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Preface

The importance of human relations can be summarized in one concise law of personal and
organizational success: All work is done through relationships. The quality of our personal
and professional relationships, in many ways, determines the quality of our lives.

Those who enter the workforce today encounter a work/life landscape that is more
complex and unpredictable than at any other time in history. The mastery of interperso-
nal relationship skills gives us the self-confidence needed to achieve success in our highly
competitive workforce. People who have superb interpersonal skills are more likely to be
hired and more likely to receive promotions. Leadership skills become more important
the higher you rise in the organization.

Effective Human Relations: Interpersonal and Organizational Applications, thirteenth
edition, continues to be one of the most practical and applied textbooks in a wide variety of
courses in leading colleges and universities. The revision process involved a review of over
1,200 articles that appeared in Fast Company, Inc. magazine, The Wall Street Journal,
Fortune, Harvard Business Review, Health & Spirituality, and dozens of other resources. The
authors have also reviewed many bestselling books and research reports written by scholars
who are searching for what is true, right, and lasting in the field of interpersonal relations.

BUILDING ON PREVIOUS STRENGTHS

Effective Human Relations: Interpersonal and Organizational Applications, thirteenth edi-
tion, is one of the most widely adopted human relations texts available today. It has been
successful because the authors continue to build on strengths that have been enthusiasti-
cally praised by instructors and students. The latest workforce developments, global
trends, and communication technologies that influence human relations have made this a
highly practical text in a wide variety of courses in leading colleges and universities.

m The “total person” approach to human relations continues to be a dominant theme
of this new edition. We continue to believe that human behavior at work and in our
private lives is influenced by many interdependent traits such as emotional balance,
self-awareness, integrity, self-esteem, physical fitness, and healthy spirituality. This
approach focuses on those interpersonal relationship skills needed to be well-
rounded and thoroughly prepared to handle a wide range of human relations prob-
lems and issues.

m This edition, like all previous editions, provides the reader with an in-depth presenta-
tion of the seven major themes of effective human relations: Communication, Self-
Awareness, Self-Acceptance, Motivation, Trust, Self-Disclosure, and Conflict Resolu-
tion. These broad themes serve as the foundation for contemporary human relations
courses and training programs.

m Self-assessment and self-development opportunities are strategically placed
throughout the entire text. One of the few certainties in today’s rapidly changing
workplace is the realization that we must assume greater responsibility for develop-
ing and upgrading our own skills and competencies. In many cases, self-development
begins with self-awareness. A deficit in self-awareness can be damaging to one’s per-
sonal relationships and career success.

Xvii
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xviii PREFACE

A hallmark of this edition, and of all previous editions, is the use of many real-world
examples of human relations issues and practices. These examples build the reader’s interest
and promote understanding of major topics and concepts. Many of the organizations cited in
the thirteenth edition have been recognized by the authors of “The 100 Best Companies to
Work For,” “The 100 Best Corporate Citizens,” “100 Best Companies for Working Mothers,”
and “America’s 50 Best Companies for Minorities.” The thirteenth edition also includes com-
panies who have received the Top Small Workplace Award given by the Wall Street Journal.

STAYING ON THE CUTTING EDGE—NEW TO THIS EDITION

m The thirteenth edition of Effective Human Relations: Interpersonal and Organiza-
tional Applications is updated to reflect the growing importance of the human ele-
ment in our service-oriented, information-saturated, global economy. The authors
continue to build on topics of emerging importance with expanded coverage of gen-
erational differences, the changing issues women and men face in the workplace, and
communication technologies that influence human relations.

m This comprehensive edition presents the latest thinking, theories, and data on many
of the most important topics of our times: leadership, working virtually, happiness
and positive psychology, the importance of "personal branding," social media in the
job market, cultural intelligence, emotional intelligence, work-life balance, managing
strengths, moral and ethical choices, goal setting, the root causes of negative atti-
tudes, and leading teams. The text also explores the most vital elements organizations
need today to create a dynamic and thriving company culture.

m This is a highly practical text designed to help students achieve the insight, knowl-
edge, and relationship skills needed to build a successful career, create enduring rela-
tionships in their personal and professional lives, and the mental, physical, and
emotional skills needed to adapt and change in a highly connected, global world.

