all of which guaranteed that - despite the circumstances - not only did our students
develop confidence and efficacy as business communicators, but our center expansion plans also
continued on course.
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Collaborating with a Community Partner - Quality is No Accident!

Ann Marie Alexander
Grand Rapids Community College

Theme

This session focuses on collaboration and effective communication, both between college faculty and
administrators, and between those faculty and administrators and a community partner, a large regional
retailer. This collaboration has resulted in the implementation of a credit-bearing certificate offered to
the retailer’s staff on a cohort basis, with each cohort completing the 25-credit certificate in four to five
semesters of accelerated coursework, while working full-time. Ongoing flexibility and adaptation have
characterized this project from the beginning, and the program has continued to evolve during the
COVID-19 pandemic.

Purpose

This poster session will describe the design and implementation of a cohort-based academic certificate
program developed by a community college in collaboration with a large regional retailer. The retailer
has a long history of valuing employee learning and development, providing in-house training as well as
partially funding college courses for both full- and part-time employees. The retailer also frequently
promotes employees from within the company, based on skills, knowledge, and performance. The
development of the content was strategic; it needed to meet the retailer’s skill and knowledge
requirements for its staff, as well as the requirements of its trade association. In addition, the certificate
was designed to encourage employees to continue their education, as certificate program courses
aligned with existing associate degree and pre-transfer requirements. Finally, the program needed to be
scheduled and delivered to meet the needs of the retailer’s operation and staff. The first cohort began
with intensive accelerated face-to-face courses, followed by accelerated online courses. With the advent
of the pandemic, additional use of technology, changed assessments, and flexible deadlines were
implemented to meet the needs of essential employees working all three shifts. By the time of this
poster session, a second cohort will have begun, with academic and retail partners building on lessons
learned during the first cohort.

Goals

This project has included both process and outcome goals, with both quantitative and qualitative
measures. Process goals include employee enrollment, participation, and perceived satisfaction with the
certificate program. Outcome goals, in most cases, are more long-term, in terms of course completion,
certificate completion, skills/knowledge transfer on the job, completion of further post-secondary
degrees, and promotion at work. Many of these measures are not yet available, but the poster will
provide partial data for Cohorts 1 and 2.
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Participant goals for this poster session include the following:

e |dentify ways to maximize internal communication within a college or university to enhance
external partnerships.

e |dentify benefits and challenges of developing academic programs with community business
partners.

e Identify potential pitfalls of working with community business partners, and ways to prevent or
mitigate those pitfalls.

Methodology
Methodology is partially addressed in the goals section. The project is a longitudinal case study
examining the effects of the certificate program on employee knowledge, skills, and job performance. It
could also be described as action research, as curriculum and instruction are applied to the work setting,

leading to professional development. At this point in the project, data are mainly descriptive.

Methods to be used in this poster session include dialogue and discussion. In addition to the poster, a
short video of program developers and participants is also planned.

Outcomes/Takeaways
Participants in this session will discuss topics as addressed in the goals section. They will also have the

opportunity to work with a handout (to be provided in paper and electronic form) to assess and plan for
similar collaborative academic projects with community business partners.
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Innovative Instructional Methods, Teaching Focus

Cross-Discipline Experiential Learning Approach to Teaching Business
Communications Within a Live Client Scenario

Liane Czirjak; Sarah Mellen; Lori LaDuke
Suffolk University

Theme

Co-curricular experiential learning approach provides more thoughtful and relevant connections
between core business course content and professional work standards.

Purpose

Many higher education disciplines are siloed and unable to maximize students’ learning from one
discipline to the other. This session will explain the rationale, design, and outcomes of how Suffolk
University’s Sawyer Business School’s Business Communications curriculum has been successfully
coordinated as an integrated experiential learning approach with the efforts of the foundational
Marketing Research curriculum.

It is no secret that students are not always enthusiastic about learning business
communications/business writing from theoretical frameworks. They relish the opportunity to dive into
real life scenarios, but often the true connection to the professional world is out of reach. Also, with the
high investment cost of a college education and a competitive job market, universities are tasked with
providing curriculum that teaches real world skills and provides opportunities to work with corporate
executives. Therefore, this innovative approach to teaching business writing that leverages experiential
learning with a cross disciplined curriculum offers students valuable learning that is in fact a new type of
on-the-job real work experience.

Experiential learning is “the process whereby knowledge is created through the transformation of
experience” (Kolb, 1984, p. 38). “Experiential learning theory stresses on the role of experience in
constructing knowledge” (Kolb, & Kolb, 20053, p. 2). “Knowledge can be constructed through
assimilating lessons and feelings stem from experience” (Kolb, 1984, p. 41).

The Sawyer Business School has offered this curriculum in a traditional classroom setting every semester
since September of 2017. The approach was quickly adapted to a hybrid as well as fully online format in
late Spring and Summer 2020. Clients have included Sonos, Autism Research Institute, Mass General
Hospital, Pandora, and EveryBody Fights. Over 20+ faculty have collaborated to support more than 2,000
students with this project approach.

The presenters are the business writing team who initially designed and have continued to manage,
teach, and evolve the ongoing business writing program at Suffolk University.
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Goals

The session provides an overview of how to launch and manage a deep experiential learning experience
for business students using an immersive real audience centric focus to the business writing curriculum.

Will provide educators with details about how to incorporate a real time client into the traditional
learning outcomes for a business communications course; how to ally two independent courses
(Business Writing and Marketing/Marketing Research) into shared learning outcomes and syllabi;
understand the unique direction and components of student assignments; understand the value of this
approach for students and the business client — as well as the instructors — by reviewing course
expectations vis-a-vis end of term student and client feedback.

Methodology

The session will begin with an overview of the experiential learning curriculum as it applies to the two
partnered courses, Business Writing and Marketing Research. We will demonstrate how the two
previously autonomous foundational courses have now been synchronized in several areas/with several
shared assignments to best leverage facets of experiential learning.

Details will be offered on overall client project timing, uniquely created assignments, and the general
management of the interface between individual and team assignments throughout a regular semester.
Note: the teaching format works for both face-to-face and online teaching scenarios (full summer term
of this linked curriculum was successfully piloted Summer 2020).

Feedback from students, clients, and instructors from other disciplines will also be shared.

Anticipating participant questions, challenges (both resolved as well as ongoing) with this unique
partnered strategy for a business communications course will also be discussed.

Outcomes

Participants will gain an understanding of why it is beneficial to develop a partnered experiential
learning course and may be encouraged to develop new learning opportunities at their own institutions.
Participants will gain insight into how to manage this cross disciplined approach and will also have a
portfolio of writing projects that have been specifically designed for this co-curricular approach.

References
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Innovative Instructional Methods, Teaching Focus

Earn Accreditation in SOCIAL STYLE® to Expand Students’
Communication Skills: Writing, Presenting, Engaging,
and Leading

Judy Tisdale
University of North Carolina at Chapel Hill

David C. Collins
TRACOM Group

Daisy L. Lovelace
Duke University

Jana M. Seijts
Western University

Here’s your chance to become accredited in the SOCIAL STYLE® model, a communication skills program
used by companies in over 100 countries around the world. This model is unique in comparison to other
profiles typically taught in business communication courses because it focuses exclusively on observable
communication patterns—not on personality traits or types. By achieving accreditation, you can
integrate this communication profile into your undergraduate, graduate, or executive education courses
to support student communication skills development in terms of writing, presenting, engaging, and
leading.

You can leverage the SOCIAL STYLE® model to teach students or executives how to analyze an audience
more efficiently and effectively in order to craft more outcomes-oriented written messages or
presentations. Students also can draw on SOCIAL STYLE® to be nimbler in interviews, as well as think
more strategically about how to lead sideways. Additionally, the model will help students and executives
demonstrate confident versatility in today’s multi-cultural, multi-national business environment.

In this experiential workshop, we’ll provide ABC attendees with a deep dive into SOCIAL STYLE®, a
deceptively simple, yet well-researched, communication style profile that gives students the abilities to:

e Heighten their emotional intelligence, and
e Become more agile and effective in influencing and communicating with others

Workshop participants will work through their own self-perception profile and actively engage in an in-
depth learning experience about SOCIAL STYLE® content and how to leverage it when teaching in any
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program. As well, participants will receive assignment samples, a book, a certificate of accreditation at
the end of the workshop, and access to online resources from TRACOM, Inc.

Each of our presenters brings a different perspective on SOCIAL STYLE® in the business communication
classroom, ensuring the session provides maximum value for ABC attendees:

e David Collins, President and CEO of the TRACOM® Group, will take participants through real-
time accreditation in the SOCIAL STYLE Model®.

e Dr. Daisy Lovelace, Associate Professor of Management, at the Mclintire School of Commerce
(University of Virginia), will share experiences teaching SOCIAL STYLE® to UVA undergraduates,
as well as to law school students at Duke University.

e Professor Jana Seijts, Lecturer in Management Communication at the Ivey Business School
(Western University, Canada), will address strategies to leverage SOCIAL STYLE® in the
undergraduate business communication classroom and in her consulting practice.

e Dr. Judy Jones Tisdale, Clinical Professor of Management Communication at the UNC Kenan-
Flagler Business School (University of North Carolina at Chapel Hill), will offer 17 years of
experience teaching SOCIAL STYLE® as a leadership tool in MBA and executive education
communication courses.
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Innovative Instructional Methods, Teaching Focus

Experiential Learning Through a Business Communication
Competition: Do You Have the C-Factor?

Maria Wolfe; Theomary Karamanis
Cornell University

This presentation describes the C-Factor competition, a recipient of the 2020 Gold Quill Award of
Excellence in the category of Communication Training and Education. Cornell students from three
business schools participated in this experiential learning activity testing their business communication
skills. This competition can be replicated by other business communication programs to significantly
enhance students’ applied skills. In addition to describing our experience with this event, we will share
the competition materials (promotional and marketing materials, description of its three rounds, and
surveys to evaluate results), which should be of a significant practical value for any faculty interested in
planning a similar activity for their students.

The C-Factor competition was an event to bring together students from three business programs. In
2016-2017 the Cornell SC Johnson College of Business (JCB) was formed through a merger of the Dyson
School of Applied Economics and Management, the School of Hotel Administration, and the Johnson
Graduate School of Management.

JCB became the largest business school in the US, with more than 3,000 students, 220 faculty, 40,000
alumni, 15 graduate programs, 2 undergraduate majors and 14 undergraduate concentrations. As any
merger project, the College now faces the challenge of finding tangible opportunities to bring its three
Schools together in a meaningful way. Thus, the C-Factor was proposed and implemented as a new
initiative in the form of a cross-College student communication competition, with faculty from the three
Schools developing and judging the competition, and students from the three programs competing in it
and enhancing their skills in the process.

With experiential learning entrenched in our College’s mission and practice, we created a competition as
an extracurricular experiential learning activity. We set out to find the top three business students with
the most advanced communication skills (the ones having the “Communication Factor” — hence the
competition’s name). Research shows positive results of student competitions on student learning,
including increased student engagement and satisfaction, and increased learning of concepts and skills.
Students learn more, but differently than in their regular classes. Competitions create a real-world
experience, integrate theory and practice, and shift learning responsibility to the students (Cappelleri &
Vitoroulis, 2013; Mitchell, Dori & Kuldell, 2011; Corner et al., 2006).

The C-Factor competition consisted of three challenges over two days: Auditions (Round 1), Boot Camp
(Round 2), and Finals (Round 3). These challenges were designed after we obtained data from a pre-
competition survey of registrants. The goal was to design the challenges according to the participants’
level and experience (we wanted the competition to be tough and challenging, yet reasonable). Details
of each challenge will be outlined in the presentation.
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We decided to adopt the format of reality TV talent shows, such as the X Factor, America’s Got Talent,
etc., which are popular with our target audience (the X-Factor, for example, was ranking among the top
3 TV shows in the 18-49 age group during all its seasons of airing). To the best of our knowledge, there
are no local, regional, or national student competitions using this type of format.

The nature of our target audience dictated this choice of an experiential learning activity over a seminar,
online workshop, or other traditional academic format. Students’ psychographic profile (cultural
familiarity with a TV show format, competitiveness, expectations for immediate feedback, and
preference for “fun” attributes) guided our choice of format. Traditional business school expectations
usually dictate competitions to follow conservative case competition norms. Therefore, anything against
those norms is perceived as exciting and intriguing to the student audience, and the competition results
proved that the event was a success.

After piloting C-Factor in Spring 2018, we conducted post-competition surveys that showed it was an
enjoyable and valuable out-of-class learning experience for our students, albeit challenging. In
evaluating the competition results (beyond determining the winners), the participants surveys
demonstrated higher than target scores on all the competition objectives:

1. to achieve high level satisfaction with the competition
2. toenhance participants’ experience with students from other Schools
3. to enhance participants’ business communication skills

Additionally, we achieved our goal to institutionalize the competition as a regular event for subsequent
cohorts.

The C-Factor competition is a valuable example of experiential learning outside of classroom. Moreover,
it can be easily replicated by faculty in other business programs when they set a goal of creating a new
experience to enhance communication skills among business students, complementing their formal
education in the long run. Finally, faculty who are looking for an innovative approach to bring together
different cohorts of business students (e.g., undergraduates and MBA students) in a fun and meaningful
activity will find that this competition provides a unique opportunity for such interaction. This project
can be versatile in its adaptation to the specific needs and limitations of other business programs.
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Innovative Instructional Methods, Teaching Focus

Face-to-Face Teaching Has a New Face: Online, Remote, Hybrid,
and Hy-Flex

Paula Lentz
University of Wisconsin — Eau Claire

Janel Bloch
Northern Kentucky University

Peter W. Cardon
University of Southern California

Linda Cresap
Minot State University

Ashley Keller Nelson
Tulane University

Dirk Remley
Kent State University

This panel presentation continues the Academic Environment Committee’s history of presenting
annually at ABC on a topic relevant to the academic environment for teaching business communication.

Theme

The Academic Environment Committee wants to discuss the academic environment in this time of
COVID and how we have adapted our teaching and adapted to our changing academic environments.

Background

In March 2020, the Coronavirus Pandemic (COVID) threw higher education into crisis. With little time to
plan and adjust to this significant pedagogy shift, faculty were forced to move classes into a Web-based
environment, and many attempted to simulate their face-to-face classrooms in this setting. Our best-
laid plans for the spring semester were upended, and we went into an emergency mode to deliver the
remainder of our classes online, with varying levels of resources or training.
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Some professors were successful with their course delivery, and others feel that they did the best they
could under the circumstances. Some students were not happy with the final weeks of their classes, and
in some cases, students stopped engaging altogether because of this new teaching model. At the same
time, while the situation was far from ideal, many faculty and students did succeed and may be
wondering whether to consider permanent online or hybrid course delivery even after students return
to physical campus spaces.

While the spring semester is behind us, the coming academic year will be a watershed moment for
higher education, its institutions, and its faculty as we all grapple with the effects of lost revenue, lost
students, furloughs, staff reductions, a poor economy, and other pandemic-related impacts and figure
out how we move forward. Because administrators have told their faculty to prepare and teach their
summer classes online and to have a plan in case of an online fall semester, faculty have needed to shift
their focus from basic online training and tools and incorporate course design and assessment of
learning.

Purpose and Goal

The Academic Environment Committee is proposing a panel to address some of the most pressing issues
we are facing as we think about a future of teaching in a COVID-19 culture. Our goal would be to use
that information to fulfill the purpose of our committee—providing support for our members regarding
the academic environment issues they face.

Members of our panel will work in teams to discuss the following four topics. Panel members will offer
anecdotal evidence about practices, their advantages, and their disadvantages.

Adapting course delivery and assessment models (e.g., hy-flex, synchronous, asynchronous)
Meeting tenure, promotion, professional development, and accreditation requirements
Navigating schools’ cost-cutting measures (e.g., furloughs, layoffs)

Examining how state governments’ guidelines and restrictions affect what to do

PwnNE

We want to share the many lessons our committee members have learned from this emergency shift to
rapid online learning and learn from our audience about their successes and challenges as well.

Outcomes

Based on the diversity of our committee (tenure-track/term faculty, institution type, institution size,
geographic location, etc.), this panel will likely offer takeaways for all attendees. This approach would
certainly showcase the committee's work and commitment to timely topics of interest to ABC
membership.

In addition to offering attendees the opportunity to learn from their colleagues, we plan to use the
panel as the starting point for additional research that will then be disseminated more widely among
ABC’s membership. Future work will include a survey to ABC members and non-members, a paper, and
a follow-up presentation on the results at ABC 2021.
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Innovative Instructional Methods, Teaching Focus

From the Classroom to the Boardroom: Developing Leaders to Do the
Right Thing

Peggy R. Odom-Reed, SPHR
Cornell University

Theme

The proposed topic, “From the Classroom to the Boardroom: Developing Leaders to Do the Right Thing”
aligns with both the Innovative Instructional Methods and Social Responsibility, Civic Engagement,
Sustainability, and Business Ethics tracks. As part of an upper-level undergraduate Persuasive Business
Communication course and graduate-level Management Communication course, the author challenges
students to address real and recent ethical issues in the hospitality industry. To promote experiential
learning, students engage in role-play as the company executives, presenting at a Board of Directors
meeting led by an industry executive who engages in role-play as the Chairman of the Board and
collaborates with students who role-play as fellow board members.

Purpose

The session presentation will discuss a creative education-industry approach for business
communication instructors to teach business ethics and develop students’ persuasive communication,
critical thinking, and problem-solving skills. This pedagogical approach emphasizes learning and
discovery through role-play in a business simulation.

Goals

By completing this session, participants will understand how to use and adapt this multi-component
assignment in your business communication curriculum. It also will identify the necessary resources to
facilitate your students’ learning and performance. In particular, the session will focus on the following
goals:

1. To use this assignment to teach students to communicate strategically and to develop
persuasive oral and written arguments

2. To understand how this assignment emphasizes ethics education and aligns with the Association
to Advance Collegiate Schools of Business (AACSB) standards

3. To familiarize business communication instructors with the assignment design including the
learning objectives, deliverables and rubrics, and assignment resources

4. To discuss the value and logistical challenges in creating a simulated board meeting and virtual
feedback experience
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Methodology

The author created and introduced the board meeting assignment during the AY19-20. Considering most
universities transitioned from in-person to virtual instruction in spring 2020, the session will discuss the
project design from its initial hybrid (FtF and virtual) format with undergraduate students in fall 2019 to
a completely virtual Zoom experience with graduate students in spring 2020. Through implementation in
both courses, the author has utilized this assignment with 19 teams consisting of 37 (45%)
undergraduate students and 45 (55%) graduate students. Some key methodological differences

between the two semesters are noted below:

e Hybrid vs. Completely Virtual Format: With the fall 2019 implementation, the author had
industry executives who led the board meetings via Zoom while student presenters and board
member participants were co-located in the same classroom. This hybrid approach allowed for a
smooth transition to a completely virtual format in spring 2020.

e Three- to Four- vs. Five-Member Executive Teams: Based on smaller class sizes in the fall 2019
semester, students self-selected into ten undergraduate teams including seven four-member
teams and three three-member teams. In contrast, students self-selected into nine graduate
teams, with five members per team in spring 2020.

e Written vs. Virtual Feedback: For the initial launch in fall 2019, the author asked the industry
executives to provide written constructive feedback to the teams. In spring 2020, the industry
executives returned for the last day of class and offered virtual feedback to the teams.

Expected Takeaways/Outcomes

Participants will gain information on how they can use or adapt this assignment to develop students to
address ethical issues and learn how to lead with integrity. In particular, the session will consider the
importance of the education-industry project design and resources to facilitate student learning and
minimize possible barriers. Drawing from experience in introducing the assignment in a hybrid
environment in fall 2019 and transitioning to a completely virtual environment in spring 2020, the
author will share valuable insight about key differences, opportunities, and challenges. Participants also
will learn how they can complement students’ learning experience by including a post-assignment
virtual feedback component.

100



Innovative Instructional Methods, Teaching Focus

How Trained Coaches Plus Technology Tools Result in Better Public
Speakers than Either One Alone

Caron L. Martinez; Sara Weinstock
American University

This proposal falls under adaptation (keeping up with communication trends for greater student
preparedness) and technologies (probing the influence of Artificial Intelligence (Al), voice recognition,
and other innovations).

Experiential learning as developed by Carl Rogers addresses the learner at three levels: intellect, social
skills, and feelings or intuitions. Technology can aid in developing intellect, but the development of
social skills and feelings/intuition necessitates human interaction. Motschnig-Pitrik argues that
computer-supported learning (“e-learning”) works best in combination with peer-to-peer interaction.
She writes that person-centered learning and effective teaching practices is expanded “by enriching it
with elements of computer-supported learning (“e-learning”), resulting in a blended approach: person-
centered e-learning (PCel)” (Motschnig-Pitrik, 2005). At American University’s Center for Business
Communications, we took this approach to our sophomore Business Professionalism course and our
seniors and graduate students presenting their consulting projects to clients. By requiring not only
engagement with virtual tools to improve public speaking but follow-up appointments with peer
consultants for practice and feedback that went beyond voice-related weakness, we saw higher scores
and qualitatively better presenting skills.

In thinking about the acquisition of elements of public speaking - pitch, rate, elimination of fillers - as
discrete skill sets, it was helpful to associate the speaking improvement process with the process of
language acquisition. Apps like Duolingo can be a useful supplement when you are learning a language —
but not a substitute for actual conversation. The technology can help you learn some words and basic
sentence constructions, but it won’t enable you to leap into a conversation in a new language. As with
language acquisition, we discovered through our research that more improved Pitch Vantage scores
were directly related to time on task - students who spent longer utilizing the platform earned higher
improvement measures than those who spent less time on the platform. In addition, those students
who then worked with peer consultants showed the greatest improvement of all.

We will share results of our exit survey, in which students self-reported their experience with
PitchVantage, and engage participants in how to integrate that knowledge to develop a dual approach
to public speaking improvement using both tech and human feedback.

In spring 2020, the business school deans tasked us with moving all of our presentation coaching for the
spring semester to an online platform. Like many of our university colleagues, we chose Zoom for its
functionality and easy interface. The ability to listen to presentations in a main room and then separate
easily into a virtual “breakout room” meant that with two seasoned coaches, we could offer feedback
on slide design, delivery, and content with teams as soon as they finished presenting. Added
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opportunity for reflection was provided by Zoom’s recording function, which creates a link in the cloud
that students can access, review, and use for self-awareness that reinforced the speaking notes we gave
them. We found substantial improvement with the combination of professor feedback in the main
room, followed by tailored team coaching in the breakout room, and then viewing of the recording to
enhance awareness of the feedback from all sources.

Takeaways include the following:

e Tech tools such as online platforms (Zoom) and voice-recognition coaching (PitchVantage) are
most effective when used synergistically with trained peer consultants to amplify learning

e The self-reflection features in both PitchVantage and Zoom increase self-awareness of students’
strengths and weaknesses and launches their own verification of the follow up coaching they
receive

e Leveraging a social aspect through human-to-human coaching increases outcomes by focusing
on speaking issues the tech may not address (i.e., filler words or accent remediation).
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Innovative Instructional Methods, Teaching Focus

Keeping it Short and Sweet: Teaching the ‘Short Message’ Writing
Format in a Business Communication Classroom

Allison M. Alford
Baylor University

Seth Frei
Texas State University

Theme

As business communication instructors, it is important that we continually adapt our teaching strategies
to the needs of our students. These needs are driven by the changes in the business world and the
forms of communication predominantly used in the workplace. This innovative instructional method is a
response to the increased use of short-format messaging used in the workplace as a primary form of
communication.

Purpose

Teamwork is a continuously evolving communicative process, most recently experiencing a transition to
the virtual world as employers urge collaboration between cross-functional organizational members
who may live on the other side of the globe from one another. Along with this shift in teamwork
processes is a transformation in communication styles designed meet the up-to-the moment needs of
today’s professionals. This leads to collaboration software where short and frequent messages are
preferred over those that are long and wordy, creating faster progress and more satisfying results for
professionals (Mehandru, 2019).

Team messaging applications like Slack and Google Hangouts as well as team productivity and workflow
management software such as Trello and Asana have revolutionized how work gets done. These
workspaces help “manage productivity and improve team efficiency” (Johnson, 2018, para. 3). These
platforms allow team members to post announcements and connect other digital tools all in one space.
To keep everything organized and all team members on the same page, these workflow spaces rely on
frequent, short messages between team members. Team collaboration software reduces time spent on
email and meetings (Slack, 2016).

To keep up with the pace of business advancements and communication needs, it is imperative that
students learn to communicate effectively in the forms they anticipate using in the workforce. With this
in mind, this class activity for business communication students helps them to practice short-form,
professional messaging. In addition to learning the form and function of short messages, students learn
media richness theory and the implications of effective messages in various forms. Media richness
theory suggests that "rich" communication mediums, such as face-to-face, have more useful features
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than "lean" media, such as simple text messages (Daft & Lengel, 1984). With the increase in short-
format messaging in the workplace, this activity uses media richness theory as a basis for decisions on
the richness of information to include in these messages.

Goals

Learning Outcome 1: Students will demonstrate and critically evaluate professionalism in short written
communication.

Learning Outcome 2: Students will learn the needs of various channels for written communication.

Learning Outcome 3: Students will be able to explain media richness theory and its relation to the short-
format messages.

Methodology

This activity has four parts and can be completed within a 40-50 minute class session. Each part builds
on the previous part, so it is helpful not to skip parts of the activity, but rather to complete them all in
sequence.

Part 1: Split the class into teams of three-four students. Have them read the following scenario, and
after they are done, ask them to write a chat message chain showing POOR communication and
professionalism.

Scenario: Your team has a big presentation tomorrow, but you have everything prepared and everyone
has gone home for the evening. At 7p.m., your supervisor calls you to say that the client has made some
last-minute requests. Text one of your teammates to tell her about the changes and discuss how to get
the work done. Note: This text chain should be an example of POOR or ineffective communication.

Part 2: Have a class discussion where a selection of the teams talks about their chat message chain. In
this discussion, as the instructor, you can go over the reasons this is a poorly executed message (time,
emotion, length, rapidity/number of messages, grammar, tone, emojis, images).

Part 3: Have the teams take the same scenario as they used before and instead of a poor
communication message, now have them write an EFFECTIVE chain. After they write the message, have
each team present the chat message thread to the class.

Student example of what you may receive (Do not share this with students):

Boss just called. Client wants more graphs for tomorrow’s deck. Are you available right now to
work on this together? [7:03 p.m.]

I’'m out at dinner but will be home by 9. [7:05 p.m.]

| can make something real quick then or help insert into the slides. Want me to loop in Sam or
will you? [7:06 p.m.]

Thx for quick reply. Sam is going to make one graph and I'll get yours after you get home. [7:10
p.m.]

Do you think we should use Excel or ??? [7:11 p.m.]

Let’s use Canva to make it pop & Send me anything you have pls. [7:15 p.m.]
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I'll hop onto the workflow as soon as I’'m home. [7:15 p.m.]
No worries. Enjoy your dinner. [7:17 p.m.]

Part 4: As a class, discuss media richness theory. This theory demonstrates that there are certain media
that might be more or less appropriate for a given scenario because each media only allows a certain
amount of “richness” of information (Daft & Lengel, 1984). Below are a few questions to prompt this
discussion:

1. Where do you think chat messages fall on the media richness scale?

Do you think chat messages are an appropriate way to communicate in the workplace?

3. If chat-style messages are your only option, how can you ensure they convey your message
accurately?

4. How can you enhance the richness of messages even within constraints of a particular program?

N

Part 5: Have a class discussion to create a list of ‘best practices’ for short-messages including text
messages and online chats in the workplace.

Outcomes

Many students may be learning about these professional team collaboration software programs for the
first time but will likely already be familiar with various media for team communication used for past
group projects. While students have perhaps interacted in short message formats, most will not have
considered the heuristics of practical decision-making and intentional efforts related to the short-
message format. After learning about collaborative workflow processes, short-format messages, pitfalls,
and best-practices, along with media richness theory, students will be more prepared for the evolving
professional world.
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Learning In and Out of the Human Fishbowl

Theresa Wernimont; Jenny Morse
Colorado State University

This workshop assimilates techniques associated with transparent design (Winkelmes, Tapp, & Boye,
2019) and flipped classrooms (Gomez, 2018) to create a high-impact learning experience. High-impact
practices facilitate deep learning by promoting student engagement (Kuh, 2008), and are often
associated with seminars, internships, capstone projects, or service-learning that prepare students for
the workplace. High-impact practices can also be integrated through collaborative assignments and
writing-intensive courses.

Lack of resources and time, however, often discourage instructors from creating such experiences for
students. In this workshop, attendees will explore ways to easily design activities and assignments that
foster student engagement and enhance their performance while relying on peer-to-peer observation
and feedback to ease grading and oversight. Attendees will be immersed in a process similar to what
their students could experience. Instructors could adapt the process to a variety of assignments with
different learning objectives and course delivery modalities such as face-to-face classrooms, hybrid
models, or online.

The primary purpose of the multi-part experience is to demonstrate how students can practice
collaboration and gain an understanding of the skills necessary to perform more effectively in teams
during future courses and their careers. Students might practice conducting efficient meetings,
recognize communication styles, strengthen interpersonal communication skills, and engage in active
listening behaviors. Students could collect information through observation, synthesize concepts to
develop informed views, analyze an audience and compose a well-organized, clear, courteous, and
concise message with content appropriately adapted to offer advice to that audience.

Pedagogically sound instructional strategies proven to increase student learning outcomes, especially
for traditionally underserved populations, are applied throughout the students’ experience progressing
through a multi-phase project. Instruction and assessment rely on transparent design principles and the
integration of formative assessment techniques building to summative assessments. Students could
engage through discussions, group writing assignments, peer reviews, and reflection.

Workshop attendees will be asked to read a couple of brief articles before the workshop. Then they will
be split into small groups to participate in abbreviated versions of exercises with content appropriately
modified for an instructor audience. The process is what could be used to design experiences to
encourage students to prepare for, engage in, and reflect upon the learning experiences created during
class sessions to meet a variety of objectives. Upon completion of the activities, participants will better
understand how to offer and prepare students to collaborate in peer-to-peer learning opportunities and
assess the process and deliverables. Examples of workshop documents for guided peer observations or
reviews and rubrics will be provided.
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Meet Me in the Middle: Using Mid-Term Evaluations for Instructor
and Student Success

Abby Koenig
University of Louisville

For better or worse, student evaluations have become a standard in higher education (Seldin, 1984;
Doyle, 1975; Centra, 1993). The validity and usefulness of such evaluations, though, has come under
much scrutiny of late. Even student evaluations that are tested for validity and reliability still prove
unfair to female instructors and instructors of color (Esarey & Valdez, 2020). Despite an endless debate
over the fairness of such evaluations, they are often used to assess instructors’ teaching abilities, their
potential for contract renewals, and tenure, among other professional advancements. Last year, the
American Sociological Association and 17 other professional organizations, including the American
Historical Association, urged universities and colleges to reconsider these practices.

In addition to the potential for bias, these evaluations tend to be a pre-determined set of questions,
often solely based on learning objectives that the students may or may not be aware of. Instructors are
then asked to take, predominantly, quantified results and incorporate them into future classes with new
student dynamics and unique challenges. Also, there is still little convincing evidence that instructors
change their teaching style based on the results of these evaluations alone (Centra, 1973). As one
semester closes and another begins, last semester’s evaluations may feel like just that: last semester.

However, mid-semester evaluations, while not the norm, may offer instructors more insightful and
actionable feedback, while giving students an opportunity act as change agents in their own education.
Soliciting mid-semester student feedback can also encourage more accountability by the students as
they reflect upon the course (Wickramasinghe & Timpson, 2006), resulting in higher end-of-term
evaluations for faculty. Mid-semester evaluations can potentially be incorporated immediately,
improving the course for instructor and students.

In this presentation, attendees will learn the value of incorporating mid-semester student evaluations
into their business and professional communication courses, what types of questions spark insightful
responses from students, and how to then analyze the evaluations constructively. Further, attendees
will learn how to then report back to the students on the results of the evaluations to empower
students to changes their own learning styles. This step—reporting the results—is key to allowing
students to feel invested in the process and has been seen to cause higher satisfaction in the course
overall. Finally, this presentation will detail a classroom example in which the presenter conducted mid-
semester evaluations and then used the results of the survey as a method for teaching data analysis and
data storytelling. Students in the class were not only given an opportunity to improve their own
coursework, but they were also given a unique opportunity to work with their own feedback, and that of
their peers, ethically and to report back on the results.

108



Attendees will walk away from this session with (1) a set of tested mid-term evaluation questions, (2)
timeframes and available tools for administering mid-term evaluations, (3) an assignment example to
use the collected data, (4) and a sample student presentation in which the data was analyzed and
meaningfully presented.

References

Centra, J.A. (1973). Effectiveness of student feedback in modifying college instruction. Journal of
Educational Psychology, 65(3), 395-401.

Centra, J.A. (1993). Reflective faculty evaluation. Jossey-Bass.

Esarey, J., & Valdes, N. (2020). Unbiased, reliable, and valid student evaluations can still be unfair.
Assessment & Evaluation in Higher Education, 1-15.

Seldin, P. (1984). Faculty evaluation: Surveying policy and practices. Change, 16(3), 28-33.

Sozer, E. M., Zeybekoglu, Z., & Kaya, M. (2019). Using mid-semester course evaluation as a feedback tool
for improving learning and teaching in higher education. Assessment & Evaluation in Higher
Education, 44(7), 1003-1016.

Wickramasinghe, S. R., & Timpson, W. M. (2006). Mid-Semester student feedback enhances student
learning. Education for Chemical Engineers, 1(1), 126-133.

109



Innovative Instructional Methods, Teaching Focus
My Favorite Assignment I-1V

D. Joel Whalen
DePaul University

Howard Leland Smith
University of Tennessee at Martin
Intergenerational Communication

Christina lluzada
Baylor University
Assigning a Networking Plan

Matari Jones Gunter
Texas State University
BizCom Bizfeed (Show Us What You Learned)

Xiaoli Li
University of Dayton
Choose a Technology to Use for Team Communication and Collaboration

Amy Newman
Cornell University
Creating a Personal Leadership Vision

Bruce Kingma
Syracuse University
Entrepreneurship and Data Visualization

Emily Goenner

St. Cloud State University
Evaluating LinkedIn Profiles
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Susanna Shelton Clason
University of Cincinnati Blue Ash College
From Hard Copy to Online: Instructional Handout

Kathryn Anne Canas; Georgi Rausch
University of Utah
From Z to X and Beyond: How Understanding the Five Generations in Today's
Workplace Impacts Communication Strategy

Trent Deckard
Indiana University
Communication Square Dancing: Developing a Pitch

Ruby K. Nancy
University of Minnesota Duluth
Team Report to Presentation

Danny Rubin
Rubin Education
How to Share Your COVID-19 Story of Resilience

Barbara Davis
University of Memphis
It's in The News

Elena V. Chudnovskaya
Texas Tech University
Business Consultants Battle Royal!

Michelle Migdal
Florida Atlantic University

Hot Topics: Introduction to Persuasion

Alima Dostiyarova
Declaration of Your Personal Mission: Persuasive Message Video Recording
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Emil Towner
St. Cloud State University
Interactive and Artificial Intelligence Video Presentation Practice in
Business Communication

Theresa Wernimont
Colorado State University
Raising the Stakes: Shifting Peer Review from Formative to
Summative Assessment

Michael Meredith
University of North Carolina at Chapel Hill
Using Standalone Slides for Student Self-Critique

Heidi E. Huntington
West Texas A&M University
Implementing Team-Based Learning in the Business Communication Classroom

Aaron Thomas Phillips
University of Utah
Harnessing Cognitive Lightning to Create on-the-fly Green Marketing

Laura Lambdin
University of South Carolina
Multicultural Competence Review

Jessie Lynn Richards
University of Utah
Strategizing Werewolves

Amber Messersmith
University of Nebraska - Lincoln
Helping the Reader and Writer with an Author's Note

Gina Lyn Genova, Esq.

University of California, Santa Barbara
One Minute Mini-Speeches
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Janet Seggern
Lehigh Carbon Community College
Persuasive Letter Writing

Lorelei Amanda Ortiz
St. Edward’s University
Fortune 500 Informative Presentation Assignment

Sheila B. Lalwani
Bentley University
Social Media Literacy: A Primer for Business Communicators

Ryan P. Fuller
California State University, Sacramento
Communicating for Impact

Ana Lucia Magalhaes
State of Sao Paulo Technological College
Word Classes: Still Worth a Look

Suwichit Chaidaroon
National University of Singapore
Students' Case Writing: A Wiki Approach

Bethany Dailey Tisdale
University of South Carolina
Trends in Corporate Culture Individual and Team Research

Susan Luck
Pfeiffer University
Take Someone to Lunch

Sarah Clements

University of Arkansas at Little Rock
Using Infographics to Teach Professional Skills
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Laura Barrett
University of Kansas
Writing for the Business School Blog: Telling an Engaging Story to a
Diverse Audience

Christina J. Moore
Texas State University
The Triple Play for Improving Team Performance

Yingqin Liu
Cameron University
Making Individual Commitment Matters in a Group Research Project

Marie-Louise Brunner; Stefan Diemer
Trier University of Applied Sciences, Institute for International and
Digital Communication
Let the Cat Out of the Bag! - Raising Intercultural Awareness with Hedgehog,
Giraffe and Co.

Christopher McKenna
Stephen F. Austin State University
Persuasive Messaging via Italian Opera, Horror Novelists, Pop Stars, and the
Rainbow Fruit Company

Andrew Hunt
Ohio University
Real News, Fake News

Raihan Jamil
Zayed University
Turning the Table: A Classroom Focused Tool to Teaching Crisis Communication
and Strategies for Business Students

Robyn Albers

Zayed University
What Do | Want and Who’s Going to Give it to Me?
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Reid Mclain
Hankuk University of Foreign Studies
Remote Interview Activity Using Flipgrid

Sandra Dean
Jacksonville University
Resume and Cover Letter Speed Dating

Payal Mehra
Indian Institute of Management Lucknow
CEOs And Apologies: Lessons in Crisis Communication

Joshua Lenart
University of Utah
So, You’re Assigning a Literature Review: A Moves-Step Framework for Helping
Students Engage More Meaningfully with Literature

Peter W. Cardon
University of Southern California
Should Organizations Engage in Global Diplomacy? The Case of the NBA
and China

Junhua Wang
University of Minnesota
Teaching Business Correspondence with Simulations

Jenny Morse
Colorado State University
Reflection Comments: Students Review Feedback, Assess Their Own
Performance, and Plan for the Future

Ryan Wold

University of Minnesota, Twin Cities
What's the Deal with Dishes?
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Leslie Ramos Salazar
West Texas A&M University
Teaching Healthcare Business Communication with Edublogs

Andy Spackman
Brigham Young University
Don't Just Take TED's Word for It

Mark Evans
Texas State University
Applying Improv Comedy Techniques to Teaching Business Communication

Tara Moore
Elizabethtown College
Finding Crisis Communication in My Fandom: A Researched Report and
Oral Presentation

James Ward
Fort Hays State University
Icebreaker- Find Someone Who Lives in a Town with a Population of Less than
1000 and is the Barbed Wire Capital of the World

Scott Springer
Brigham Young University - Hawaii
Start-of-the-Semester Video Discussion Board

Ann Springer
Brigham Young University - Hawaii
“Personal Website Creation Makes for A Perfect Final Exam”

Courtney Hawk
University of South Florida / Hawk L&D Innovations
Communication Potluck

Linda R. Macdonald

Dalhousie University
The Cookie Report: Findings, Conclusions, and Recommendations
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Marion Philadelphia
University of Southern California
Overcome Cultural Barriers and Foster an Inclusive and Productive Team
Work Process

Aiste Ptakauske
The Ethnic Kitchen Consulting
The Virtual Business Professional Project: A Means of Honing Business Students’
Virtual and Cross-cultural Communication Skills

Alisa Agozzino
Ohio Northern University
Under the Lights and the Pressure: On-Camera Crisis

ABC’s My Favorite Assignment’s (MFA) unique format makes it a member favorite. Here’s how it works:
Presenters have only 3-minutes to share one of their favorite assighments before the timekeeper rings a
bell signaling time’s-up. Then, an MFA tradition happens, the audience shows their appreciation by
giving the speaker Thunderous Applause. The sessions are fast, high energy, and attendees get ideas
they can take back to their classroom.

MPFAs have been featured in the Business and Professional Communication Quarterly since 2007. As a
bonus members can download teaching materials from the ABC website—lecture slides, assignment
instructions, grading rubrics, video links, and sample student work—so they can easily bring their
favorite assignments from the conference into their classrooms.

One of the treasured benefits of ABC membership is to share ideas with fellow business communication

experts and network. ABC’s Teaching Committee has sponsored the popular My Favorite Assignment
(MFA) sessions since 2006.
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Nobody Cares About You: Teaching Students How to Turn Job
Interviews into Intelligent Conversations

Andy Spackman
Brigham Young University

Finding a job to apply for is a lot easier than actually getting a job. Sites like Indeed.com make the search
easy, and with LinkedIn recruiters can find you. Books like Steve Dalton’s The 2-Hour Job Search show
how quickly this can all happen. But once our students are sitting across from someone in an interview,
how can they stand out as a candidate?

It may seem like the purpose of a job interview is to talk about yourself: your skills, education, and
experiences. But students need to remember: “Nobody cares about you.” Their purpose in an interview
isn’t to prove how awesome they are. Their purpose is to show how their awesomeness aligns with that
organization’s needs.

To flip an interview, to make it a “you” conversation instead of a “me” conversation, requires
preparation. First, students should consider 6 questions about the organization they’re applying with
and its environment:

1. Whator whoiis it?
Who are the people, where is it located, and what is its history, culture, and brand?
2. What does it do?
What is the core business or value proposition?
3. Who does it do it with?
Who are the customers, suppliers, and competitors?
4. How well does it do it?
What is the competitive, financial, and strategic outlook?
5. What’s happening to it?
Consider strengths, weaknesses, opportunities, and threats. Also consider other factors or
models, like PESTLE, Porter’s Five Forces, disruptive innovations, etc.
6. What's your role?
How do the previous five questions affect the job you’re applying for?

Second, to research these questions students should take 3 steps:

1. Do the obvious.
Explore the organization’s website and social media. Google them.

2. Go beyond the obvious.
Anyone can google a company. Differentiate yourself by digging deeper using your library’s
business and news databases.

3. Talk to people.
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Use and expand your network. Learn from people in the organization and industry.
Finally, 1 reminder:

You don’t actually need to know the answers!

The point isn’t to show off how much homework you’ve done. The point is to be able to have an
intelligent conversation, and sometimes this is more about uncovering questions than finding answers.

Interviews are not tests; they’re conversations. By preparing for and engaging in intelligent
conversations with recruiters, students can demonstrate their passion and differentiate themselves as
candidates. By turning the interview into an audience-centric conversation, they can move recruiters to
see them as someone who is already involved in the industry, rather than just another student who
needs a job.

This presentation will outline a framework for teaching students this strategy and show them how to
connect with resources available through their university library that will help them employ it. It will also
describe a theoretical basis for the strategy which can be found in interdependence theory and the
psychology of impression management (Barrick, Shaffer, & DeGrassi, 2009).

Studies of impression management typically show self-promotion tactics to be more productive that
other-focused tactics, such as ingratiation, other enhancement, or opinion conformity (Proost, Schreurs,
De Witte, & Derous, 2010; Peck & Levashina, 2017). However, some studies show ingratiation produces
a greater positive effect on perceived fit and hiring recommendations than does a “me”-focused
strategy like self-promotion (Higgins & Judge, 2004). In addition, interviewers value transparency, and
manipulation is counterproductive when perceived (Roulin, Bangerter, & Levashina, 2014; Stern &
Westphal, 2010).

The audience-centric interview strategy discussed in this presentation seeks to avoid these pitfalls by

pursuing self-promotion from within an other-focused frame, resulting in positive affect and liking from
reciprocity and similarity attraction (Varma, Toh, & Pichler, 2005).
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Preparing Students for the Workforce: Do They Feel Prepared?

Carol S. Wright; Jamie Keith Humphries
Stephen F. Austin State University

A student’s college career is fraught with tests, writing assignments, and presentations. Each of these
experiences results in an assessment of how well a concept has been learned. Hopefully, the student has
gained sufficient knowledge, retained it, and applied it in a business setting. However, these activities do
not necessarily mean that the student is ready to enter the workforce.” Students might have the
knowledge, but are they prepared to enter the “real world?”

Some would argue that students are not ready for the work force because they don’t have the work
experience. A study by Pew Research found the typical college student (under age 21) are less likely to
have worked for pay than any previous generation of students. In fact, only 35% of 16-19-year-olds
worked during the summer months, and only 19% of 15-17 year old had worked at all in the past year
(Busteed, 2019).

Most universities offer career guidance to help with the transition to the workforce, but a 2017 Strada-
Gallup polls shows that only 60% of all students have used resources from their college’s career services
offices, and only 35% of seniors report that they have never used them.