Major Changes and Improvements
These significant changes and improvements can be found in the thirteenth edition:

Every chapter features new opening vignettes and closing cases.
Every chapter includes a Career Insight that provides practical tips for job hunters
and career changers.
Expanded coverage of workforce diversity and inclusion is presented.
There are 13 new Human Relations in Action featuring fresh new insights from
leading companies.

m There are 23 new Total Person Insights presented by respected business leaders and
authors.

m 20 new chapter cases are updated to reflect current thinking on the most relevant
topics to human relations.

m There are 14 “How To” examples to guide students in mastering concepts and build-
ing skills through practical application.

m Social media and its impact on job search, career management, personal branding,
and communication is updated throughout the text.

m New research has been added about positive psychology, and its practical application
to organizational and personal communication.

m The significance and essential steps to create a thriving company culture is a promi-
nent theme throughout the text.

m Coverage of generational differences has been updated and expanded, including the
complexities of managing four generations in the workforce.

m  More than 40 new photographic images and illustrations enhance the learning process.
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PREFACE Xix

m Every chapter has been updated to include new real-world and international exam-
ples of both large and small companies.

m Expanded coverage of unconscious bias is presented.

m New information is introduced on the practice of mindfulness.

CHAPTER ORGANIZATION

This book is divided into six parts. Part 1, “Human Relations: The Key to Personal
Growth and Career Success,” provides a strong rationale for the study of human rela-
tions and reviews the historical development of this field. One important highlight of
Chapter 1 is a detailed discussion of the major developments influencing behavior at
work. This material helps students develop a new appreciation for the complex nature of
human behavior in a work setting. The communication process—the basis for effective
human relations—is explained at both an individual and an organizational level in Chap-
ter 2. Social media and its impact on communication is discussed in this chapter.

Part 2, “Career Success Begins with Knowing Yourself,” reflects the basic fact that
our effectiveness in dealing with others depends in large measure on our self-awareness
and self-acceptance. We believe that by building high self-esteem and by learning to
explore inner attitudes, motivations, and values, the reader will learn to be more sensitive
to the way others think, feel, and act. Complete chapters are devoted to such topics as
communication styles, building high self-esteem, personal values and ethical choices, atti-
tude formation, and motivation.

Part 3, “Personal Strategies for Improving Human Relations,” comprises four
chapters that feature a variety of practical strategies that can be used to develop and
maintain good relationships with coworkers, supervisors, and customers. Chapters on
constructive self-disclosure, learning to achieve emotional control, building stronger rela-
tionships by applying the fundamentals of positive psychology, and developing a profes-
sional presence are featured in this part of the text.

In Part 4, “If We All Work Together...,” the concepts of team building and conflict
resolution are given detailed coverage. Because employers are increasingly organizing
employees into teams, the chapter on team-building leadership strategies (Chapter 12)
takes on major importance. The chapter on conflict resolution (Chapter 13) describes
several basic conflict resolution strategies, discusses ways to deal with difficult people,
and provides an introduction to the role of labor unions in today’s workforce.

Part 5, “Special Challenges in Human Relations,” is designed to help the reader
deal with some unique problem areas—coping with personal and work-related stress,
working effectively in a diverse workforce, and understanding the changing roles of men
and women. The reader is offered many suggestions on ways to deal effectively with these
challenges.

Part 6, “You Can Plan for Success,” features the final chapter, which serves as a
capstone for the entire text. This chapter offers suggestions on how to develop a life plan
for effective human relations. Students will be introduced to a new definition of success
and learn how to better cope with life’s uncertainties and disappointments. This chapter
also describes the nonfinancial resources that truly enrich a person’s life.