Gallup, Inc. (2018) reports, “Interestingly, student who are likely closest to transitioning into the
workforce — juniors and seniors — are no more confident than first-year student and sophomores that
their education is equipping them for the workforce” (p. 9).

Purpose

The purpose of this exploratory study is to determine if students taking an online professional
development course feel prepared to begin their job search.

Methodology
This study assesses college student perceptions of their preparedness to begin looking for a job upon
graduation. Using a convenience sample of students enrolled in two online sections of a professional
development course in Fall 2019 and Spring 2020, responses from a reflection assignment are
introduced. Combined enrollment in the two courses was 62, and 54 students completed the

assignment (completion rate of 87%).

The course used for this study is a required class for the General Business Major and the content is
divided into three areas:

e Career Preparation Assignments — resume draft, instructor critique, career services critique,
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group discussion on resumes, application letter, elevator speech, mock interview with career
services, LinkedIn profile, resume revision

e Personality Types and Self-Awareness Reflection Assignments — identify self and others in work
situations

e Emotional Intelligence — reading and application of current business topics

At the time of the semester, only the first two divisions were completed, so student responses did not
include specific issues with emotional intelligence. The course can be considered writing intensive and
does reinforce proper business communication. At the conclusion of the two sections, students were
asked to complete a written reflection on their career search to date.

Findings

Results from the students’ written reflection were compiled and reported here. First, students were
asked if they had ever created a resume and application letter for a professional position. Of those who
responded, 38 (71.7%) responded positively and 15 (28.3%) responded negatively. One student did not
answer the first question. Of those who had completed these documents, 18 (47.3%) believed their
documents were effective. Most believed this because they had been awarded the job.

Students were also asked which assignments were the most helpful for their career search. Multiple
responses were allowed, so students were able to choose more than one assignment.

Student Responses
Most Helpful Assignments

Resume critique by Career Services - 33.3%
LinkedIn profile - 25.9%

Resume - 18.5%

Mock interview with Career Services - 16.7%
Personality tests - 13.0%

Application letter - 9.3%

No response - 7.4%

Activities with Career Services - 5.6%
Elevator speech - 1.9%

Students also provided open-ended responses to justify why they found the assignments useful.
Students were also asked to identify areas where personal improvement was needed. These responses
varied widely.

Summary and Conclusions

The Professional Development course, offered as a capstone-style course for general business majors, is
deemed beneficial by students. Most students indicated they needed the additional focus of fine-tuning
their resumes before entering the job market. Having multiple parties provide input helped to
strengthen their end product. Many students also found that creating a professional social media
presence using LinkedIn was also beneficial.
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Although most students understood the importance of each of the career preparation assignments used
in the class, they had not successfully completed these before. Because the class is offered as an online
class and many of the students are non-traditional, the concepts introduced in the class helped to
update skills for a more technologically-based job search. The extra practice helped to build students’
self-efficacy as they approach graduation.
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Preparing Students to Provide and Receive Meaningful Feedback in a
Collaborative and Inclusive Learning Environment

Marisa Michaels; Kimberly Marchesseault
University of Arizona

Theme, Purpose, and Goals

As peer coaching and 360-degree evaluation methods become more prevalent in the workplace,
students with the skills to both provide and receive constructive coaching will have a distinct advantage
for ongoing professional growth (Wiles, 2018). This research will assist educators in preparing their
students to provide meaningful peer feedback. The lion’s share of research on this topic focuses on
undergraduate students and written work (Nilson, 2003; Simonsmeier, Peiffer, Flaig, & Schneider, 2020).
Our research aims to give instructors tools to develop effective processes that create inclusive and
collaborative learning environments in which students on respective undergraduate and graduate levels
can enrich their writing and oral deliverables and enhance opportunities for professional development.

Reciprocal feedback promotes active learning. Having students conduct critiques actively engages them
in a discussion about their own and others’ work (Inman, 2015). Such exercises encourage them to share
responsibility for their learning and improvement. Peer reviews can create a healthy level competition
and encourage students to work harder in creating more polished deliverables (Maeda, 2009; Shaw,
2015). When students see both strong and weak assignment examples, they also have an opportunity
for self-evaluation. Critiques can help build a sense of shared purpose, generate positive interactions
between students, and foster trust among members of the class.

To model effective coaching, instructors often benefit from integrating multiple channels of feedback
from other instructors, industry professionals, and former students (Marcel, 2017). By providing a
supportive, feedback-rich environment, referred to by Gratton and Erickson (2007) as a gift culture,
instructors can build meaningful coaching into the fabric of a class dynamic.

Methodology

Through a discussion of relevant research, we explore factors that influence perceptions around giving
and receiving feedback such as culturally-bound communication norms, gender identities, psychological
safety, and self-presentation styles (Inman, 2015; Mayo, Kakarika, Pastor, & Brutus, 2012). Taking these
elements into account, strategies for promoting honest, productive dialogue are proposed. Presenters
will share examples of formal and informal exercises designed to leverage peer coaching activities as a
means of assessment and student skill development. These feedback-targeted assignments vary across
dimensions of size, messaging style, and channel but all seek to inspire students’ openness to coaching
and communication competence in delivering constructive messages. Ultimately, these exercises
encourage growth mindset, accountability, mutual support, and resilience (Miller & Slocombe, 2012).
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Feedback-Rich Environment

To better promote the gift culture in our undergraduate and graduate courses, we use a combination of
feedback from peers, teaching assistants and preceptors, instructor, executive and alumni guests, as
well as student self-reflection. Receiving feedback from multiple channels provides various perspectives
from which students may learn.

We also employ a combination of assignments to weave the feedback-rich environment throughout the
course. Our formal feedback mechanisms include team 360 evaluations, peer coaching, and written
messages. Students evaluate themselves and their teammates multiple times throughout the semester
on their teamwork skills. Each student is assigned a peer coach who helps them process feedback and
holds them accountable for creating and implementing action items for improvement. In addition,
students write a formal message to one another to assist each other in enhancing their professional
credibility.

Informal feedback is delivered to students through formative class discussions around writing
assignments and presentations, pulse surveys, and people’s choice awards. We use student writing
samples and impromptu presentations to guide the class on overall course concepts. Pulse surveys
measure understanding and provide the instructor with feedback on how students are learning. We also
use people’s choice awards to add an element of competition and celebration into our feedback
methods.

Outcome

With this research in mind, educators can better prepare their students to provide meaningful feedback
that will enable every student to embrace peer coaching in their learning journey. This information will
enhance student learning and create a classroom culture of inclusivity and collaboration.
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Taking the Express Lane: Offering Effective Business Communication
Mini-Courses

Jamie Granger; Michelle Migdal, Esq.; Dominique Fuentes
Florida Atlantic University

Our most effective business communication courses replicate the concepts and skills students will
encounter in the workplace. Long known as one of the most rigorous courses in the College of Business
curriculum, a successful business communication class will offer students a wide range of critical
thinking, rhetorical, and applied techniques. As instructors of these classes, we see proficiency
developed in these techniques over a period of time, as students practice concepts across a variety of
exercises, assignments, and collaborative workshops.

Although often resisted for its perceived inability to allow in-depth engagement with learning concepts,
accelerated learning is increasing in effectiveness and popularity (Choe at al., 2019; Vlachopolous, 2018;
Kucsera & Zimmaro, 2010; Anastasi, 2007). Shorter terms are desired both for the perceived flexibility
they offer to students (Hall, 2019) and the revenue-generating possibilities they present to higher
education institutions (Lapovsky, 2018). These positive perceptions correlate to measurable outcomes:
students enrolled in accelerated business courses often show better academic outcomes in 8-week
classes as compared to the same classes delivered in the traditional, 15-week format (Thornton, Demps,
& Jadav, 2017). These outcomes generally persist whether course delivery is online, hybrid, or
traditional format (Ferguson & DeFelice, 2019; Harwood, McDonald, Butler, Drago, & Schlumpf, 2018).

As both institutional and student perceptions align regarding the desirability of accelerated courses, and
the research indicates that positive perceptions exist regardless of the method of accelerated course
delivery, instructors are challenged to offer rich and responsive business communication classes in the
accelerated format. This presentation offers suggestions for maximizing student engagement,
instructor-student contact hours, and positive academic outcomes.

In our experience and research, we have discovered that using a multichannel approach to deliver
course content and provide feedback is key to student engagement, especially in the accelerated
format. In addition to an LMS, instructors employ email, web, and microblogging and social networking
mobile applications, and so leverage students’ perceived inclination to multitask, whether in the face-to-
face classroom, hybrid, or online environment.

The internet is rich in instructional video materials, which can be easily incorporated into learning
modules; however, augmenting these publicly accessible videos and voiceovers with videos and
voiceovers tailored to individual course assignments and exercises more deeply engages students in the
material. Students are less likely to disconnect if their own instructor is talking to them on their laptops
or smartphones.
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Of course, bespoke video and voiceover presentations may take more preparation time. But the gains in
engagement and positive academic outcomes can be worth the investment in time. Three elements to
consider when designing one’s own instructional videos and voiceovers: cognitive load
(videos/voiceovers are brief—two short videos are preferable to one longer video, sound, lighting,
background noise, etc. are appropriate); interactivity (guiding questions, scaffolding); and signaling
(onscreen text, icons/symbols, emphasis).

Another strategic component for student engagement and positive academic outcomes is group and
collaborative learning through extensive use of threaded discussions, peer revision, student-to-student
feedback, and group presentations. None of these discussion assignments need be extensive or overly
complex; multiple low-stakes discussion assignments keep students focused and increase proficiency
within the accelerated timeframe.

Feedback and opportunities to respond (OTR) can clarify, amplify, and underscore key takeaways. A
shorter semester may, at first blush, appear to make that goal more challenging. However, providing a
greater percentage of feedback through multiple channels (written comments, recorded video and
voiceover comments, email, Zoom, WebEXx, etc.), we are able to maintain or even increase the number
of instructor-student contact hours in the accelerated learning environment. Offering feedback-on-
feedback helps “close the circle” and reinforce concepts and skills. Combined, these suggestions
maximize student engagement, instructor-student contact hours, and positive academic outcomes in
the accelerated business communications course format.
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Teaching Students to Analyze Strategic Communication Campaigns:
A Wiki Approach

Suwichit Chaidaroon
National University of Singapore

A strategic communication campaigns course could achieve one of its learning objectives by allowing
students to see the successes and failures from past initiatives before students actually develop their
own campaigns. Students’ collaborative learning when critiquing past campaigns constructively can also
help improve their insights into campaigns’ development and message formulation. Such collaborative
learning can be facilitated with web 2.0 technology known as wikis, or “collaborative editing tools
supporting the creation of cohesive artifacts authored by many individuals (loannou, Brown, & Artino,
2015, p. 36).” Wikis have been used as a constructivist teaching strategy for students to conduct
brainstorming, collaborative writing, and creating shared knowledge base or references to name a few
(Hsu, 2007).

Wikis have been widely documented as an effective instructional tool to enhance students’
collaboration (Alghasab, Hardman, & Handley, 2019) even beyond the online discussion forums
(loannou, Brown, & Artino, 2015) as the platform allows for peer interaction and sharing of knowledge
among students (Augar, Raitman, & Zhou, 2006; Boulos, Maramba, & Wheeler, 2006) resulting in
learning assignment being highly motivating for students to complete (Wheeler, Yeomans, & Wheeler,
2008). Unlike traditional class papers, Wikis allow students to practice writing in its social contexts as the
immediate audiences, their peers, and the ultimate audience, the readers of final artifacts are present
(Lundin, 2008). Most importantly, wikis have been used extensively in corporations and large
organizations as a proven effective knowledge management tool (Standing & Kiniti, 2011), hence the
collaborative communication on this web 2.0 platform is an essential skill for students of strategic and
organizational communication (Wagner & Schroeder, 2010).

In this paper, an online collaborative wiki assignment will be discussed as an example of students
working together to research and analyze strategic communication campaigns in Southeast Asia using
such relevant theoretical frameworks as social marketing, diffusion of innovation, and entertainment
education, etc. Students in a large metropolitan university in Thailand were asked to write their wiki
pages to present their analyses to the whole class entirely online. Then students took turn to critique
each other’s campaign analyses. The instructor’s intervention to enhance students’ collaborations (Cho
& Lim, 2017) and to help minimize students’ reluctance to edit each other (Wheeler, & Wheeler, 2009)
will also be outlined.

After the completion of this assignment, an online survey was conducted, and sixty students responded
to the questions voluntarily. Findings suggested that this wiki approach to strategic communication
campaign analysis offered great potential for students to learn collaboratively online. Students reported
higher motivation to learn from each other once they knew that their work would be shown as a Wiki
page. In addition, a correlation between students’ learning styles and the learning outcomes from this
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activity was analyzed. With the great pressure to conduct more online teaching, the empirical evidence
on students’ learning in this study has highlighted a great potential of using this wiki collaborative
assignment as an active online learning tool for teaching strategic communication virtually.
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Team Writing and the Triple Bottom Line: A Collaboration with the
Forest Service for Enhancing Workplace Preparedness

Joshua Lenart
University of Utah

In almost every business or technical field, all major academic and professional milestones (senior
theses, conference papers, journal articles, grant proposals, dissertations, etc.) are based on one’s
ability to communicate effectively in writing. And indeed, as Clokie and Fourie (2016) and numerous
others have argued, employers are increasingly interested in hiring graduates with strong
communication skills and significant teamworking and team-writing experiences (Brewer, Grady, &
Watson, 2017; Chakraborty, 2009; Chase et al., 2020; Gray, 2010; Jackson, 2013; Remedios, 2012; and
Wesner, Smith, & Austin, 2018). In an effort to provide students with more robust team-writing and
organizational communication instruction, this research presentation chronicles an innovative
pedagogical method for coordinating a multi-participant, research study in an upper division
professional communication course.

Purpose

Centered around a collaborative partnerships with governmental and nongovernmental organizations,
students enrolled in this course work collectively to write a technical report, which is comprised of
various sections including: fee schedules, ROl analysis, a review of potential grant funding organizations,
stakeholder value(s) assessment, and a community outreach and action plan. In the example discussed
in this presentation, the class partnered with the United States Forest Service (USFS) to generate a
report on several proposed trailhead repairs and upgrades that the USFS superintended is looking to
implement at a popular, heavily-trafficked trailhead. The resulting document was presented to the USFS
and was included as a supplementary scoping report, which complements their ongoing efforts to
improve conditions on the national forest. The specific outcomes of this presentation demonstrate steps
for guiding students through the research, analysis, and consensus building stages of writing a robust
technical report while collaborating with its various partners.

Long used within business administration, management, marketing, accounting, and other related fields
to encourage everything from corporate social responsibility to environmental health and wellness, this
study utilizes the triple bottom line (Elkington, 2001; Vanclay, 2016) and the Delphi technique (Hsu &
Sandford, 2007) to provide business majors and professional communication students with a framework
for:

1. Framing a task or project around a research question, which guides the work in a
comprehensive and systematic manner,

2. Providing students with an opportunity to partner with real clients and produce actual,
workplace documents (as opposed to simpler, memoranda or conceptual documents),

3. Developing a decision matrix to incorporate client and stakeholder values for project planning
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and decision making, and
4. Evaluating a project, suggesting a series of alternatives, and recommending a course of action to
the partnering organization.

Significantly, this presentation provides professional and business communication educators with a
toolkit for enhancing student preparedness for the workplace by helping them learn to better adapt to
the needs of their employers and/or clients.

Methodology

As a research method, the triple bottom line (TBL) concept is an increasingly important framework for
evaluating the sustainability of an idea, a product, or service. When used in student research, a TBL line
approach attempts to balance the social, environmental, and economic dimensions of a projectin a
given community or organization. Recently, the TBL has received an array of attention spanning
everything from water supply planning (Griffith & Ickert, 2014) to city-wide sustainability initiatives
occurring in cities like Cleveland, Ohio and Grand Rapids, Michigan (Slaper & Hall, 2011). As Taylor and
Fletcher (2005) assert, the TBL utilizes “features of the assessment process [...], multi-criteria analysis,
[and] input from technical experts as well as non-technical stakeholders [...to suit] differing needs and
resources” (p. 1). As such, this presentation also describes how students can use the TBL framework to
suggest project alternatives that are appropriately suited to the needs of their client(s) and vested
stakeholders.

Outcomes

The takeaway of this presentation will provide business communication faculty with a method for
facilitating a semester-long research project in a comprehensive and systematic manner while ensuring
that students are exposed to a holistic framework for accounting for some of the multidimensional
challenges that they will encounter when writing about any large-scale project, such as the one
described herein. Ultimately, this study demonstrates how collaborative partnerships, coupled with a
strategic approach for organizing research, can be highly-engaging for students and greatly improve
their abilities to write and research in teams within any workplace settings.
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Innovative Instructional Methods, Teaching Focus
The Art of Brevity in Professional Communication

Eric Allen Holmes
Purdue University Global

In the long tenuous relationship between higher education and the workforce, a lot of hand-wringing
has occurred regarding the way that students are taught to write in college vs. how they are expected to
write in the workforce. This invariably has led to an underprepared crop of entry-level graduates who,
"struggle in their transfer of writing skills learned in college to the writing tasks of the workplace" (Kohn,
2015) One employer recently noted that recent graduates have a, "real issue with putting together
short, concise, and clear written communication about something, whether it's a project or a problem
that they're trying to solve. This is a real problem, and it's getting worse, not better." (Sparks, 2018)

Examples from an array of fields exist that argue the virtue of saying a lot in a little space. The field of
medical writing (Brevity is the soul of wit, 2016) touts Twitter, with its strict character limits for posts, as,
“an ideal medium to share information” (p. 33) and the Federal Bureau of Investigations has noted the
benefit of the TL;DR (Too Long; Didn’t Read) method of writing, as Millennial law enforcement officers
are less likely to read longer messages that provide more information than is needed (McGookin, 2016).
Oseid (2009) identifies Abraham Lincoln as a paragon of the effective use of brevity in the practice of law
and Laroque (2008) argues that brevity is vital for success in writing for newspapers and periodicals.

The use of short writing assignments has been demonstrated to be successful (McMillan, 2014) and
faculty (Yagoda, 2011) have made note that students lacking in confidence in their writing often default
to writing more than is needed in an effort to buoy that lack of confidence. While this problem cannot
and will not be solved in a brief presentation at the 2020 Association for Business Communication
Conference or in its proceedings, faculty are well served to teach the virtue of brevity in professional
communication and to demonstrate why two of the standard six questions of non-fiction
communication (Who? What? When? Where? How? Why?) are best left unanswered.

In teaching professional writing, many default to the journalistic method of covering six seemingly
essential questions: Who? What? When? Where? How? Why? However, while that may make for good
journalism, it often makes for bloated, overly long professional writing that includes more information
than is needed.

To demonstrate this, imagine a scenario: you own a small call center in a rural area which provides
inbound technical support services for a third-party software provider. Your facility is approximately
2000 square feet in size and contains an open space that houses 18 workstations; a single-user, unisex
restroom; a breakroom; and your office. You have approximately 40 employees who work a
combination of full-time, part-time, and on-call as needed. The facility is staffed 24 hours a day seven
days a week with the number of staff on site varied between each of the three shifts.
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The facility is floored with an inexpensive, industrial carpeting that needs replacement. You decide the
replace the worn carpet but doing so will require the facility to close for approximately 48 hours, as the
workstations must be removed in order to replace the carpet.

In order to update the affected staff, you decide to write a memo announcing the carpet replacement
and consequent short-term closure. In doing so, you’d be tempted to follow the standard journalistic
model but doing so extends the message by approximately 33%, as two of the six questions do not
warrant attention. As well, addressing those questions may cause more headaches than they are worth.

In explaining the closure to the staff, detailing Who will be affected is essential, lest staff arrive for work
to find the facility torn apart without notice. At the same time, informing staff What is happening is vital,
as a notice of a temporary closure of a business that is normally open around the clock without any
explanation would worry staff about their future employment. The affected staff would need to know
When the closure is occurring in order to avoid a wasted trip to the facility and Where, while assumed to
be understood by the audience, is best served to be noted in the memo. At this point, the readers would
understand What is happening, Who is affected by it, When it is happening, and Where it is happening.
Are How and Why necessary?

In this case, no. Detailing How the facility will be prepared, How the old carpet will be removed, and
How the new carpet will be installed is not consequential to the staff and writing that content would be
a waste of time and effort. At the same time, detailing Why the carpet is being replaced is not only
equally unnecessary but could also prove harmful. Aside from offering equally unnecessary information
as How, answering the question of Why could create feelings of enmity. Staff displeased with their pay
and benefits may already be offended by the owner’s desire to upgrade the facility instead of offering
higher wages and better benefits and making note that the upgrade was made for a reason such as
lowering the amount of taxes paid on the business’ profits would exacerbate those feelings.

Law enforcement has long utilized the idea of “Bottom Line Up Front” (McGookin, 2016) and many
industries clearly expect similar writing. Teaching students the benefits of brevity is essential. Long form
writing will always have a place, but that place is not everywhere at all times; sometimes, less is best.
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The Pedagogy of Peer Review in Business and
Professional Communication
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Northwestern University
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Since the 1970’s, peer feedback has been a staple component of composition, creative writing, and
writing-across-the curriculum courses (Flynn, 2011). Variously constructed as peer review, peer critique,
peer editing, peer evaluation, and workshopping, these peer learning activities are introduced at
different points of the writing process, take different forms, and have different purposes. But in each
case, the method involves exposing a document to other readers as part of the writing process.

Research and practice have shown that peer review is valuable to both writers and reviewers. For
example, peer review helps writers see how readers engage with and make sense of their writing, thus
facilitating better decision making (Herrington & Cadman, 1991); it also helps writers structure the
writing process thus improving their “revision behavior” (Covill, 2011). Equally important, as reviewers
construct advice to writers, the reviewers often achieve a better understanding how they can improve
their own writing (Henry & Ledbetter, 2010).

In the business communication literature, most discussion of peer evaluation focuses on evaluation of
peer contributions in team-based projects (for example, Dyrud, 2001; Gueldenzoph & May, 2002). Very
little scholarship addresses the value of peer review of writing, even though business communication
instructors have long used peer evaluation of writing in their courses (Lynch & Golen, 1992). One
notable exception is Holst-Larkin (2008), who has shown that peer review is a powerful way to help
business communicators envision an audience, a key element of any business communication strategy.

The purpose of this panel is to advance the discussion of peer review of individual student
communication in business communication classes, looking at key questions such as these:

e What kinds of assignments and activities are best suited for peer review in business
communication, and what kinds of peer review activities are best suited to specific assignments
or learning goals?

e What kinds of scaffolding and instructions to students can improve the quality of peer reviews?

e How might the affordances of an online class lend itself to peer review?

e What are some strategies for using peer review in high-stakes professional writing projects?

e What unique opportunities for peer review does a business communication course provide?
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Speaker 1 will analyze best practices in peer review and provide guidelines for enabling students to
provide high value peer reviews and to use the peer review process as a tool for learning.

Speakers 2 and 3 will address peer review in specific contexts. Speaker 2 will discuss the value that peer
review adds in an online course and offer advice for structuring peer review effectively. Speaker 3 will
analyze how peer review helps writers better understand genre conventions in professional writing.

Finally, speaker 4 will introduce a novel use of peer review in business communication: peer review of
audience listening behaviors.
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Transformative Learning: Starting a Student-Run Business Podcast

Marianna Richardson; Jake Conlin
Brigham Young University

Transformative learning theory is for adult learning and utilizes disorienting dilemmas to challenge
students’ thinking, providing positive-growth experiences (Mezirow, 1998, 2000, 2009; Kreber, 2010).
Students are then encouraged to use critical thinking and questioning to consider if their underlying
assumptions and beliefs about the world are accurate (Clancy & Vince, 2019). Disorienting dilemmas
often occur in the context of academic learning environments, as teachers provide space to critically
engage with new ideas. As students collectively dialogue and engage with each other about their new
perspectives, transformation can take place, especially if students act on their new skills and beliefs
(McCord, Houseworth, & Michaelsen, 2015).

As a faculty and student group, we decided to explore business communication channels that students
would be interested in following. The marketing team conducted an informal survey to determine where
students prefer to consume business news and information. The study results indicated that most
students turn to websites and podcasts, rather than published material (other than “forced” readings
given by their university professors). Because of these survey results, our marketing students decided to
explore other business communication platforms. To start, our student-led web design team decided to
develop a professional, visually interesting website to establish and increase online readership.

Additionally, students launched a podcast series entitled Measuring Success Right. The podcast allows
students the opportunity to conduct live interviews with well-established business professionals and
well-known communicators, such as Hal Gregersen, Liz Wiseman, and Whitney Johnson. Our podcast is a
weekly show, which offers students a platform to contact, invite, follow-up, and thank guests on a
regular basis.

As a team, we also determined the importance of maintaining a consistent brand. Incorporating the
ideas of our designers, editors, podcasters, and writers, we created a logo and style guide for Facebook,
LinkedIn, Instagram, Measuring Success Right (MSR), and our website. This brand consistency
encourages consumer awareness across all communication platforms. Every semester, students re-
evaluate how the MSR brand is faring for the podcast, making any necessary changes to stay current
with our business student and young executive audience.

Transformative learning takes place as the students market the podcast and perform interviews, learn
sound design, and experiment with visual design strategies to further the brand. One student
commented: “This term, | am planning to work on the newly rebranded ‘marketing’ team, as the
Marketing Team Coordinator. My role will be to organize the team, plan meetings, delegate
assignments, follow-up on projects, and coordinate with other teams and the MSR leadership to keep
our marketing on track. Within these team goals, individually, | hope to develop leadership skills,
improve my communication skills, develop skills for planning and organizing team meetings, and learn
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how to keep a project fun and engaging for those involved while also helping them stay on task and
reach their individual goals. | also hope to continue developing my understanding of the power of social
media and how it can be a positive tool for spreading uplifting and meaningful content.” This is the
essence of transformational learning in business communication.

This workshop will give you the skills to start a podcast and ideas on how to encourage students to
transform into great business communicators.
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Turning Students into Storytellers

Christina lluzada
Baylor University

This presentation will come primarily from my own experience and my learning about and observing
from others how to teach storytelling. Storytelling is one of the best ways to elicit audience interest and
make content memorable, but students are often flummoxed about how to tell an engaging story and
do sometimes question the necessity of storytelling in business communication. Instructors can show
them the why and the how, with the potential to greatly improve the effectiveness of their
communication.

When [ first learned about the importance of story-telling, perhaps because of my English Literature
background, | naively and simply told students to incorporate stories into their presentations. What |
learned was that this practice is not intuitive, perhaps especially for business students who are not
English majors and may not enjoy stories as much as | do. | learned that | must teach students how and
why to tell stories.

It’s helpful for students to hear multiple presentations that use stories well, and in this presentation, |
will show clips of some of these presentations. Often students don’t analyze why they liked a
presentation or what the presenter did that as especially captivating or helpful, but if an instructor asks
them to pinpoint it, they can see that stories are powerfully educational.

In addition to showing students other presentations with engaging stories and helping them to see that
their own presentations can be enriched with stories, they must learn how to write a story. To do this, |
have them think about the story in three parts: introduction, conflict, and resolution. In the
introduction, they should give enough details so that the audience can picture the story. The conflict is
crucial, and it is the part that students most often omit. But conflict is what makes an audience want to
listen to a story. Without conflict, there is no story. | tell students that the conflict should make an
audience wonder curiously, “How is this going to end? What is going to happen?” Finally, storytellers
must explain how the conflict resolved and bring it back to the point that the story serves. The story
shouldn’t seem irrelevant to the content of the presentation; instead, it should help illuminate some
part of the presentation.

Finally, | have found that practice is crucial. | have started distributing familiar topics to small student
groups. From “texting etiquette” to “sports safety,” | try to choose topics that students already have
experience with and knowledge of. Each student group must then come up with a story that illustrates a
point that they would make if giving a presentation about the topic. Then students come to the front of
the class, share their stories, and receive feedback on the three parts. Was their introduction sufficiently
detailed so that the audience could envision it? Was there a conflict that made the audience curious and
interested? Did the story relate to the topic in a meaningful way?
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It's also important for students to see the instructor telling stories, so since | have been thinking about
how to help students to become story-tellers, | actively think about incorporating at least one story into
every class lecture. They need to see me modeling story-telling so that they can understand how they
can do it, too. When | first introduce the concept of story-telling, | do so at the end of a class in which |
have told two stories. | ask students to reflect upon what content throughout the class has been most
memorable to them, and their acknowledgment of the stories being impactful helps them to internalize
the importance of this concept that we learn and practice throughout class.

This presentation will empower instructors of business communication to teach their students how to
incorporate stories into presentations as well as cover letters and interviews.
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Virtual Reality (VR) Story-telling: Developing Students' Global Mindset
with Google Tour's Creator App

Larissa Ramos
University of Miami

This session will discuss the piloting of a 360 Virtual Reality (VR) Tour Assignment using Google's Tour
Creator application, aimed at developing or enhancing students' global mindset, cultural intelligence,
and digital story-telling abilities, through the use of free VR technology. Upon researching the culture
and history of the selected global site, students develop an engaging and coherent virtual reality tour.
The assignment is relevant across disciplines (Business Communication, Management, International
Business, Writing and Rhetoric, Communication, and Multimedia Communications) and engages
students in working with Virtual Reality/VR technology with low costs (approximately $12 per individual
VR Google glass/cardbox per student) with no student knowledge of Computer Programming required.

The assignment invites students to create and guide a virtual audience through an interactive “virtual
tour” of their favorite public space to visit around the world, such as a hike across the Himalayan
Mountains, a vacation resort in Peru, or a tour of the Swiss Alps. Upon researching the culture and
history of the selected global location, students develop a digital story-line, integrating 360 images and
written descriptions of each point within the tour, tailored to the needs of a virtual peer audience.
Following the completion of their written tour and 360-image selection, students story-board their
digital story, adding audio narration, sounds and/or background music to accompany the 360-images
and "point" descriptions. To encourage scaffolding, agile thinking, and the iterative process of revision,
students peer evaluate two peers’ virtual tours, exchanging information about each other's cultural
backgrounds, sharing insights about their cultural history, and providing feedback as users who
experienced another virtual tour (a peer review rubric is provided for guidance). For instance, as
students showcased historic sites from their home countries, ranging from China, Nepal, Peru, and the
United States, peers often asked questions about cultural practices and traditions, both formal and
informal, based on those country’s institutions and cultural dimensions.

This virtual exercise challenges students to think strategically about the relationship between media,
text, Virtual Reality, and story-telling, within a global context, and to develop coherence in digital story-
telling. Following revisions made to the draft virtual tours and sharing of the link of the final tour with
their peers, students write a two-page reflective paper or Reflection blog, supporting their rationale for
the strategic choices they made in constructing their tour, from visual, audio, and written choices and
reflect on their ability to logically and creatively guide a peer viewer through multiple points within the
tour, while overcoming challenges naturally associated with not only engaging but also sustaining viewer
interest from the beginning to the end of the virtual reality tour. Students have the option to publish
their tours, keeping it private, or deleting it upon completion. All images and audio used must be
selected in advance and publicly available to avoid copyright infringement. For this reason, critical to
student success is ensuring that students select a location for which 360 images can be easily accessible.
This assignment was selected for the 2019 University of Miami Faculty Showcase and has promising
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applications to facilitate students' development in the areas of logical reasoning and coherence, digital
story-telling and digital rhetoric, and developing or enhancing cultural intelligence and global mindset
while experimenting with Virtual Reality tools.
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Innovative Instructional Methods, Teaching Focus
When Perceptions Collide: Designing a Multi-Disciplinary Course

Teeanna Rizkallah
California State University, Fullerton

One of the emerging interests in 21st century education is the multi- or inter-disciplinary approach.
California State University, Fullerton is currently experimenting with such a course as a new entrant into
its General Education package.

“Explore Core” is a series of courses currently undergoing approval at CSU Fullerton. These courses
provide a multi-disciplinary approach (as opposed to an interdisciplinary approach) to a single topic. The
pilot is a course called “Teens in Trouble.” The course examines what it means to be a troubled teen
from the lens of four different disciplines: Biology, History, Child and Adolescent Studies, and Business
Communication. We were able to mesh the priorities of a business communication course to the
priorities of STEM, Health and Human Development, and Humanities courses. Even courses as dissimilar
as Art and Engineering have met the challenge of working together to serve students’ educational
interests.

The California State University system recently experienced a series of mandates from its Chancellor’s
office requiring substantive changes to the General Education structure, effectively eliminating what
many felt are core educational experiences. To address some of these omissions the General Education
Task Force recommended the development of the multi-disciplinary Explore Core course series. The
course series was meant to introduce students to a variety of disciplines by examining their different
approaches to a single topic. Exposure to different disciplines, particularly those students won’t
normally willingly engage in, may encourage them to be broader in their thinking, select a major they
had not considered in the past, or even encourage them to double-major or minor in a different
discipline.

Most of departments affected by the Chancellor’s mandates were Humanities-based, most notably the
History department. Disciplines at little-to-no risk, like Engineering and the Business School, were
anxious to support those areas hardest hit by the mandates. When the General Education Task Force
discussed the Explore Core idea, Biology, History, and Child and Adolescent Studies agreed to work
together. Business Communication asked to be included as well and was accepted although it was
initially unclear what that discipline could add to the conversation.

Although initially we had considered the course interdisciplinary, resistance from programs that had
team-taught interdisciplinary courses forced us to reassess what we wanted to accomplish and
determine that it was more of a multi-disciplinary approach. However, we wanted students to
understand where all these different academic approaches mesh and where they diverge, so we also
worked, reworked, and reworked again a portfolio assignment with a final reflection component to help
students develop that kind of synthesis. It was at this point that two of us, Child and Adolescent Studies
and Business Communication, realized that our planned approach wasn’t going to work with the others.
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So, a year and a half into the project, we both completely overhauled our segments of the course to
something that allowed students to be equally engaged in all four disciplines.

Eventually, we hope to make this a standard component of the GE package. Thus, as we developed our
Teen in Trouble course, we began to recruit faculty from other disciplines to develop their own “Cores.”
We received a surprising number of submissions with concepts that span all the Colleges in our
University. Other Cores currently in the pipeline include a “Fear and Fantasy” course that includes Visual
Arts, American Studies, Child and Adolescent Studies, and Mechanical Engineering; a “Truth” course that
includes Liberal Studies, Philosophy, Mechanical Engineering, and Biological Science; and a “Migrant
Lives” course that includes History, Literacy and Reading Education, Economics, and American Studies. A
course on “Disability and Design” is in the planning stages.

After working on the Teens in Trouble concept and helping to develop the other cores, we've made
some discoveries to facilitate multi-disciplinary work.

1. Some disciplines can afford to be more flexible than others. Embattled disciplines generally
cannot afford as much flexibility since they are defending the quality and content of their
disciplines. Thus, it falls on programs that are generally not noted for their flexibility, e.g.,
business and engineering in this example, but also not as embattled to show their own range by
adapting to the needs of the others.

2. Multi-disciplinary courses work best in a modular structure. Since this project began, two of the
initial Teens in Trouble members have been replaced by colleagues who have their own
interpretations of the theme. For example, the initial theme for the History segment of Teens in
Trouble was children enrolled in Indian Schools at the turn of the 20th century. When that
instructor left the project, she was replaced by an instructor whose theme is Hitler Youth.
Because the course is structured in modules, we can plug and play as necessary.

3. Pushback is inevitable. Although the concept behind Explore Core was meant to support
programs that struggle, some programs perceive it as a threat. In addition, administration
support can be conditional. Be ready to accommodate when necessary, and to back off if the
temperature is too hot or too cold. If the model is successful, some of those concerns may be
assuaged in future.

4. Trust your colleagues. Because our disciplines are siloed and there aren’t many opportunities to
interact with colleagues from other Colleges unless we are involved in university politics, we
often find it difficult to put our trust in faculty from other Schools. The initial Explore Core Corps
was somewhat blessed because several of us knew at least one of the others from previous
committee work. We discovered much to our delight that we all complemented one another’s
working styles unusually well, possibly because the skills required in each discipline are part of
the “whole” individual we want our students to be when they cross the stage.
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Your Online Toolkit: Mastering the Art of Teaching in the
Virtual Landscape

Caitlin Hills; Lauren D. Bell
University of Arizona

This presentation will focus on effective online instruction tools. The purpose of this presentation is to
share with audience members effective and engaging strategies in online instruction, focusing on online
collaboration.

As online instruction becomes more popular, it is important to note the differences between traditional
on the ground instruction and online instruction. Generally, online students are more diverse in age and
socio-economic status. They are often juggling work, family, and academic obligations. In order to make
online instruction stimulating to these learners, instructors must rely on various communication
platforms to establish relationships and stay connected.

This presentation will also be useful to instructors who traditionally teach in the classroom, but for
various reasons (COVID -19, for example) have to pivot their instruction to online.

The goal of this presentation is to provide participants with a toolkit of innovative online exercises and
tips to ensure their online classes are robust and their students are active participants in their own
online education.

By utilizing both synchronous and asynchronous instruction on multiple platforms such as Zoom, D2L,
and Slack, we have developed a template to ensure a deep connection with each student. In addition, by
ensuring students receive feedback on their deliverables within 48 hours and answering every student
inquiry within 24 hours, students feel valued, and the instructor is just as available to them as traditional
in-person instruction.

Some examples of the valuable practices that will be discussed are:

e Establish personal relationships with each student by assigning an ice-breaker personal
introduction assignment to be posted on the Discussion Board, so that all students can “meet”
each other.

e Create assignments that include a peer review element so that students have the opportunity to
work directly with one another.

e Construct a nurturing online community by checking in with students regularly.

e Ensure that expectations are established so that students can get the most out of their online
learning experience.
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Methodology

Through a discussion of best practices, class experience, and student feedback, presenters will discuss
the tools needed to succeed in online instruction. The presentation will include snapshots of online
presentations and will explore several assignments from Eller Business Communication classes. The

presentation will culminate in an audience participation portion in which attendees can share their own
experiences with online instruction.

Outcomes

Participants in this presentation will be able to use the “online toolkit” to inform their own online
instruction, thereby improving the delivery of instruction and increasing student engagement.
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A Bridge Too Far? The Challenge of Pragmatic Accommodation to
Western-oriented Decision-making Meeting Styles for
Japanese Professionals

Josef Williamson
Daito Bunka University

Decision-making meetings offer participants the opportunity to exert influence within an organization or
upon business ventures. Likewise, an inability to participate has a disempowering effect. Effective
participation in a decision-making business meeting requires the communicative ability to take turns,
manage topics and resolve conflict, all of which behaviors tend to be performed differently across L1
cultures (Aritz & Walker, 2014; Mergel & Williamson, 2018). Therefore, successful intercultural meetings
in which participation is maximized require some or all participants to display pragmatic tolerance and
accommodation.

Two things appear to make this easier. The first is a disposition towards pragmatic adaptability. People
able to create L2 social identities seem especially adept at this. In her longitudinal study of Internet
retailer Rakuten, Neeley identified such a characteristic in many of the company’s Southeast Asian and
South Asian employees coining the term ‘global literacy’ to describe how phlegmatically they greeted
the company’s sudden implementation of a corporate English policy (Neeley, 2017). The second
facilitator of pragmatic accommodation appears to be the extent of the difference between the L1
norms of the meeting participants. The closer the norms are, the easier they are for meeting
participants to accommodate to.

That Japanese L1 speakers of Business English as a lingua franca (BELF) experience difficulty in
participating in intercultural decision-making meetings suggests that both factors often work against
them. Due to the historical economic dominance of western business, many meeting contexts in
international business now adopt the pragmatic norms of L1 English groups or more general western-
oriented pragmatic conventions. This is likely to be the case, for example, in the internal meetings of so-
called global corporations whose origins and/or headquarters are in western countries. However, those
norms of turn-taking, topic-management and conflict resolution are very dissimilar to the conventions of
L1 Business Japanese meetings. Nor do Japanese tend to find pragmatic accommodation to western
meeting styles easy. At Rakuten, far from accommodation, Neeley found that English was seen as a
threat by many Japanese employees not only to their communicative norms but to their Japanese
identity and the identity of the company itself.

As a result, reports of disempowerment, of an inability to participate effectively or to influence the
outcome of western-style meetings, are common in the needs analyses carried out as part of English
communication training programs at Japanese corporations (Takino, 2017; Tanaka, 2003). But the same
negative evaluations can be found about BELF interactions with Japanese in reports by western
participants. Ehrenreich, for example, reported how German L1 businesspeople complained of “a lack of
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directness and clarity” and “different floor-taking mechanisms” in their English meetings with Japanese
(Ehrenreich, 2016).

However, the problem of pragmatic accommodation in decision-making meetings between Japanese
and people using western styles of communication has significance beyond the disempowerment of
Japanese BELF users and the confusion of their western counterparts. There is evidence that other East
Asians share similar discursive practices with Japanese (for example Aritz & Walker, 2014; DuBabcock &
Tanaka, 2017). And analyses of the two styles — Asian and western — reveal a degree of incompatibility
not readily overcome. Intrusive turn-taking and assertive rhetoric common in western-style discussion
has a tendency to dominate the more cooperative and harmonious Asian style of decision-making group
discourse (DuBabcock & Tanaka, 2017; Tsuchiya, 2016). And while BELF researchers have argued that
differences in communication styles are accommodated more easily by non L1-English speakers
(Kankaanranta & Planken, 2010), much of the evidence put forward for this view has been drawn from
different non L1-English groups with similar pragmatic norms, not across the western-East Asian context
(Louhiala-Salminen et al., 2005).

As global business increasingly requires multicultural groups to communicate effectively together, the
pragmatic differences in decision-making meeting styles between Japanese BELF and western BELF
present a barrier to such communication. In this presentation, evidence will be examined from both the
presenter’s primary data collection as well as secondary research to show how Japanese and western
pragmatic norms differ in the decision-making meeting practices of turn-taking, topic management and
conflict resolution. How those practices are differently and often negatively evaluated by the other side
and how negative outcomes may arise will then be examined. The implications for business English
communication training in Japan and for global businesses wishing to improve their communication
outcomes with Japanese partners and employees will also be discussed.
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A Comparative Analysis of Organizational Supports to Asian Expatriate
Overseas Adjustments

Bertha Du-Babcock
Wenzao Ursuline University of Languages

Hyejung Chang
Kyung Hee University

Expatriate adjustment has been primarily focused on examining the relationships of cross-cultural
adjustments and the identified predictors (e.g., language abilities, culture distances, and organizational
supports) in Western context. There has been an increasing trend that large number of Asian
Multinational Corporations (MNCs) have expanded their global markets and operations on a large scale.
In comparing with language and culture distance as the determining factors that are likely to affect
expatriate adjustments, organizational support received relatively little attention and the results are
inconclusive. Research on the effect of organizational support has shown that corporate trainings before
departing and on-the-job are likely the determining factors. Shen and Darby’s (2006) study has
concluded the importance of corporate training before and/or after the departure on the success of
overseas assignments and adjustments. Gao’s (2008) finding however suggests that the outcomes of the
cross-cultural training had only a moderately significant impact on expatriates’ adjustment, although
Chinese multinationals tend to provide limited training to expatriates.

With such inconclusive findings, the present study attempts to fill the gap from both quantitative and
qualitative perspectives. That is, the present study reports findings of an empirical research from
guantitative and qualitative perspectives that examine the impact of organizational support on Asian
expatriates’ overseas assignments between three Asian countries (China, Japan, and South Korea). In
guantitative, we examine the relationship between the perceived organizational support on corporate
training and the expatriate adjustments to overseas assignment while the qualitative data will look into
the analyses of open-ended questions that (1) address the type of organization support received before
taking on the overseas assignments, (2) comment on effects of the organizational support, and (3)
suggest improvements to be made in order to enhance their professional development.

Involved in this study are 248 overseas executives including 100 of them from mainland China, 100 from
Japan, and 48 from Korea. The online questionnaire was posted via Rakuten Insight Singapore Pte. Ltd.
(Hong Kong) website. The questionnaire, designed by the Principal Investigator, was in English and then
translated into Chinese, Japanese, and Koreans. The respective co-researchers were invited to check
whether the translation was in line with the English version by using back translation method. The
guestionnaire consists of five parts. The quantitative data, examining the effect of organizational
supports on expatriate adjustments, was drawn from Part 1 and Part 4 in that Part 1 consists of 6 sub-
statements in relation to overseas adjustments and Part 4 contains 7 sub-statements of organizational
supports. The qualitative data, coming from Part 2 and Part 5 of the questionnaire, looks into the in-
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depth analyses drawn from the open-ended questionnaire answers between three countries. Part 2
contains 4 open-ended questions in relation to the time to adjust to the new environment, factors
inhibiting overseas adjustments, successful strategies in copying with the difficulty and ways of
improving it. Part 5 contains 3 open-ended questions about the types of organizational supports, its
effects, and suggestions to enhance expatriates’ future professional development.

To answer the quantitative aspect of the relationship between organizational supports and expatriates’
adjustments, the Pearson’s correlation coefficient was performed. The result reveals various degrees of
correlation. In general, of the seven sub-statement, only a mild correlation was found between the
effects of the organizational supports and the expatriates’ overseas assignments except three sub-
factors; that are corporate knowledge training and information communication technology (r=.423 and
r=.424, p<.01), as well as the stipulation of language policy of English-language working environment by
the headquarters (r=.50, p<.01). As for the in-depth qualitative analyses, a thematic approach was
applied to examine and compare the effects and types of organizational supports provided by the three
researched countries and how expatriates felt about the organizational supports onto their future
professional developments.
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Investor Communications: An Analysis from an Audience-Conscious
Communication Perspective

Seiji Nomura
Graduate School of Tokyo Fuji University

Theoretical Framework

The author wants to analyze investor communication issues from an audience-conscious (oriented)
communication perspective with referring to Critical Discourse Analysis (CDA). CDA is a theory
constructed by Norman Fairclough. This Norman Fairclough’s theory made an analysis of texts, seen in
the theory as parts of social events, which are not simply the effects of the potentials defined by
languages (which can be regarded as amongst the abstract social structures), but it can be produced
from social practices or the orders of discourse. The orders of discourse are networks of social practices
such as various types of social element which are associated with social life, on the foundation of social
structures like languages, etc. This study focuses on certain CEQ's message expressed on an integrated
report of a Japanese corporation acting globally and attempts to identify a way to interpret the
influence of certain translated wording on global investors, referring to CDA.

Purpose and Objectives

In January 2019, the integrated report (an annual report which intends to explain how certain
company’s current operations may affect its long-term profits, referring to numerical financial matters)
of Mitsubishi UFJ Financial Group (MUFG), the largest banking corporation in Japan, was awarded by
GPIF (Government Pension Investment Fund, a huge Japanese government pension fund organization
with its investment assets of JPY150 trillion) as one of the higher scored reports. A main reason for the
above award was that MUFG intentionally used some words in the CEQ’s commentary part of the
integrated report in the English translation version, which are different from relevant words in the
Japanese original one to the extent that both Japanese and English versions retain the same context.
This seems that MUFG preferred the investors and shareholders in both home country and overseas to
easily and correctly understand its business environment and current management issues. An integrated
report is an annual report for the investment market including customers and shareholders, and listed
companies are required to prepare it by relevant local laws. Thus, an integrated report is a statutory
communication channel for the purpose of investor communications. As you may know, in the financial
field, the modern investment industry has constructed a long and complex investment chain between
investee companies, distributors (banks, securities companies and asset managers, etc.) and ultimate
beneficiaries (end investors). Especially, main communication components in the investment chain are
relating to the ones between investee companies and end investors via distributors. This shows that
there is a need for a global company to use the English translated message for global investors, which
enables a direct communication among them. This also means that there is another need for the
translated wording which is somewhat different from the original wording in home language in order to
communicate smoothly and directly with the global investors. In other words, by using different wording
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of certain key messages in the English version, we can see that MUFG ensures that every investor (both
Japanese and foreigner) understands effectively, efficiently, and concurrently their messages in the
integrated report. In addition, it is necessary for global investee companies like MUFG to ensure that
each investor correctly understands their messages regardless of which cultural and educational
backgrounds each investor has. In short, MUFG tried to convey their CEO message accurately, directly,
and concurrently to every investor in the world by using intentionally different wording in the Japanese
and English versions respectively from a point of audience-conscious communication.

The author took up this theme in the 84th ABC annual conference in 2019 in Detroit but analyzed this
issue mainly from a point of the issue of “persuasion or manipulation” in business discourse. However,
the author couldn’t analyze this matter more in detail from a discourse perspective at that time. This
time, the author intends to add an audience-conscious communication perspective to the research
methodology with referring to Critical Discourse Analysis.

Research Methodology

The author shall analyze the said communication issues from an audience-conscious communication
perspective with referring to the Critical Discourse Analysis.

(Preliminary) Results

The investor communication channel is a one-way communication method from the upstream side
(issuers of securities) to the downstream side (end investors) and almost all investor communications
have been performed through distributors to date. Such communication structure can be regarded as
one of the orders of discourse from a point of CDA. Based on the previous research by the author,
translation issues create communication gaps between investors internationally. Thus, MUFG seemed to
challenge to change the orders of discourse by using different wording in the English translation version
of the integrated report from that in the Japanese original version so that every investor in the world
can understand the CEO message accurately. As a conclusion, we are in a position to see that it is
important for global companies to understand that there are differences in the cultural background and
industry environment as well as professional knowledge in specific fields between its home country and
overseas investors.
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Linguistic Approaches to International Business Communication

Sana Reynolds
Baruch College, City University of New York

Stefan Diemer; Marie-Louise Brunner
Trier University of Applied Sciences, Institute for International and
Digital Communication

Sofie Decock
Ghent University

This panel presentation will explore applied linguistic approaches to the diverse field of international
business communication. Linguistics can inform business communication in genre, vocabulary,
morphosyntax and semantics, from business negotiations and sales talk to e-mails, customer care, and
global company websites. Linguistics helps us to understand the impact that multilingualism has on
business interactions, team leadership and intercultural negotiations. Corpus analysis and multimodal
discourse studies permit the delineation and refinement of new genres, such as social media
communication and virtual business meetings. Data-driven quantitative linguistic analysis allows us to
study the development, application and impact of automatic translation and interactive bots.

The panel will comprise two parts:

1. Presenters will illustrate their individual linguistic approaches to international business
communication:

Sofie Decock has been researching digital business communication, focusing on complaints,
reviews and webcare. She analyzes discursive and linguistic patterns in these genres and
examines how discursive strategies and linguistic features impact the credibility of the
complainer and customer satisfaction, particularly in an international context.

Stefan Diemer will present his data-driven research on intercultural negotiations and provide
examples of analyses of social media communication across borders. His presentation will
illustrate the strategies that companies use to increase customer engagement and to create
rapport and how these strategies vary in international settings.

2. The second part of the panel will consist of a roundtable forum for discussing linguistic
approaches to international business communication with the aim of defining fields of
investigation, providing best practice examples from practitioners, and stimulating exchanges
among researchers from various disciplines.
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McDonald’s and the Country-to-Country Communication Changes
Caused by COVID-19

Victoria Rand Gentry
University of North Carolina at Chapel Hill

Covid-19 is a global pandemic that has altered the daily lives of almost everyone on the planet. Due to
this, corporations have had to restructure how they do business and how they communicate effectively
with potential customers; the McDonald’s corporation is no exception. Due to its status as one of the
world’s largest multinational corporations, McDonald's offers a fascinating look into how Covid-19
caused businesses to communicate about an unprecedented global crisis. This presentation examines
how McDonald’s communication during Covid-19 has been both independent and dependent on
national and regional culture.

McDonald’s overall communication focus on three main areas with customers: the dining experience,
the menu, and the impact on the community. The changes to these areas of communication have been
analyzed through interviews with franchise owners and through content analysis of corporate and
country specific web pages. Through these methods, patterns emerge that demonstrate how a country’s
culture drives the specific communication changes noted for Covid-19. Only countries where web pages
could be easily translated into English were included for comparability purposes. The United States,
Brazil, the Netherlands, India, and Australia were selected for this presentation based on the previously
stated criteria as well as on the availability of external information on the McDonald’s corporation in
these countries. Each of these countries also demonstrated unique communication and policies not seen
in other areas of the world.

Content analysis for each country’s the web page included analyzing the front page, stories, and menu
portions. While the different county pages used the same font, had the golden arches logo in the top
left-hand corner, and contained messages about Covid-19, the similarities ended there. During the
pandemic caused lock downs, each message and page were displayed and tailored to impact each
audience. The United States’ page focused on imagery of the food items itself as being a source of
normalcy. In the Netherlands, peaceful scenery was used to invoke feelings of peace, calmness, and
hope while India and Brazil focused on vibrancy to match their cultural style. Australia also used its front
page to promote outreach efforts.

The McDonald’s menu selection is famous for having country specific options, but effects of Covid-19
can be seen in limiting many of these items. The Netherlands had to eliminate specialty offerings, opting
for more cost-efficient products, but Australia expanded their menu to bring in even more customers
with essential foods. The United States saw zero alteration to the advertised menu online, but many
stores individually posted about limited menu options. The choices made on showing cuts on the
website or leaving it up to individual stores is very telling in how McDonald's communicates both to its
customers but also to its franchise owners.
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The area with the greatest variance is community outreach. McDonald’s franchise owners, other
corporations, and even consulting services have been involved. The “Thank You Meals” program in the
United States has been a prime example of this with many similar programs being rolled out around the
world. The Netherlands focused efforts on post quarantine innovations to create a safer atmosphere for
guests. Brazilian McDonald’s tried to encourage social distancing in the country but temporarily
separating its iconic golden arches. McDonald’s wants their outreach efforts to be seen to positively
influence people to buy their food be it for their philanthropy or through personal benefits. This
communication is two-fold with the primary method being directly notifying consumers of free food
possibilities but also allowing media outlets to give McDonald’s the golden spotlight.

Just like Covid-19, McDonald’s is a global entity that almost everyone recognizes and has experienced,
and just like Covid-19, McDonald’s has been adapting to people and circumstances in 2020. This
presentation seeks to specifically analyze how McDonald’s adapts its communication to five specific
countries within the overall corporate communication areas: the restaurant experience, the menu
selection, and the community impact. As the post-Covid-19 era begins, the way McDonald’s has dealt
with these changes, both successfully and unsuccessfully, are key to understanding how communication
impacts a business during a crisis unlike any seen before.
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On Writing Proposals for International/Intercultural Business
Communication Books: A Comparative Analysis

Bertha Du-Babcock
Wenzao Ursuline University of Languages

David Allen Victor
Eastern Michigan University

Richard Babcock
University of San Francisco

This panel describes and analyzes the writing process in preparing proposals for international business
communication books. Our analysis is based on the following completed, in progress, and future
international and intercultural business communication books:

(a) Victor, David. (1992). International Business Communication. New York, NY: HarperCollins.

This was the first book published on international business communication. It set forth the
LESCANT model identifying the seven areas that need to be taken into consideration in order to
communicate effectively and efficiently within national cultures. These LESCANT variables are:
Language, Environment, Social Organization, Context, Authority, Non-verbal, and Time.

(b) A series of “The Seven Keys to Communicating in ....

b1: Kelm, Orlando R., Hernandez-Pozas, Olivia, & Victor David A. (2020). The Seven Keys to
Communicating in Mexico: An Intercultural Approach. Georgetown University Press.

b2: Yamada, Haru, Kelm, Orlando R., & Victor, David A. (2017). The Seven Keys to
Communicating in Japan: An Intercultural Approach. Georgetown University Press.

b3: Kelm, Orlando R., & Victor David A. (2016). The Seven Keys to Communicating in Brazil: An
Intercultural Approach. Georgetown University Press.

These pocket sized books show how to systematically apply the LESCANT model and approach in
designated countries. That is, the books provide comprehensive and operational guidelines for
communicating with and in the specified country. A contract has been signed for additional
books on other countries.
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(c) Du-Babcock, Bertha, & Babcock, Richard. (2021). The Art of Intercultural Business
Communication by Routledge (tentative title suggested by the publisher).

The proposal for book was accepted by Routledge in December 2020 and is scheduled for
complete in June 2021. The book expands the language-based communication model to include
IB (international business) expertise-based and intercultural-based communication zones. This
expansion provides the basis for developing a comprehensive framework for interpersonal,
International, and intercultural business communication. The book also addresses how
language, IB expertise, and intercultural competency levels and intercultural attitudes affect
organizational communication and how these variables differ in affecting global, multi-domestic,
and transnational industries.

The objectives of the session focus on two areas. First, we address the process of writing a book
proposal that will lead to a book contract. This part is designed especially for those who may be
considering the possibility of writing a book, but also should of general interest to all others who are
interested in the writing process. The panel members will interactively address the following questions:
(1) the motivation for writing the book; (2) the process of developing, including the updating and
revising along the way, and outline for the book; (3) the major challenges and how they were
overcome, (4) the identification of the market for the book, including courses, number and level of
students, text or reference book; (5) responses, if required, to referees; (6) coordinating the writing
process with co-authors; and (7) the writing style and level. In addition, Du-Babcock and Babcock will
show the Rutledge submission form and then show and discuss their responses.

Second, we will relate the book proposals to the field of international and intercultural business
communication. To do this, we will trace the evolution of the field of international business
communication from 1992 as illustrated by the first book published on the topic, three pocket sized
books at intermediate stages, an in-process book manuscript, and future books.

Victor’s 1992 book defined the new and emerging field and presented an enduring framework by
identifying the 7 essential variables (LESCANT model) necessary for successful international business
communication. The follow up and forthcoming books illustrate and show how to apply the LESCANT
variables in particular countries. Du-Babcock and Babcock were inspired by analyzing the fit of the
language-based communication model with LESCANT. Only language is found in both models. Thought
introspection over time, they gradually found that E from LESCANT was a fit with IB expertise-based
zones and SCANT from LESCANT a fit with intercultural-based zones.
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Our Corporate Core Values are the Same Worldwide: Translation and
Adaptation of Corporate Communication in
Multinational Corporations

Victoria Susanne Nydegger Schrgder
NHH Norwegian School of Economics

A set of articulated corporate core values is frequently used as a corporate communications tool. While
the aim of using corporate core values in internal communication might be to align employee behaviour
with corporate strategy, external use of such values provides the opportunity to paint a picture of the
corporation that is likely to appeal to external stakeholders, be it customers, investors, or new talents.

For multinational corporations (MNCs), implementing a set of core values that is shared between
headquarters and all international subsidiaries might serve a unifying function, both internally and
externally. However, international deployment of a set of core values raises the issue of
recontextualisation, i.e., that the meaning of the values might be altered when they are transferred
across cultural borders (Brannen, 2004). This can be explained by the fact that people see the world
through their cultural lenses, and that within each society, people tend to interpret signs in a similar
manner (d’lribarne, 1989). It is thus questionable to which degree a set of corporate core values can be
said to be shared throughout an organisation if the meaning of each value may be perceived differently
between headquarters and subsidiaries, and between subsidiaries.

In multilingual MNCs, local languages become additional filters that the communication must pass
through from headquarters to subsidiaries. But instead of posing an additional challenge, these linguistic
filters could potentially reduce the possibility of recontextualisation. It has been argued that translation
is the key to successful transfer of corporate communication (Tréguer-Felten, 2017). Through
instrumental translation the translator strives fulfil the intended communicative function of the target
text, which can be the same as that of the source text, or a different one (Nord, 1997). This entails
adapting the text to the local interpretation framework of the target stakeholders (Tréguer-Felten,
2014). Nevertheless, many companies are reluctant to adapt strategic content (Helin & Sandstrém,
2008; Barmeyer & Davoine, 2011; Tréguer-Felten, 2014).

The French multilingual multinational that will be studied in this presentation, state that they have
chosen to let their corporate values be “adapted into the language of each of our 16 countries of
operation and implemented according to the local context”. The data consist of the corporate core value
statement in English on the Group’s international website (the source text) and different language
versions of the corporate core value statement (target texts) published on subsidiary websites. The goal
of this study is to compare the local target texts with the source text from the headquarters and discuss
aspects of the source texts are adapted and which aspects are maintained.

This study aims to contribute to the budding stream of literature that investigates the role of interlingual
translation when organisational practices travel and is part of a PhD project intended to contribute to
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Erika Darics and Jonathan Clifton’s (2018) call for case studies to show practitioners “how the insights of
applied linguistics could be applied to management practice”.
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Background

Most Japanese companies have a problem: a shortage of human resources with the needed language
proficiency to participate in professional conversations where English is essential. There are not enough
workers with comprehensive skills and a good command of World Englishes, English as Lingua Franca;
skills conveying understanding and subtle nuances of English expressions, and the ability to take logical
action (Koike et al., 2010; Terauchi et al., 2015).

The number of Japanese companies expanding their businesses globally is still increasing (JETRO, 2019).
This trend can be seen not only in the Tokyo metropolitan area but also in regional prefectures such as
Hokkaido. It is obvious that there will be many opportunities to use English in business in the near
future. Naito et al. (2007) researched how much demand industries in Hokkaido have for English. They
found that besides English skills, abilities like situational adaptability, active listening, critical thinking,
and problem-solving are also crucial.

It is necessary to improve English skills because desired abilities at work are diverse. University students
have fewer opportunities to use English in such scenes as business meetings and negotiations.

What issues will students face when they first enter the business world? Shibata (2015) states that
students were confident speaking in English as volunteer interpreters at overseas business meetings
with thorough preparation. However, they had a hard time understanding what customers said.
Students also had difficulties responding to customers instantaneously. Therefore, the students need to
practice using communication strategies such as asking to repeat what they said, confirming what they
said, rephrasing what they said, etc.
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Previous Studies—Introducing a Speaking Training and Outcomes

Naito et al. (2018) introduced the “3x3 table English training”, which is a method to learn English
focusing on communication at business scenes. This usually works in pairs. One student looks at the
screen, which projects a 3x3 table containing information (i.e., numbers, fruits, vegetables, etc.). The
student explains what they see to their partner, who isn’t looking at the screen and must reconstruct
the information from the auditory explanation.

If needed, a teacher gives some instructions such as how to explain things, which a partner doesn’t
know. Like “There is a large circle. Inside the circle, there is a square. There is a number ‘3’ inside it.”, it
is easier to explain things from a high level working down to a more detailed level. Also, cross-checking
or confirmation work is necessary as well as using simple English words to bypass situations in which the
student doesn’t know the vocabulary.

The main feature of this training is that information becomes more complex each time. This requires
students to not only use simple English but also think critically about how they convey information.
Through this training, students can improve their English proficiency, communication skill, and logical
thinking abilities. After the training, the number of the students’ spoken words increased (Naito et al.,
2018). Their positive feedback was shown in the responses to a questionnaire that was conducted
before and after the training. However, it is unclear how much the students' quality of speech was
improved by the training. The results from two previous research (Naito et al., 2018) and Naito et al.
(2019) led to our current research.

Method

The purpose of this study is to investigate the changes in students’ speaking proficiencies. A one-minute-
speaking test before and after the training was conducted on a total of 210 students at four universities
in Hokkaido in 2019. The task given in this test was to describe a picture containing several objects. The
instruction was given in students’ first language (Japanese) for clarity. Similar to a speaking task of
English proficiency tests such as TOEIC S/W or TOEFL, teachers would not moderate or facilitate their
speech during the test. We qualitatively analyzed the results of the tests by using text mining.

Results and Discussion
The following are what we found:

1. The verb “be” was frequently used.
It seems that be verbs are frequently used because the students can convey information quickly
and correctly using a combination of be verbs and nouns, not general verbs, without confirming
the English skills of their partners. Using be verbs with nouns is one of the characteristics of
Japanese grammar.

2. The verb “be” was used more in the post-test, and students used more sentences than phrases.
Typical English word order is “subject + verb + etc.,” but typical Japanese word order is “subject+

etc. + verb.” A verb usually comes to the end in Japanese sentences. In addition to the
characteristic of Japanese grammar mentioned above, using noun phrases makes
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communication faster than using full sentences. English education in Japan focuses on grammar,
however, it is necessary to convey information or respond to questions quickly in business
situations. It is suggested that it is better to practice how to utter phrases promptly when
thinking about their future careers.

3. When students used phrases, not sentences, they explained details such as positional
relationships between the items in the squares and described the items themselves.

It is important to specify where the items are in “3x3 table English Training”. Therefore, students
tended to begin by explaining in which square each item.

4. Students expressed sizes such as large, small, short, etc. in the post-test.

The post-test shows that students used time efficiently to tell the size of the items in addition to
where the items were. They improved in English and were able to convey information
accurately.

5. Students used “I” and “you” more in the pre-test, which wasn’t seen in the post-test.

The reason may be that the students can look at things objectively. The students changed their
minds from “how ‘I’ see” in the pre-test to “how ‘they’ see” in the post-test.

6. Students tended to construct sentences logically.

The students convey information in the following order, a positional relationship, sizes, and
colors. This makes their partners understand logically.

The task required to describe several different objects as if they were relaying the information to those
who did not see them, so we understand that conveying the location of a thing functioned as showing a
transition of explanation. During the test as well as training sessions, we found that students at a lower
level often called out names of the objects they saw. (ex. Smartphone.) However, simply naming them
was insufficient in terms of preciseness and details. To accomplish this task, students needed to be able
to tell the location of an object first, and then what and how it was. (ex. “Left. Smartphone.,” “On the
left, there is a smartphone. The screen is black.”) Besides, this description task would not require
transitional words unlike a task of logical explanation. Therefore, naming a location worked as a kind of
discourse markers and showed a transition.

In addition, the task was to explain a static condition of objects--not an active state that someone is
doing something. To describe a static state, the use of the verb “be” was crucial.

It is also said that Japanese speakers tend to acquire use of be as a copula (NP+V(be)+NP (ex. Ken is a
student.), NP+V(be)+AP (ex. She is happy.)) at a relatively early stage of learning English (Shirahata,
1988). As the data in our study showed, the frequent use of the be verb was observed. Consequently,
taking into account the two things mentioned above and looking back at the original data, we concluded
that learners who use the be verb in the task were able to convey in sentences.
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Future Study

These qualitative changes or improvements made the learners describe items simply, logically, and
comprehensively. As a result, they seem to be able to exactly convey items in the 3 x 3 table to their
partners. For further research, we will compare students who improved their English communication
skills and students who didn’t after “3x3 table English training” and see for whom this training is
suitable.

“3x3 table English training” is developed to increase the transmission rate of speech through repeated
practice. As far as watching the results of training, it is suggested we need to consider communicating
using phrases, which is lacking in Japanese English education
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The Transliterate Lives of Foreign Aid Recipients

Josephine Walwema
University of Washington

John Riddell, in his book Does Foreign Aid Really Work? defined foreign aid as material technical skills,
financial grants, concessional loans disbursed to fund specific projects such as infrastructure, education,
and lately terrorism (p. 28). Riddell’s (2008) work chronicles the rise of international non-governmental
organizations (NGOs) in the context of domestic politics as central to shaping aid practice. In this one-
dimensional discourse, donors determine the needs of aid recipients without regard to their (recipients’)
needs. By dint of design or (in)action, aid recipients continue to be excluded from practical
conversations about their own wellbeing. Sidelining the lived experiences of aid recipients and
privileging the knowledge of the donor class has contributed to the slow pace and unrealized promise of
foreign aid. Donors ought to recognize the experiential knowledge of aid recipients as legitimate,
appropriate, and critical to understanding, designing, and disbursing aid. Transliteracies draw explicitly
on such knowledge in the form of tales, chronicles, and narratives instantiated in various media, rituals,
and ceremonials. Such a multi-dimensional approach to foreign aid would challenge the embedded
rhetoric of neutral social scientific principles and practices commonly relied upon by donors.

Background: Evolution of Foreign Aid

Historically, enacting foreign aid was motivated by identified needs in a particular community. Over
time, however, foreign aid began to traverse into areas of human rights, accountability, and demand for
equity (Taylor, 2013). This shift from meeting needs to holding recipients accountable to a standard
prescribed by donors altered foreign aid and rendered it an interest driven apparatus. Donors would
pilot programs in one place and then, based upon the success of those programs expand and replicate
them elsewhere without addressing the social material conditions of the aid recipients (Sridhar, 2008).
This rendering of foreign aid as apparatus resulted in products and services that are technologically
delivered but not materially responsive. While there is nothing wrong with the role of technology in
solving problems, prioritizing technology subverts human concerns and fails to account for the lived lives
of individuals (Benjamin, 2019; Noble, 2018).

As an apparatus, foreign aid has been designed and constructed by donors, with the “stated intention of
making the aid process more efficient” (McNeill, 1981, p. 14). Because donors have designed it, it
invariably clears their threshold of efficiency. However, it leaves out aid recipients as key stakeholders in
this donor-receiver relationship, and, as a consequence, traffics in essentialist descriptions of the people
it purports to serve. This essentialism emanates from ostensibly objective sources that carefully select
and compile ideas that classify and define people and communities — sources such as the CIA World
Factbook, the World Bank Living Standards Measurement, and the United Nations Human Development
Index, among others. Knowledge from these sources is more encyclopedic and static than it is
experiential and dynamic. Hence it yields interventions that are categorically and conceptually
constructed. Ferguson (1990) for example, shows how, in the 1970s, donors based their aid to the
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country of Lesotho on the idea that it was a peasant subsistence society, thus completely negating the
fact that for more than a century, Lesotho had exported labor and agricultural goods to South Africa (p.
70). The rationality of development discourse, he argued, is driven less by facts on the ground than by
the interests of the donor apparatus. And it is connected to donor reliance on a delimited technological
expertise that marginalizes and thereby diminishes the participatory mechanism necessary to know a
people, based on relationship-building.

In this presentation, | will examine the business communication practice of foreign aid more broadly and
interrogate how it marginalizes the very people it exists to serve. | will give concrete examples of how
two aid agencies that prioritized understanding recipients’ technologies of self has changed the calculus
on donor-recipient relationship with satisfying results for both (Walwema, 2020; Melé, 2012).
Conceptually, | extend Thomas’ (2008) concept of transliteracy beyond the ability to read and write
across a broad range of media to account for the meaning making practices that people engage in
through various media. Because transliteracy, as indicated by the prefix trans-, encompasses “everyday
activity” it manifests in interactions and expressions of meaning among people, texts, and acts which are
cultural expressions of people’s technologies of self (Stornaiuolo, Smith, & Phillips, 2016, p. 68; Foucault,
1992). Thus, | suggest that designing and disbursing foreign aid would look different if donors engaged
the transliterate lives of foreign aid recipients. At a minimum, it will end the deficit approaches to
foreign aid that are exacerbated by a limited interpretive framework shaped by limited assumptions
about people.

Transliterate lives are not technology-centric but rather are expressions of a people’s historical and
contemporary contexts arbitrated by a broad range of easily accessible media. Ultimately, | argue that a
transliteracies focus can help illuminate people’s lives so that donors and recipients engage in an
equitable relationship that does not privilege donor over recipient. After all, recipients are better able to
articulate their interests, a concept consistent with equity, social justice, and ethical business practice.

References

Benjamin, R. (2019). Race after technology: Abolitionist tools for the new Jim Code. Polity.

Foucault, M. (1992). Technologies of the self: A seminar with Michel Foucault. Univ of Massachusetts
Press.

McNeill, D. (2019). The contradictions of foreign aid. Routledge.

Melé, D. (2012). The firm as a “Community of persons”: A pillar of humanistic business “Ethos.” Journal
of Business Ethics, 106(1), 89-101.

Noble, S. U. (2018). Algorithms of oppression: How search engines reinforce racism. NYU Press.

Riddell, R. (2008). Does foreign aid really work? Oxford University Press.

Sridhar, D. (2008). The battle against hunger: Choice, circumstance, and the world bank. Oxford
University Press.

Stornaiuolo, A., Smith, A., & Phillips, N. (2017). Developing a transliteracies framework for a connected
world. Journal of Literacy Research, 49(1), 68-91.

Thomas, S. (2008). Transliteracy and new media. In Transdisciplinary Digital Art. Sound, Vision and the
New Screen (pp. 101-109). Springer.

Walwema, J. (2020). A values-driven approach to technical communication. Technical Communication,
67(1), 7-37.

165



Intercultural and Global Communication, Research Focus

Transdisciplinary Collaborations Between Professors and
Professionals in Japanese Business Communication

Misa Fujio
Toyo University

Now the whole world is facing an unprecedented crisis, the spread of COVID 19. In order to overcome
this age of crisis, all the related fields need to collaborate. In particular, considering the economic
slowdowns we might have during and after the coronavirus infection, it is especially important to work
on the countermeasures and research agendas through transdisciplinary collaborations between
academia and business.

Recently, transgressing disciplinary boundaries or transdisciplinarity is becoming a most significant
agenda in many research disciplines, including Applied Linguistics and Professional Communication. In
the discipline of professional communication, collaborations transcending academia (not only
transcending disciplines within academia) will greatly contribute to identifying shared problems and
goals, formulating legitimate knowledge, collaborative analysis, and interpretation of data and even
publication (Perrin & Kramsch, 2018). There are also interesting empirical studies, for example, on how
corporate financial reports can increase their communicative potential with their stakeholders
(Whitehouse, 2018).

On the other hand, in terms of transdisciplinary collaborations, Japan is very much behind. The author,
as a director of a Japanese association in the field of business communication, has been facing the
challenge of how to maximize and incorporate contributions from business professionals into research.

In order to clarify the (potential) obstacles, she has been conducting in-depth interviews with Japanese
scholar-practitioners (practitioners engaged in research as well) on the challenges they face when they
try to conduct research, the opportunities they enjoy, and the goals both professors and professionals
could share in the future. The data based on 10 in-depth interviews has been analyzed, using the
Modified Grounded Theory Approach (M-GTA) (Kinoshita, 2013). In this analytical method, basic
concepts are formulated from the transcribed data in the open-coding stage, and they are then related
to each other and categorized into larger groups in the selective coding stage.

The results revealed both challenges and opportunities at the individual and at the organizational level,
respectively. The challenges at the individual level include concepts such as “difficulties in time
management” when they are engaged in research, while those at the organizational level include
“confidentiality barrier” (the difficulties of sharing the latest information with academia due to
confidentiality), and “lack of understanding by Japanese corporations” partly because their contribution
to academia is not considered as a part of their performance evaluation, and “peer pressure” for extra-
corporate activities that do not produce immediate profits.
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On the other hand, opportunities include the possibility of “raising corporate reputations” as well as
“individual reputations.” In particular, from the perspective of CSR, collaborations between professors
and professionals might lead to mutually beneficial outcomes, including collaborative formulation of CSR
guidelines. Those at the individual level include “learning new approaches or theories from academia”
and “(indirect) contribution to educating and fostering new generations” through sharing their practical
experiences with academia.

The interviews also disclosed some gaps between what academia and business professionals expect; the
studies led by academia are sometimes not practical enough nor measurable enough from a business
point of view.

In this presentation, all of the challenges and opportunities collected from the interviews will be shared,

with a special focus on the challenges rooted in Japanese culture and how transdisciplinary
collaborations might contribute to the current times of crisis.
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Abstract

Research on lingua franca English (LFE) has led to a paradigm shift in understanding linguistic
communication in intercultural and global environments. Viewing LFE as a socially constructed practice,
rather than a new hybrid language, means that notions of power relation, correctness, and intelligibility
can be interpreted differently. This study proposes an alternative approach to LFE discourse by including
socio-temporal cognition as a unit of analysis.

Purpose

In a constructivist perspective, discourse is central to social construction (Potter and Wetherell 1987).
Language derives its meaning from the way it works within patterns of social relations and elements of
social process, in turn, influence the way an account of the world and ourselves can actually live across
time (Shotter & Gergen, 1994). Constructivist analyses of empirical data in LFE environments have
shown that interactants in various business settings negotiate, compromise, collaborate, and
consequently develop situated new norms that are intersubjectively shared in situ (Canagarajah, 2006).
Nevertheless, because of the twofold nature of LFE (i.e., both locally-contextualised and globally-
decontextualized), interactants rely less on linguistic resources and more on sensory resources. As a
consequence of this, members of a community of practice negotiate strategies to deal with linguistic
and cultural differences often by way of integrating them into forms of shared sensorial repertoires
(Kalocsai, 2014) including timing and perceptions of time. Such LFE strategies are globally pervasive and
locally constrained.

Goal

The present study aims to shed light on LFE business communication practices in Europe and East Asia
from a sensory-pragmatic perspective.
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Methodology

Analyses of LFE construction phenomena suggest two factors that distinguish lingua franca
communication from second language or foreign language interactions: a) speakers’ meta-cognition of
their own lingua franca English practices (Mauranen, 2018); b) speakers’ perception of
(spatio)temporality (Canagarajah, 2018).

Methodologically, recent developments in the study of social action call for a two-way expansion of the
dimensions of analysis. On the one hand, socio-cognitive research in second language acquisition
(Atkinson, 2014) and contemporary cognitive science research of group performance (Muntanyola-
Saura, 2014) have drawn the attention on social actors’ cognition of temporality as a discursive tool
creatively embodied. On the other hand, studies on lingua franca interactions and critical applied
linguistics have pinpointed the constraints imposed by ready-made temporal definitions.

Shuttling across communities and borders oftentimes invokes influences from different cognitions of
time, which shape the interactants’ individual repertoires alongside their sense of being part of a
dynamically changing social community. When approaching lingua franca discourse, temporal
repertoires should be conceived as situated, ecological, emergent rather than fixed entities.

Language mechanisms in lingua franca and in natural language environments are the same but work
differently. LFE speakers try to organize their own discursive frames, develop their own temporal
lexicon, establish rapport with each other, and attempt to set up shared temporary norms. In doing this,
they do not dismantle language; rather, they co-create it temporarily to facilitate the communication
process.

Against this backdrop, the limits of most lingua franca discourse-analytical approaches have increasingly
become apparent. New methodologies that encompass both the language hybridity and the pragmatic
synergies of lingua franca interactions are needed for a “more comprehensive understanding of how
discourse practices interrelate with body practices in the material world” (Bargiela, 2013: 41). A neo-
constructivist (building on Potter, 1996) approach suggests turning the spotlight on participant’s
cognition as well as on the resources that participants draw from in order to overcome the constraints
that different perceptions of time and environment might impose on the making and retrieval of
meaning.

Outcome

Our data demonstrate that on the jobsite various types of LFE interactions are constructed in relation to
the participants’ background (social) knowledge of temporality as well as the linguistic and sensory
resources available in the situation. This results in a shift from passive risk-avoiding to active linguistic
behavior.
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Intercultural and Global Communication, Teaching Focus

Building Intercultural Understanding: International Student Teams
from the United States and the United Arab Emirates Create
Business Communication Guides

Leslie Seawright
Missouri State University
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Zayed University

Susan Schanne
Eastern Michigan University

The United Arab Emirates (UAE) declared 2019 as a Year of Tolerance. During this year, several
initiatives occurred to demonstrate that the UAE promotes the acceptance of others and serves as a
bridge of communication between different cultures. Instructors from the United States and the UAE
saw the Year of Tolerance as an opportunity to build global relationships between their students. After a
pilot project in 2019 demonstrated a significant increase in student cultural competence, instructors
worked to build a 6-week intercultural and international project for the semester beginning January of
2020. While obstacles abounded, including different university calendars, time zones, and cultural
differences, the instructors found that students gained a great deal in terms of intercultural
competence, business communication, and writing skills.

Three instructors, two in the US and one in the UAE, designed a 6 to 8-week project for their students in
fall of 2019. By the time the project began in January 2020, they were joined by two instructors in the
UAE and an additional instructor in the US. These six instructors used Google docs in order to submit
student names and create international teams composed of three students from each country. The lists
of students were then shared in their classes so students themselves could add information like email
and phone numbers. The group members used WhatsApp to communicate casually and email or Google
Docs to work on the actual document for the project.

Prior to the start of the project, instructors collaborated on task schedules, assighnment ideas, and
possible due dates for various parts of the group project. This was one of the challenging aspects of the
project, as all the universities involved (4 total) had different semester start dates, holiday breaks, and
student expectations. Even the courses were different, as some of the courses were business
communication courses while others were beginning technical writing courses and still other
intercultural communication courses. There was much to consider and negotiate in order for the project
to commence.
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Students were asked to create a business communication guide for doing business in the UAE and the
USA. Specifically, students were tasked to:

1) Communicate casually via WhatsApp with group members in order to get to know one another.
Exchange pictures and videos of their life in either the US or the UAE and communicate various
aspects of culture such as family life, school, holidays/vacations, etc.

2) Conduct research on several topics of how to do business in the UAE and the USA. Topics will be
assigned by instructors to each group.

3) Create a business guide for doing business in the US and UAE. Group members will collaborate
to write and design a guide of 6-9 pages complete with visuals, a cover, table of contents, and
references.

During the project, the UAE closed all universities for 4-weeks in order to stall the spread of the
coronavirus. Instructors had to readjust due dates and expectations for students, while acknowledging
how beneficial it was for students to see a realistic international collaboration where not only time
zones must be navigated but a global epidemic.

At the conclusion of the project, students wrote reflections about their experiences working with
students in another country and the challenges they faced in collaboratively writing a business
communication guide. Their reflections and thoughts about the project demonstrate that students saw
the project as critical to their understanding of intercultural communication and how difficult it can be
to collaborate across borders on writing projects. This experience positively impacted students’ cultural
competence and business communication skills.

By communicating with each other casually and as a part of a class project, students were able to create
more realistic perceptions of student life in the Middle East and the United States. This project helped
both US and UAE students to realize that their perceptions of each other were often not based in reality.
Instructors hope that by sharing their experiences and a template for others to conduct similar projects,
more students will benefit from actual engagement in intercultural communication and international
business projects.

This presentation reviews the various steps instructors used to create and facilitate the
intercultural/international business communication project between students in the United Arab
Emirates and the United States. The presentation includes a discussion on how other instructors might
pair their students for international projects and the creation of class assignments that promote
tolerance among cultures.
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Interpersonal and Non-Verbal Communication, Research Focus

A Neoconstructivist Approach to Lingua Franca English
Business Discourse
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Analyses of LFE construction phenomena suggest two factors that distinguish lingua franca
communication from second language or foreign language interactions: a) speakers’ meta-cognition of
their own lingua franca English practices (Mauranen, 2018); b) speakers’ perception of spatiotemporality
(Canagarajah, 2018).

Methodologically, recent developments in the study of social action call for a two-way expansion of the
dimensions of analysis. On the one hand, socio-cognitive research in second language acquisition
(Atkinson, 2014) and contemporary cognitive science research of group performance (Muntanyola-
Saura, 2014) have drawn the attention on social actors’ cognition of their own use of lingua franca
through as a prerequisite for interacting with the (social) world. They consequently develop a negotiated
lingua franca English through a socio-cognitive interface. On the other hand, studies on lingua franca
interactions and critical applied linguistics have pinpointed the constraints imposed by ready-made
spatial and temporal definitions. Shuttling across communities and borders oftentimes invokes
influences from different cognitions of time and space, which shape the interactants’ individual
repertoires alongside their sense of being part of a dynamically changing, fluid space or community of
practice. When approaching lingua franca discourse, temporal and spatial repertoires should be
conceived as situated, ecological, emergent rather than fixed entities. Language mechanisms in lingua
franca and in natural language environments are the same but work differently. LFE speakers try to
organize their own discursive frames, develop their own temporal lexicon, establish rapport with each
other, and attempt to set up shared temporary norms. In doing this, they do not dismantle language;
rather, they co-create it temporarily to facilitate the communication process.

Against this backdrop, the limits of most lingua franca discourse-analytical approaches have increasingly
become apparent. New methodologies that encompass both the language hybridity and the pragmatic
synergies of lingua franca interactions are needed for a “more comprehensive understanding of how
discourse practices interrelate with body practices in the material world” (Bargiela, 2013: 41). A neo-
constructivist (building on Potter, 1996) approach suggests turning the spotlight on participant’s
cognition as well as on the resources that participants draw from in order to overcome the constraints
that different perceptions of time and environment might impose on the making and retrieval of
meaning.
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Interpersonal and Non-Verbal Communication, Research Focus

Preferences for Written and Spoken Expressions of Thanks Among
American Professionals

Cole Christie; Janna Wong; Peter W. Cardon
University of Southern California

Gratitude has been the subject of academic research for many decades with hundreds of studies
dedicated to it (Tesser, Gatewood, & Driver, 1968). Gratitude is connected to many aspects of well-
being, including self-esteem, mood, life satisfaction, pro-social attitudes, helping behavior (Adler &
Fagley, 2005; Grant & Gino, 2010; Wood, Froh, & Geraghty, 2010).

Some management consultants call gratitude expressions the “critical responsibility” of managers and
that such expressions of gratitude should be frequent, sincere, and specific (Baehr, 2015; Bregman,
2012). Yet, research about gratitude in the workplace is relatively undeveloped (Waters, 2012). In
particular, there is little to no research about how and when professionals should use written versus
spoken expressions of thanks.

As a result, our team conducted a study of American professionals to explore preferences regarding
written and spoken expressions of thanks. In Study 1, 58 professionals in diverse roles journaled about
their gratitude experiences for one month. The professionals responded to our various prompts
throughout the month. Three of these prompts focused on their experiences with written and spoken
gratitude expressions. Findings in this exploratory study formed the foundation for a larger survey study.
Therefore, Study 2 involved a survey of 1,202 American professionals that represented a broad range of
gender, age, income, region, and organizational size.

We found that written thanks are particularly valued because it shows time and effort, involves
reflection, allows specificity, can be reminisced, can serve as documentation of success, is particularly
suitable for major accomplishments and efforts, and can be shared with others easily. On the other
hand, spoken thanks is particularly valued because it is stated in the moment, is more casual, is well-
suited for smaller efforts and minor accomplishments, allows more verbal and nonverbal
expressiveness, and can be a form of public recognition. Overall, in high-effort and high-accomplishment
situations, the most preferred forms of gratitude expressions, in order of importance, tend to be:
spoken thanks just to you; handwritten thanks only to you; written thanks in digital form just to you;
spoken thanks in front of others; written thanks for others to see; and handwritten thanks for others to
see. One interesting finding is the extremely common desire for handwritten thanks. Roughly one-third
of American professionals prefer this form of thanks. Further, this is unaffected by generation —
Millennials are just as likely to value handwritten thanks as members of other generations. We provide a
variety of implications for research and practice.

Both studies affirmed the deep-seated desire of nearly all professionals to be thanked for their efforts
and accomplishments. Professionals value thanks in the moment and often cherish it later, particularly
in times of challenge and adversity. In line with our expectations was a general preference for private
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thanks, with roughly two-thirds of professionals preferring private thanks exclusively and women being
more likely to express this preference when receiving thanks from bosses. Further, a large majority of
professionals are bothered when they don’t receive the thanks they feel is deserved. Our study
generally shows that the workplace is full of missed opportunities to thank others and that professionals
hold a variety of expectations for private-versus-public thanks.

We offer several recommendations for future research and recommendations for practitioners. For
example, we recommend further research that frames gratitude expressions in terms of social
comparison theory and media synchronicity theory. For practitioners and students, we employ a variety
of approaches to teach and train professionals and students to improve their expressions of gratitude.
Of note, the findings from this study inform and supplement these various approaches. We discuss the
following recommendations: (a) understand the trade-offs of spoken and written expressions of thanks;
(b) learn to give personalized, one-to-one expressions of thanks; (c) write a gratitude journal; (d) write
thank-you notes under a variety of scenarios; (e) engage in role-playing exercises; (f) interview
professionals about preferences; and (g) ask trainees and students to share their feelings during
gratitude expressions.
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Interpersonal and Non-Verbal Communication, Teaching Focus
Collaboration Skills and the Value of Targeted Instruction
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NACE’s 2020 Job Outlook Survey found that 86.3% of employer respondents want to see evidence of the
“[a]bility to work in a team” on an applicant’s resume (2020). How to prepare students in collaborative
best practices remains a rich area for conversation in our discipline. Business communication instructors
may agree with the long-held assertion “that our students learn a great deal through collaborative
projects” (Porter, 1990, p. 18); however, instructors need to take time to not only design and assign
group projects but also to scaffold collaborative learning through additional modules of targeted
instruction. Based on my student surveys, the “how-tos” of group work are often missing from students’
experience, especially in business and technical writing courses designed for English majors. This
presentation will explore student perceptions of how they have been trained in collaboration skills, and
it will include examples of how instructors can offer targeted instruction to support student transfer of
skills and growth in student self-efficacy in teamwork.

Business communication scholars have argued that students need more than collaborative assignment
opportunities. Students of business communication benefit the most from team projects when
instructors carefully scaffold collaborative strategies (Frederick, 2008; Vic, 2001). With these assertions
in mind, | have tested a hypothesis: professional writing students at liberal arts colleges may frequently
participate with group projects meant to prepare them for the workplace, but they rarely receive
sustained training in best practices for dealing with the challenges teamwork presents. My IRB-approved
study surveyed 44 students, mostly English-Professional Writing majors, in a Technical Writing course. At
the start of the course, students commented that they had previously learned collaboration by doing
rather than via intentional instruction. In effect, they had not yet received intentional training in
collaboration skills despite years of persevering through collaborative project assignments.

My writing students’ self-assessment of past training shows a theme: either they do not recognize
collaboration training as such, or they have not received scaffolded training. One representative student
reflected on her past collaboration training like this: “I have been assigned group projects and [was]
motivated by the grading system.” Another student voiced a commonly held opinion: “I don't believe
I've ever received any ‘training’ so to speak. Teachers and professors have always sort of assigned the
project, told us to work together/communicate, and then let us go to work on the project.” Based on
these findings, | have designed a collaboration unit that coaches writing students through challenges
that teams often face.

My presentation offers a literature review to prove that writing students require substantial, intentional
instruction in collaborative techniques. The poster talk includes an overview of the types of
collaboration advice available in three popular business and technical writing textbooks. | share a range
of collaboration training options, including the Gallop Strengths assessment, a product that my college
uses, one that offers a “Team Strengths Map” that helps teams to better understand how they
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interrelate. | also explain how students can learn to use the app Teams or the free app Trello, both of
which prepare students for jobs that expect experience with project management software. In
additional to technology, simple conversations are vital to successful collaboration. My presentation
talks about how to coach students through conversations with unresponsive or unreliable teammates. |
also cover how students can role play difficult team conversations, as well as how to manage task
assignments and meeting minutes. This session proposes that business communication educators must
make time to move beyond an “exposure” approach to collaboration. Instead, instructors must teach
best practices, intentional reflection, and self-evaluation.
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Organizational Communication, Consulting and Practice Focus
Leadership Language: Creating an Empowering Organizational Culture

Courtney Hawk
University of South Florida / Hawk L&D Innovations

Ineffective communication in the workplace can dramatically reduce employee productivity and prevent
organizations from creating empowering organizational culture. Organizations need to commit to
consistently examining the impact of the language used by their executives, managers, supervisors, and
employees. Careful and consistent examination of workplace language allows an organization to
determine what’s working, what’s not, and what adaptations need to be made to alter language so that
it promotes increased employee productivity and strengthens organizational culture. Organizations can
increase the strength of their workplace culture by committing to using leadership language to
empower the members of the organization and create a more inclusive workplace.

Leadership language is a valuable communication tool that can strengthen our relationships and help us
connect with those around us. This presentation examines three essential questions; 1) How do we use
leadership language to empower employees, increase productivity, and drive intentional action in the
workplace? 2) How do we use leadership language to effectively collaborate with others? 3) How do we
determine the effectiveness of leadership language in creating an empowered and inclusive
organizational culture?

The first step to understanding how to use leadership language is to establish a definition of leadership
language that can be broadly accepted. For the purposes of this presentation leadership language is
defined as; purposeful language that empowers others, promotes productivity, increases positive
interactions, and motivates others towards action. The goal of leadership language is two-fold; to make
an impact and to communicate a message. Leadership language consistently focuses on how the
message can best be delivered to reach the target audience and how that audience will receive the
message, in this case the audience is members of your organization. Leadership language promotes
growth, confidence, awareness, and effective communication in the workplace. Participants will be
introduced to a four-step process used to create a leadership language strategy that can be
implemented though interactions with employees to make an impact and communicate a message. This
strategy creation is an iterative process that promotes purposeful communication between executives,
managers, supervisors, and employees. Managers utilizing leadership language are able to more
effectively connect with their team members because their focus is on the employees’ needs.
Leadership language puts the receiver first and develops the message to meet the receiver instead of
demanding that the receiver meets the message.

Leadership language is powerful collaborative tool and can be used as a bridge to unite teams, especially
when team members are accustomed to using industry specific language that may be unfamiliar to
those they are collaborating with. Using leadership language in the workplace is a collaborative process
that shapes the overall vision and purpose of an organization. Too often team members aren’t focused
on how to communicate with one another and spend excess amounts of time miscommunicating ideas
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causing frustration and low productivity. When teams focus on leadership language as a communication
tool, they can eliminate much of that frustration by motivating and supporting one another facilitating
effective collaboration experiences. In this presentation we will discuss leadership language in teams
and examine some workplace scenarios where leadership language can be used effectively in
organization and how we can quantify that effectiveness. Participants will be presented with two
methods that organizations can use to quantify the impact of language on employee empowerment and
organizational culture. These methods can be used by any business to measure the growth of their
corporate culture and help determine if they are achieving their goal of an empowered organizational
culture through the use of leadership language.
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A Content and Framing Analysis of COVID-19 Pandemic Business
Disruption and Closure Messages

Carolyn Meyer
Ryerson University

The COVID-19 pandemic has been an unprecedented multi-dimensional crisis of not only public health,
but business, economics, information, and government competency. Although a crisis like no other in
scope, magnitude, and spread of misinformation, stakeholders in this case have been no different in
expecting relevant, actionable information from business leaders, including customer email, wide-media
distributed open letters, and press releases providing notice and updates on business closure and
disruption. COVID-crisis letters and email to customers have several purposes: to announce disruptions
to expected services and workarounds; to reassure employees and customers about health and safety
precautions, to outline continuity plans and policies, and to express solidarity with stakeholders and
their communities (Harris, 2020). Because what a company says and does in its crisis response is
instrumental to building trust, even when as now there are no attributions of organizational
responsibility, outreach to people affected by the pandemic has come with the need to not only align
crisis messages with the rest of the organization’s communication and values but meet stakeholder
expectations by responding in ways that acknowledge stakeholder uncertainty, comfort them, and ease
their fears. Crisis communication toolkits and guides appearing in March and early April 2020 stressed
the need for business leaders to care and build trust and understanding through expressions of
empathy. Public policy organizations such as the Brookings Institution, for example, emphasized the
need for business leaders and their response plans to show “empathy, unprecedented optimism, and
flexibility that will lead business out of crisis” (Stokes, 2020).

Empathy, the reaction of one individual to the observed experiences of another (Davis, 1983), has long
been seen as a key dimension of crisis communication and has been shown to determine stakeholder
responses to crises and crisis communication (Schoofs et al., 2019). Although expressions of empathy
can have an impact on perceived powerfulness, depending on the stage of a crisis and the type of
communication required at each stage, the experience of empathy with an organization minimizes the
negative impact of a crisis on organizational perception (De Waele et al., 2020). Empathy, a motivator of
prosocial behaviours through increased concern for others (Davis, 2005), is multidimensional—a
construct comprising both cognitive components (the ability to understand viewpoints and take
another’s perspective) and affective components (an emotional response to the emotional state of
another individual) (Baron-Cohen & Wheelwright, 2004; Blair, 2005; Schoofs, et al., 2019).

This study attempts to examine North American businesses’ crisis strategies at the outset of the COVID-
19 pandemic through a content and linguistic analysis of mass circulation CEO open letters and targeted
customer email by assessing (i) how, if at all, the empathy called for by policy organizations is expressed
by type and degree in initial business closure and disruption notices at the outset of the COVID-19

pandemic in North America; (ii) the kinds of frames that have been predominantly used; (iii) the kinds of
main and sub-themes; (iv) the keywords used in the responses; and (v) how the pandemic and the CEOs
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who stand in for their organizations in this stakeholder communication are rhetorically constituted in
the dataset. By collecting and analyzing the contents of 50 randomly-selected multi-sector business
mass-circulation CEO open letters and targeted email notifications to customers, this study used initial
coding and refining coding to identify and evaluate the frames used in messages appearing from March
12, 2020, just before the declaration of a U.S. national emergency, to April 12, 2020. The ten frames that
commonly occurred were as follows: informational (operational changes and precautions), social
responsibility (health and welfare, aid and support for employees), philanthropic (monetary and in-kind
donations, deferral of fees and commission), commitment to customers, empathy (cognitive), empathy
(affective), multi-level leadership/partnership/solidarity, support and gratitude for frontline crisis
response, historicizing/new reality, and resiliency/recovery. In addition to these major (or master)
frames, the samples in the dataset were also coded for sub-themes, such as
positivity/encouragement/self-help, which are often used to communicate with target audiences and
have a strong influence on reader perception (Reber & Berger, 2005), an important corporate goal.
Unlike some of the public relations materials used by companies when they face crises, open letters and
email to customers in the dataset typically lack style features such as powerful, newspaper-like
headlines, comprehensive lead paragraphs, third-person self-reference that Jacobs (1999) associates
with the “appropriate news style” of the press release, a form intended for verbatim reproduction by
the media. The samples in the dataset reveal a more personal approach and tone that does not refrain
from emotional expression and presents the human face of organizations that share in the suffering and
loss of their stakeholders. The findings contribute to existing bodies of research on framing and Harris, J.
(2020, April 1). 7 brands getting email right during a crisis. Content Marketing the role of empathy in
crisis communication, particularly in victim-cluster crises, and the discursive construction of the global
pandemic and its localized impacts.
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An Experimental Study on the Influence of Persuasive Message
Strategies on Less Empathetic Individuals

Fabienne Biinzli; Martin J. Eppler
University of St. Gallen

Theme

Empathic concern has been identified as one of the key drivers for helping behaviors. Less empathetic
individuals have shown to be less likely to donate for charitable purposes, to volunteer, and to engage in
altruism (Willer et al., 2015). From a communication perspective, this raises two important questions:
What are the mechanisms explaining this gap? And to what extent can persuasive message strategies
help increase support for prosocial advocacy from less empathic individuals?

Purpose and Goals

Focusing on attitude formation in the context of prosocial advertising campaigns, the purpose of this
study was two-fold: First, we aimed to explain why empathic individuals were consistently found to have
a more favorable attitude toward prosocial advocacy. Using dual process theories (Petty & Cacioppo,
1986), we hypothesized that involvement would mediate the influence of empathic concern on attitude
toward an advocacy (H1). Second, we sought to identify visual and verbal message strategies that help
reduce the empathy-related gap. The study examined how the situation of people in need should be
framed to increase the support from less empathic individuals. We investigated the effects of depicting
daily life situations where people in need are happy versus sad (visual message strategies) and the
effects of presenting statistical versus anecdotal evidence (verbal message strategies). Drawing upon
literature on trait theories of motivation (Scheffer & Heckhausen, 2018), we expected that less empathic
individuals would hold a more favorable attitude toward prosocial advocacy when exposed to a sad daily
life image compared to a happy daily live image (H2). Facial expressions of emotion cause emotional
contagion in recipients. When someone displays sadness, recipients are likely to share that pain. This
emotional contagion of sadness was theorized to increase sympathy for others and, as a result, to
reinforce the motivation of less empathic individuals to help (Small & Verrochi, 2009). Moreover, we
anticipated that anecdotal evidence would be more effective than statistical evidence (H3). Anecdotal
evidence facilitates to group oneself with others (Zillmann, 2006). When less empathic individuals can
relate themselves to others, they should feel greater motivation to engage in helping behaviors (Kang &
Lee, 2017; Small & Loewenstein, 2003).

Methodology
Design

We conducted a 2 (daily life situation: sad vs. happy) x 2 (evidence type: statistical vs. anecdotal)
laboratory experiment.
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Participants

The initial sample consisted of 214 graduate and undergraduate students from a Swiss university. The
students received a small reward in return for their participation.

Topic and Stimuli

In cooperation with the largest Swiss disability nonprofit organization, we tested a prosocial advertising
campaign which addressed mobility issues of people with physical disabilities. Manipulation occurred in
the image (sad vs. happy daily life image) and in a text paragraph (statistical vs. anecdotal evidence).

Measures

A German version of the questionnaire was developed using back-translation. If possible, we used
empirically validated German translations for the items. Measures of attitude toward the advocacy,
empathic concern, and involvement were obtained along with several control variables.

Outcomes

To test H1, we conducted a mediation analysis using the bootstrap procedure provided by Hayes. The
indirect effect of empathic concern through involvement was significant since the 95% confidence
interval for the mediation analysis did not include zero. The results support hypothesis 1 suggesting that
involvement fully mediates the effects of empathic concern on attitude toward the advocacy.

To test H2 and H3, we performed a hierarchical regressions analysis. A significant interaction effect
between daily life image and empathic concern was found for attitude toward the advocacy (B =.209, p
<.05, r =.367). A follow-up analysis showed that the sad daily life image significantly improved the
attitude toward the advocacy among less empathetic individuals (B = -.214, p < .01). The sad and happy
daily life images were equally persuasive among more empathetic individuals (B =.076, p = .383). These
results support hypothesis 2, indicating that the use of sad daily life images helps reducing the empathy-
related gap in attitude toward the advocacy.

In contrast, the analysis revealed no significant interaction effect between evidence type and empathic
concern on attitude toward the advocacy (B =.038, p = .661, r =.251). Hence, hypothesis 3 had to be
rejected.

Overall, the present study explored the mechanisms driving the empathy gap in people’s attitude
toward an advocacy. Our findings indicate that this gap is partly explained by less empathetic
individuals’ lower levels of involvement in prosocial issues. Moreover, the results imply that the attitude
toward prosocial advocacy can be improved among less empathetic individuals by exposing them to a
sad daily life image. In terms of practical implications, this study suggests that campaigners should
prefer sad over happy images in prosocial advertising campaigns.
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COVID-19 on Campus: How the University of Delaware Responded to
Our New Reality

Caroline Sullivan; Tracey Quigley Holden
University of Delaware

COVID-19 is the definition of a PR nightmare for every organization. This is an unprecedented time of a
chaotic pandemic, and many organizations had to decide how they would respond in the face of this
time. Instead of doing a case study, this analysis actively critiques organizational communication in real
time. New developments are made daily because of the fluidity of the situation. The University of
Delaware's response to the COVID-19 crisis was chosen due to a unique role and relationship to the
University of Delaware's communication efforts. The author happens to be an agent of UD’s
communication, as a UD Social Media Ambassador. She has her own UD branded Twitter and Instagram
account, and UD uses what | post on these accounts on their main @udelaware accounts. Their job is to
basically show both current and prospective students what a real student’s life looks like at UD. It’s an
interesting job to have because it “shows off” all of the awesome stuff that UD has to offer to
prospective students, but also shows current students how to get involved with activities on campus.
UD’s Office of Communications and Marketing also asks them to help them with any social media
campaigns that they have running- whether it’s photoshoots, video shoots, or making UD memes. The
University of Delaware and universities in general are unique in that they are communicating to such a
large amount of people in different regards. One of the key players in UD’s communication to the public
is the OCM, or Office of Communications and Marketing. The OCM is responsible UD’s social media
channels, which are viewed by prospective students, current students, faculty, alumni, trustees, and the
general public. As such, this job cannot be taken lightly, and it requires diligence in creating content that
people from all of these demographics want to see. Another large communicator from UD is President
Dennis Assanis. President Assanis is responsible for communicating critical information to students,
faculty, and staff in a professional manner. He sends out frequent emails about various important events
and news about UD. Because UD needs to appease various audiences, its response to COVID-19 has
been very interesting to analyze and critique as they could have done many things better, but they
handled certain things well. The paper revealed that the Social Media Ambassadors were incredibly
underutilized during this situation because peer-to-peer communication is something that students
would have appreciated for support. The paper also revealed that the University of Delaware utilized
their social media channels in different ways than usual and struggled to post new and relevant content
in the face of online classes and an empty campus. Also, the paper revealed that the usual
organizational chain of command with UD's employees and community was disrupted which caused
some distrust and anger within the University that could have been avoided. COVID-19 has caused many
problems for organizations worldwide, and its unprecedented nature makes it an optimal organizational
communication topic to study.
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Crisis-induced Government Learning: A Review of the Sanlu Infant
Formula Scandal in China

Guoyu Ding
Massey University

Background of the Study
The 2008 Sanlu Melamine Infant Formula Scandal in China

The Sanlu Group was one of the leading dairy companies in China. On September 11, 2008, a Shanghai
based newspaper released a news report entitled 14 Babies in Gansu Sickened with Kidney Stones after
Drinking Sanlu Infant Formula. It immediately triggered the biggest food safety scandal ever happened in
China.

The Sanlu Group’s infant formula products were contaminated by melamine, a toxic chemical used
mainly in making plastic products. Melamine was adulterated into watered-down milk in the name
“protein essence” (J. Chen, 2009, p. 109) to fool the nutrition inspection instrument. Using melamine
had been an open secret in the dairy industry (Fairclough, 2008; Gale & Hu, 2009).

Government Handling of the Food Safety Crisis

When a crisis occurred, the public, politicians, and media will urge responsible people accountable
(Broekema, 2018). Therefore, in governance of a food safety crisis, accountability is about examining the
causes of the crisis.

By September, 4 babies were announced dead from the kidney disease caused by consuming melamine
tainted infant formula and more than 54,000 were sickened. The head of AQSIQ was forced resign, and
the party chief of Shijiazhuang municipal council was sacked from position (China Daily, 2008b; The
State Council of China, 2008). By January 2009, 60 people were arrested (Gao, Knight, & al., 2012) and
21 of them were convicted of related crimes (Ghazi-Tehrani & Pontell, 2016). CEO of the Sanlu Group
was sentenced to life in prison. Two dealers who added melamine to milk were executed (China Daily,
2008a).

Theoretical Framework
Crisis-Induced Organizational Learning
Pearson and Mitroff (1993) worked out a five-step approach to address crisis management (CM): signal
detection, prevention, damage containment, recovery, and learning. The goal of CM is not only to
prevent crises from happening, but to allow organizations obtain recovery faster and learn from crises

effectively (Mitroff, 1994).
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Can governments learn? Many research findings indicate that public organizations often learn poorly or
slowly (Broekema et al., 2017; Deverell, 2010; Smith & Elliott, 2007; Stern, 1997). Repetition of the same
mistake suggests an urgent need to achieve a better understanding of the dynamics of crises and
learning and the relationship between them (Antonacopoulou & Sheaffer, 2014). In response to the
constant challenges from food safety hazards derived from traditional and emerging causes, food safety
institutions must equip themselves with new knowledge and translate the knowledge into
implementation through organizational learning.

Research Questions

In the last decade, there was a significant increase in the scholarly research on food safety issues
worldwide. However, most of these studies have focused on crisis management from business
organizations' perspective. Learning in public organizations induced by food safety crises has been
neglected. To address this research gap, this paper seeks to examine evidence of organisational learning
in the Chinese food safety authority induced by the Sanlu melamine scandal with the following two
research questions:

RQ 1: What loopholes were identified in the Chinese food safety regime in the Sanlu melamine
scandal?

RQ 2: What evidence of organizational learning occurred in the Chinese government agency
induced by the Sanlu scandal?

Methodology
Case Study Design

The case study method is an empirical research study that examines an existing phenomenon within its
“real life context” (Yin, 1984, p. 23), especially when the researcher has to use multiple sources of
evidence to clarify the blurred boundary between phenomenon and context. A case study aims to
achieve understanding of the complexity of the research object by investigating and analysing a single or
collective case, in which researchers are supposed to find out generality and particularity of the case by
examining its nature, historical background, and political factors (Stake, 1995, 1998), which entails
comprehensive and systematic collecting and analysing data (Patton, 2015).

Qualitative Content Analysis Approach

According to Krippendorff (2013), qualitative content analysis is an empirical method that examines
textual data by interpreting its meaning. It can be used to examine text data abstracted from any
meaningful matters like texts, images obtained from media reports and other sources in print or
electronic form (Hsieh & Shannon, 2005; Krippendorff, 2013). Croucher and Cronn-Mills (2014) suggest
content analysis can be used systematically to depict, make inferences, categorise informative messages
in qualitative studies. This research method can be used empirically to analyse a perceived social
problem and find evidence for change (Drisko & Maschi, 2015).
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Data Collection and Analysis

The corpus data of this study consists of news articles and government documents and releases related
to the Sanlu scandal and Chinese food safety laws/regulations, investigation report. Policy texts before
or after the crises will also be included to present historical background and evidence of changes in the
system.

To obtain data for the 2008 Sanlu melamine infant formula scandal in China, Chinese characters “= %

4 and “EEA YY" meaning “Sanlu Incident” and “calculus milk powder” are used as key words to

search Chinese news media websites. To collect government documents, same key words were used to
search government websites. As a result, the study got 609 news articles and 166 official releases and
other related documents on the Sanlu melamine scandal between 2008 and 2019. NVivo, text
processing software designed to undertake qualitative content analysis (Bazeley & Jackson, 2013), was
used to code and analyse the text corpus.

Findings

This paper identified the following problems in the Chinese food safety regime. The major contributing
factors to the Sanlu melamine sandal were found to be unethical business practices in the Chinese dairy
industry, the ineffective supervisory system, regional protectionism, restrained role of news media in
China, and lack of accountability in the profession.

Plenty of evidence of organizational learning in the Chinese food safety authority has been identified. To
address the fragmented food safety supervision system, the Chinese government restructured the China
Food and Drug Administration. The segmented regulator design was integrated to one newly established
food safety authority, the State Administration of Market Regulation. Within a year of the scandal, the
first food safety law came into force in China (K. Chen, Wang, & Song, 2015). To improve risk
management, crisis response, and other food safety related issues, the Chinese food safety authority is
running several programs sending officials overseas to learn from advanced countries.

Organizational learning is a process rather than an outcome. Food safety remains a serious concern in
China. The Chinese food safety authority still needs to address problems like loose inspection and
testing, risk management (Jia & Jukes, 2013; Ross, 2012), double standards in food processing and law
enforcement, controlled news coverage, regional protectionism in food industry.
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Discourse Analysis of the Medical Professional Talk: Presenting
Information in Academic Communities

Emiko Matsumoto
Juntendo University

In a study of needs analysis for English for Specific Purposes, there are three categories of needs that
can be classified: the needs of discourse community, the needs of teachers and universities, and the
needs of the learners. (Miyama, 2000). As English stands being the international language for
communication, this is a vital point to consider in the medical field. In Japan, among many business
circles, the social status of medical doctors is high compared with that of the US and Europe, so first, the
needs of the discourse community among medical professionals should be analyzed in this study.
Communication in hospitals will ascertain life or death; albeit doctors can assess the situation from
symptoms or with the use of automated medical equipment, only patients can communicate their
response to tests, medications, and any other concerns they may have which can affect treatment
altogether. Sometimes the doctor’s inefficiency for meaningful communication causes problems
because communication becomes much more complex and convoluted when either or both
interlocutors does not speak a shared lingua franca well. An example of this is the context of health care
for indigenous people, who might not speak English as an official language. (Small, 2019). In the
presentation, doctors’ communication with patients and with audiences in academic society as part of
business communication are analyzed by recording and analyzing interviews with several doctors. In
addition, possibility of categorizing the doctors in types of conveying information in business
communication and academic societies are suggested.

There have been several studies that dealt with the identity of medical doctors in Japan. Some of them
discuss the images of physicians ten years after graduation by distributing questionnaires to young
physicians. For example, in a study focused on the self-images of the physicians, Furukawa et al. (1995)
suggested that the identity of medical professionals and self-image of physicians were based on not only
specialist qualifications and an M.D. degree, but also on other criteria such as conducting research,
publication of articles, and presentations at academic meetings. Also, in a study observed the physicians’
moral errors and technical errors while finding a model for self-control in the medical training system in
Japan, Kato (2009) categorized physicians into two groups; a physician who had strong ties with the
university and weak ties with the university. This is one of the catalysts for the classification in the
current study.

If the structure of discourse produced by doctors with university affiliations is quite different from the
discourse of doctors without these affiliations, suggesting those differences can help create some
options for medical students to know what types of strategies they should take to learn in the medical
field effectively, especially by the use of English as a medium of communication not only for academic
purposes but also for proper diagnosis and dialogue between them and their future patients, what must
be the choice they must make for their careers.
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In the process of investigating how the medical doctors in Japan live in a kind of Discourse communities,
the research refers to one of the theoretical models presented by Gee (1999).

He suggested that the Discourses are always embedded in a series of social institutions. Thus, it is useful
to think about social and political issues. He also pointed out that the Discourses existed before each of
us came on the scene and most of them will exist long after we have left the scene. Thus, the current
research also refers to the way medical doctors prepare for oral presentations. In this research, the
following research questions are set.

1. Isit possible to categorize the types of doctors’ way of business communication including
presenting information in medical society?
2. If so, what are the factors that relate to creating several types of presentation styles?

By giving interviews to several doctors who have strong ties with universities and who do not, the
presentation will focus on whether the types of business communication including presenting
information are related with the psychological factors or socio-linguistics factors in search for the
answers to these two research questions.
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Frame Their Facebook and Website Discourse for Success
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Abstract

The traditional model for recruiting employees—live interactions and/or print advertising—has been
dramatically disrupted by two forces: the rise of Millennials and Gen Z in the work force and the
information technology revolution. As a result, e-recruiting has become an HR imperative second only to
operational staffing. A substantial amount of research has been conducted on e-recruiting, but almost
none of it addresses the all-important aspect of effective messaging strategy. To address this gap, our
study will use framing theory to examine recruiting discourse on the websites and Facebook pages of
five corporations recognized by LinkedIn as champion recruiters of young business professionals. We
identified the three prime, issue-specific frames deployed in these online texts and then analyzed how
the related rhetorical elements support the development of the frames’ thematic core and enhance
their suasory impact. The conclusion summarizes key findings and includes brief remarks on the
somewhat differing rhetorical strategies used on the websites and Facebook.

Introduction

Corporate recruitment encompasses all communication-related activities intended to identify and to
attract potential employees (Allen, Van Scotter, & Otondo, 2004). Leading up to the twenty-first century,
corporations focused on the twin priorities of staffing and recruiting, which alternated between
providing spokespersons for live presentations and composing purpose-specific texts for print media
(Blackman, 2006). By the beginning of the twenty-first century, two forces were driving dramatic
changes in the recruiting environment—a demographic shift in the workforce and the information
technology revolution. First, Millennials and then Generation Z began steadily displacing Baby Boomers
in the workplace (Fry, 2018). Of arguably more consequence is the information technology revolution.
Although some significant differences separate these two now-dominant cohorts, as a result of the
information technology revolution, they both matured using laptops, smart phones, and tablets
connected in cyberspace to websites, Twitter, and Facebook. Both now-dominant cohorts comfortably
negotiate a whole range of personal, social, work-related, and job-seeking activities in cyberspace
(Hershatter & Epstein, 2010). They also share expectations of a nurturing corporate culture and sterling
corporate citizenship (Ferguson & Morton-Huddleston, 2016).

Literature Review/Background
Our literature review shows that research on the emerging field of cyber recruiting is considerable in
some areas—like platform design, legal issues, and recruit responsiveness—yet extremely sparse in

others (Maurer & Liu, 2007). Only a few studies focus on effective messaging, and that small corpus
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concentrates on text richness theory and application (Frasca & Edwards, 2017). This study intends to
bridge that gap by using framing theory to analyze recruiting-related texts from the website posts and
Facebook pages of five corporations recognized by LinkedIn as champion recruiters of young business
professionals: Deloitte, JP Morgan, Lockheed Martin, Oracle, and Target (Abbot, 2016). A frame is a
highly compressed cognitive schema that foregrounds selected aspects of a text, and in doing so,
increases the saliency of such key elements as commonplaces, visual displays, or thematic narratives,
which in turn can introduce ideological commentary on how a society should ideally function, which in
turn can decisively influence decision making (Entman, 1993).

The purpose of this study, then, will be to answer three research questions: R1) What are the core
frames used on each corporation’s website? R2) What are the core frames used in each corporation’s
Facebook posts? R3) To what extent is there framing congruence between the two platforms dictated by
single corporate authorship, and to what extent is there divergence prompted by the differing rhetorical
practices/approaches in those two discursive spaces?

Methodology/Analysis

This study encompassed two phases. In the first phase of this study, the researchers surveyed an array
of texts posted on each corporation’s website About Us section. The core frames were identified by
examining those web texts for dominant patterns, repeated themes, phrases, words, and concepts.
These repeated elements were synthesized, and the resulting frame concepts labeled as follows:
empowerment, inclusion, and investment. The second phase involved an analysis of the rhetorical
elements used to develop and to support the thematic core of each frame.

Our analysis of texts from the five corporate websites identified these three frame types:
Empowerment

These corporations use this frame to communicate how they systematically empower transformative
career change for every individual they employ. This frame is mainly developed through commonplaces
of past facts and future facts meant to demonstrate the superiority and relevance of their skills
enhancement and advancement opportunities, through authority derived from awards and associations,
and through written testimonial narratives.

Inclusion

These corporations use this frame to communicate how they strategically enrich their respective talent
pool through their distinctly inclusive recruiting practices. This frame is mainly developed through the
commonplace of past facts regarding efforts to include under-recruited groups (women, persons of
color, persons challenged physically or mentally), the commonplace of future facts regarding internal
and external initiatives to promote racial equity going forward, and testimonial narratives that
personalize the success and benefits of their policies and practices.

Investment
These corporations use this frame to communicate how they aggressively invest in efforts to combat
climate change and ensure the sustainability of their own enterprise. This frame is mainly developed

through examples of ecological remediation sites, the commonplace of past facts regarding reductions
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in emissions and waste and the commonplace of future facts regarding programmatic initiatives to
reduce their environmental footprint.

Our analysis of the Facebook pages of the five corporations identified the following frame types:
Empowerment

Corporations used this frame to inspire employees to invent new technologies and to advance
innovation. This inspiration with one company came in the form of awarding grants to university
research faculty and PhD students.

Inclusion

Corporations used this frame to communicate commitment to inclusion and diversity through images,
with one company incorporating a rainbow around its logo. Included with the images were personal
narratives to inspire and encourage minorities. One company created a storyline with characters to
intentionally increase interest among elementary aged to high school-aged women.

Investment

Corporations used this frame to assistant clients, employees, and the community to identify unrealized
opportunities and provide a path toward solutions. These paths came in the form of

education seminars or working with hundreds of nonprofit organizations worldwide, or using technology
developed by the company to provide solar energy technology to underprivileged communities.

Conclusion

Our research takes a beginning step toward bridging the gap between the technological/managerial
research and the rhetorical research in this field. The three core frames (empowerment, inclusion, and
investment) embedded in both the website and Facebook texts clearly contribute to the recruiting
excellence and success of Deloitte, JP Morgan, Lockheed Martin, and Target. These frames do so in large
part because they associate these corporations with cultural values ostensibly shared with the targeted
audience(s) by virtue of their innovative, proven mentorship programs that empower employee career
success in the twenty-first century, robust advocacy of diversity and inclusion both in the workplace and
in society as a whole, and extensive investment in the development and implementation of sustainable
business practices. The presence of testimonial narratives in both the web texts and Facebook posts
supports the empowerment and inclusion frames by humanizing the benefits of these efforts and thus
adding an emotional appeal to those frames. The web texts’ use of authority in the investment frames
significantly enhances the credibility and legitimacy of messages regarding their corporate stance on the
environment. The principal difference between the web texts and the Facebook posts lies in how these
attributional associations are communicated. The website iterations of past fact/future fact
commonplaces—almost exclusively in the form of written texts-- create a distinctive dynamism through
their description of people, policies, and programs in action, which closely associates those actions with
the five selected corporations. In contrast, this associative dynamism, while present in the Facebook
posts, is largely projected through visual rather than verbal representations of people, policies, and
programs in action and thus attaches/transfers that dynamism to the five selected corporations in a
different perspective.
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In the end, this study is about how these corporate rhetors move their cyber audiences from what is
most likely a somewhat vague, but positive perception of the selected corporations to a readiness at
some level to become engaged in the preliminary stage(s) of the employment application process for
one or all five of these champions.
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"Good Order and Discipline:" When "Do as | Say, Not as | Do" is Not a
Good Leadership Communication Strategy

Rod Carveth
Morgan State University

On March 24, 2020, while the aircraft carrier USS Theodore Roosevelt was in the South Pacific, a
coronavirus outbreak occurred aboard the ship of over 4,000 Navy personnel. The outbreak started with
a few cases, but then the number of cases dramatically increased. Within a week, the ship was forced to
sail to Guam. At that point (March 31), Captain Brett Crozier wrote a four-page letter to over two dozen
individuals along the chain of command requesting that the ship’s crew be evacuated and quarantined:

“Removing the majority of personnel from a deployed U.S. nuclear aircraft carrier and isolating them for
two weeks may seem like an extraordinary measure. ... This is a necessary risk. Keeping over 4,000
young men and women on board the TR is an unnecessary risk and breaks faith with those Sailors
entrusted to our care.”

On April 2, 2002, Captain Brett Crozier was relieved of his command because the letter had leaked —and
was published — by The San Francisco Chronicle. Crozier’s removal was the decision of then-acting
Secretary of the Navy Thomas Modly. Modly announced that he removed Crozier because he sent the
letter over "nonsecure unclassified email" to a "broad array of people" rather than up the chain of
command. "l have no doubt in my mind that Capt. Crozier did what he thought was in the best interest
of the safety and well-being of his crew," Modly observed. "Unfortunately, it did the opposite. It
unnecessarily raised the alarm of the families of our Sailors and Marines with no plans to address those
concerns."

Modly followed up that announcement by flying to Guam and speaking to the ship’s crew directly.
During his 15-minute speech, Modly said of Crozier: “If he didn't think—it was my opinion, that if he
didn't think that information was going to get out into the public, in this information age that we live in,
then he was A, too naive or too stupid to be the commanding officer of a ship like this.”

Modly continued, “l understand you love the guy. It's good that you love him. But you're not required to
love him... Crew of the Teddy Roosevelt. You are no obligation to love your leadership, only to respect it.
You are under no obligation to like your job, only to do it.”

Modly’s speech generated far more media attention than Crozier’s letter, partly because of his attack on
Crozier, partly because of the negative reaction the crew gave it. Modly tried to clean up things by
issuing an apology. Unfortunately, his apology wasn’t clear. Modly suggested that Crozier was not “naive
or stupid,” but then followed up with:
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“I believe, precisely because he is not naive and stupid, that he sent his alarming email with the
intention of getting it into the public domain in an effort to draw public attention to the situation on his
ship. | apologize for any confusion this choice of words may have caused.”

The problem with Modly’s apology is that he has changed his mind about Crozier being naive or stupid,
to now believing that his behavior was purposeful. In other words, Crozier planned on the leak, thus
intentionally going around the chain of command with his actions.

The apology from Modly did him little good. He resigned two days later.

Using media reports from ABC, CBS, NBC, CNN, Fox, the Washington Post, the New York Times, and the
San Francisco Chronicle, as well as transcripts of Crozier’s letter, Modly’s announcement of removing
Crozier, Modly’s speech to the Roosevelt crew, and Modly’s apology, | will present a case study of this
crisis. | will use Benoit’s Theory of Image Restoration to analyze Modly’s apology after his speech
attacking Captain Crozier.

Finally, | will discuss the major takeaway from this case. Acting Secretary Modly charged that Captain
Crozier was not upholding good order and discipline when he sent out his letter. Yet, Modly’s attack on
Crozier demoralized the crew of the USS Theodore Roosevelt. That’s not upholding good order and
discipline, either. For a leader to be successful, that leader’s rhetoric and actions must match. “Do as |
say, not as | do” doesn’t cut in the military — or any other organization.
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Inherent Biases in Algorithms: An Ethical Obligation for
Organizational Transparency

Ralph Palmer
Indiana State University

Ethics has been a long-standing topic in business communication; most textbooks contain either a
separate chapter on this topic or address this topic throughout the book. Publications in business
communication about ethics have largely focused on how to teach students to apply ethical principles in
business communication (Lehman, DuFrene, & Lehman, 2010; McQueeney, 2006; Pomerenke, 1998;
Speck, 1990). Research published about ethics in corporate communication includes a study about
ethics in financial reporting and how these reports communicate ethics to the public (Camiciottoli,
2011). Topics of ethical communications become even more complex in the digital age, as with the
artificial intelligence there is a question of agency and responsibility. One such study focuses on Artificial
Intelligence in Applicant Tracking systems and discusses how to teach strategies to write for one’s
advantage considering the algorithms of these systems (Amare & Manning, 2009). Another study
discusses artificial intelligence’s role in using voice command for planning business meetings (Porter,
2017). While these studies acknowledge that algorithms add a new aspect of business communication
we need to account for, neither of these studies address the ethical aspects of communication to the
public on how companies use algorithms for decision making. As these algorithms are mostly
proprietary, how they make decision about major areas of life, such as healthcare and criminal justice, is
concealed and this lack of transparency should be studied. Although algorithms are software
representations of mathematical computation and concepts of “common understanding,” once they are
fed with data and produce results, they lose their impartiality and are just another human-produced
artifact requiring critical interpretation and assessment.

Because of their increasing role in decision making, algorithms are becoming a new form of political
authority (Amoore & Raley, 2017). Many vendors of ubiquitous algorithms describe their products
utilizing metrics that are represented to be fact based, objective, and rational. These descriptions are
based on assumptions that the models represent “the real world” and are complete and accurate.
Appealing to improved efficiency and accuracy, these algorithms leave no room for multiple realities.
The ethical framework used in the creation of an algorithm will influence the interpretation and results
produced by the algorithm. Current vendor publications concerning algorithms are void of the ethical
framework used by the creators of the algorithms. Transparent business communications about the
ethical framework used in creating and the judgment of input and output data is required to enable
understanding.

This paper will examine the ethical issues of algorithmic bias used in many areas of daily life and
essential services such as healthcare, criminal justice, and governmental resources that inherently
include built in societal prejudices (Ledford, 2019) and will describe the current state of business and
other organizations communication practices about the algorithms they deploy in delivering their
services.
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First, the presentation will discuss the results of three case study analyses of how algorithms used in
three major areas of life have been shown to be biased. One case of algorithmic bias is illustrated by a
widely used algorithm in the healthcare sector which according to Obermeyer, Powers, Vogeli, &
Mullainathan (2019) unwittingly exhibits significant racial bias. This healthcare algorithm which is
classified as a commercial risk prediction tool was designed to reduce healthcare costs by directing the
allocation of resources to the patients who were likely to benefit most. Instead, the algorithm has been
shown to disadvantage minorities (Noble, 2018). The second case of algorithmic bias reviewed is about
criminal risk assessment algorithms that essentially try to determine the trajectory of a person’s life
(Hao, 2019). The resulting impact of this is that communities that have disproportionally been targets of
law enforcement such as the poor and minorities will receive high or bad scores from these criminal risk
assessment algorithms. The third case reviewed in the presentation is an algorithm (VI-SPDAT) used by
many municipalities to match the most vulnerable homeless people with appropriate housing (Eubanks,
2017) by assigning a vulnerability score to individuals. However, the objectivity of this system can be
guestioned because it depends on the degree of applicants’ disclosure and the degree of trust an
applicant has in the authorities. It is well documented in the literature that the poor and minorities have
lower levels of trust in the police and other governmental institutions.

Second, the presentation will explain the current communication practices used by organizations
utilizing algorithms. This part of the presentation will focus on the results of the analyses of company
disclosures regarding their use of these algorithms on their websites. An overall lack of transparency will
be established followed by an ethical argument for why this transparency is needed in business
communication. This lack of transparency is visible in many organizations and is also accompanied by an
extreme emphasis on numbers and facts as if numbers alone can tell the whole story of the human
condition. For example, the developers of the VI-SPDAT algorithm discussed above go to great lengths
on their organization’s website to explain the statistical refinement process of their product, use of
experts and their feedback to legitimize and show the benefits of using their algorithm. However, their
description does not address the actual logic used to create its output or address the ethical framework
or issues of culturally driven biases affecting participant disclosure while filling out the applicant forms.

The outcome of this presentation is that attendees will become more informed and hopefully not accept
output from an algorithm on its face value alone and as a result reject these algorithms as a new and
automatic form of political authority until the ethical framework used is transparently communicated.
Attendees will also be suggested to incorporate discussions of the implications of algorithms into their
business communication and ethics curriculum to improve their students’ critical thinking in this age
when algorithms permeate all aspects of our daily lives. These discussions then can result in the
developing an ethical framework around artificial intelligence and the use of algorithms to ensure
inclusiveness for all members of society.
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Organizational Information Seeking in the Time of COVID-19

Hailey Gillen Hoke
Weber State University

This mixed-methods study in-progress explores how the global COVID-19 pandemic is impacting the
ways in which employees seek the organizational information necessary to do their jobs. In December of
2019, a novel Coronavirus was first observed in Wuhan, China, and has since spread to 216 countries
and territories with 4,628,903 cases and 312,009 deaths as of May 18th (WHO, 2020). The disease
associated with the virus has been named COVID-19 (CDC, 2020), and on March 11th, the COVID-19
outbreak was characterized as a pandemic by the World Health Organization (WHO, 2020).

The main way to control the potential impacts of this pandemic is through means labeled "flattening
the curve", or "using protective practices to slow the rate of COVID-19 infection so hospitals have room,
supplies and doctors for all of the patients who need care" (Maragakis, 2020). The primary way to
flatten the curve is to limit contact between individuals as much as possible, best achieved by through
"social distancing" or "keeping space between yourself and other people outside of your home" (CDC,
2020). In order to encourage social distancing, beginning in early March 2020, individual states in the
United States began implementing "Stay at home" or "shelter in place" orders (Ortiz & Hauck, 2020). By
April 6th, 2020, 43 states had implemented such orders, with the remaining 7 states (Arkansas, lowa,
Nebraska, North Dakota, South Dakota, Utah, and Wyoming) garnering public pressure from Surgeon
General Jerome Adams to also implement these orders (Kamisar, 2020).

As such, many employees began working from home in order to effectively socially distance, some by
choice and others due to official orders from their state. This change, and its quick implementation, has
led to changes in the ways in which employees communicate. The specific area of interest outlined in
this study is that of organizational information-seeking. Miller (1996) identified five distinct information-
seeking tactics that organizational newcomers use to gain necessary information: overt, observe, third
party, indirect, and testing. While employees during the COVID-19 pandemic may not be new to their
position, many were quickly thrust into a "new normal" of working remotely, often with little to no
preparation or experience in "working from home." This in-progress study explores how changes due to
COVID-19 have impacted how and when employees seek relevant organizational information.
Specifically, the study asks participants (who must be working remotely for the first time due to the
pandemic), to complete Miller's (1996) information seeking strategy measure as it applies to their
current work-from-home position. In addition to the information seeking measure, respondents also
report demographic information, information regarding their position, employer, and job
responsibilities, as well as their work from home "set-up" (Wi-Fi, dedicated work-space, access to
needed software and hardware, etc.). Further, respondents are asked to complete a series of open-
ended qualitative questions that will provide more information on the specific challenges and strategies
for information seeking during what is, for many, a rapid and massive change in organizational
functioning. Final data and analysis will provide much needed information on this extremely timely and
important topic.
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Perception vs. Reality: Misinformation and Disinformation in
Corporate and Workplace Communication

Sam DeKay
VP - BNY Mellon Corporation

David Wilton Leapard
Eastern Michigan University

Naomi Warren; Peter W. Cardon
University of Southern California

Susan Lynn Luck
Pfeiffer University

David W. Leapard, “Speaking of Misinformation, Let’s Talk Reverse Mortgages!”

A relatively new instrument has recently appeared on the financial scene called a “Reverse Mortgage.”
The industry has recruited TV stars, including Henry (The Fonz) Winkler and Tom Selleck, to extol the
virtues of this relatively new concept. These celebs are not completely lying, but they are only
presenting one side of the picture.

What really is a reverse mortgage and how does it work? Beyond the endorsement of Winkler and
Selleck there is more to the story and further examination needed. One of the first questions to examine
is who needs a reverse mortgage and why? Beyond that, how do they work and are they as beneficial as
the celebrities proclaim them to be? In my 25 years of teaching Personal Finance at the university level |
often reminded students that if something seems to be too good to be true it probably isn’t. While there
is a grain of truth to the reverse mortgage concept, it needs careful examination if one is to avoid its
pitfalls.

The prime target for these mortgages is older people whose homes are almost paid off, if not
completely. These folks have spent 25 to 30 years or more making their mortgage payments on time and
have gradually accumulated an estate with those payments. With a reverse mortgage the lender will
offer the borrower a large amount of cash which may be taken incrementally or in a lump sum. The
lender will frequently point out that the proceeds derived from the reverse mortgage are completely tax
free. That is the absolute truth since the reverse mortgage is a loan and the proceeds are not taxable
income. They also will often point out that the borrowers can remain in their home for as long as they
live, which is also true. What they often forget to tell you is that it is a requirement and that the
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mortgage is due in full on the sale of the property should they decide to sell and relocate or downsize
before they die.

Can a reverse mortgage ever be a positive for the borrower? Perhaps—in a situation where the owner is
in an end-of-life stage and is not likely to sell or seek another property. Be advised, however, that when
it comes time to settle the estate after death the mortgage company will be represented at the
settlement and will receive payment in full before proceeds from the estate are disbursed. Thus, if the
property is valued at $500,000 and the reverse mortgage accumulation is $200,000 it will be subtracted
from the value—reducing the estate to $300,000. These mortgages are legitimate instruments but
require careful examination before acceptance.

Naomi Warren and Peter W. Cardon, “How Transparent are Vendors About the Algorithms for Job
Hiring Software?”

Hundreds of software vendors are developing platforms to help recruiters more effectively attract and
hire talent. These platforms include hiring functions such as testing and assessment, applicant tracking
systems, video interviewing, and recruitment CRMs. Increasingly, these platforms also include
automated tools to improve efficiencies. Many vendors suggest these automated tools decrease human
biases. These automated systems rely on algorithms, often built on Al capabilities, to make decisions
and recommendations about prospective talent. Still, the rate at which automated systems has
developed has outpaced opportunities for assessments by independent researchers (Rahavan et al.,
2020).

There are many high-profile examples of algorithm-driven, automated systems failing. For example,
Amazon experimented with an automated system to read job résumés and create short lists of the most
highly qualified candidates. They found that the systems often discriminated against women for
software developer and other techn