TOOLS THAT ENHANCE THE TEACHING/LEARNING PROCESS

The extensive supplements package accompanying the thirteenth edition of Effective
Human Relations: Interpersonal and Organizational Applications includes a variety of
new and traditional tools that will aid both teaching and learning. The supplements
emphasize learning by doing.
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STUDENT SUPPORT

Management CourseMate

This robust website includes interactive games, quizzes, streaming videos, PowerPoint®
slides, and more, and is designed for use in conjunction with the text to enhance learning
and broaden student understanding.

INSTRUCTOR SUPPORT

Instructor’s Resource Manual

The Instructor’s Resource Manual, found on the instructor website, includes two parts.
Part One contains, for each chapter, a Chapter Preview, Purpose and Perspective, Presen-
tation Outline, Suggested Responses to Critical Thinking and Skill Development Chal-
lenges, Answers to Try Your Hand exercises, and additional application exercises. Part
Two contains Instructional Games.

Test Bank

The Test Bank contains 20 true/false, 20 multiple choice, 10 completion, 10 short answer/
essay, and 5 short case multiple choice questions per chapter.

PowerPoint® Slides

These dynamic slides are available on the instructor companion website. The slides follow
the structure of the chapter and facilitate in-class discussion of key concepts. Additional
talking points and non-text material are included in the instructor version of the slides.
The student versions of the slides are available on the CourseMate website.

DVD

The video package consists of several segments that illustrate chapter concepts using
examples from real-world companies. Teaching notes and suggested uses for the seg-
ments are included in the DVD Guide found on the instructor website.

Instructor Companion Website

The instructor companion website includes electronic Instructor’s Manual files, electronic
Test Bank files, PowerPoint® slides, and a DVD Guide.

THE SEARCH FOR WISDOM

The search for what is true, right, or lasting has become more difficult because we live in
Wisdom the midst of an information explosion. The Internet is an excellent source of mass infor-
mation, but it is seldom the source of wisdom. Television often reduces complicated ideas
to a sound bite. Books continue to be among the best sources of knowledge. Many new
books, and several classics, were used as references for the thirteenth edition of Effective
Human Relations: Interpersonal and Organizational Applications. A sample of the books
Information we used to prepare this edition follows:

How Full Is Your Bucket? by Tom Rath and Donald O. Clifton
A Whole New Mind by Daniel H. Pink
Now Discover Your Strengths by Marcus Buckingham and Donald O. Clifton

Knowledge

The Success Principles by Jack Canfield

The Leadership Challenge by James M. Kouzes and Barry Z. Posner
The Sedona Method by Hale Dwoskin

The Art of Happiness by the Dalai Lama and Howard C. Culter
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Mindfulness for Beginners by Ann Demarais and Valarie White

Reinventing You by Dorie Clark

The 4-Hour Workweek by Timothy Ferriss

Be Your Own Brand by David McNally and Karl D. Speak

Civility—Manners, Morals, and the Etiquette of Democracy by Stephen L. Carter
Complete Business Etiquette Handbook by Barbara Pachter and Majorie Brody
Creative Visualization by Shakti Gawain

Do What You Love ... The Money will Follow by Marsha Sinetar

Emotional Intelligence by Daniel Goleman

The Speed of Trust by Stephen M. R. Covey

The Four Agreements by Don Miquel Ruiz

Getting to Yes by Roger Fisher and William Ury

How to Win Friends and Influence People by Dale Carnegie

The Human Side of Enterprise by Douglas McGregor

I'm OK—You’re OK by Thomas Harris

Minding the Body, Mending the Mind by Joan Borysenko

Multicultural Manners—New Rules of Etiquette for a Changing Society by Norine Dresser
The 100 Absolutely Unbreakable Laws of Business Success by Brian Tracy

1001 Ways to Reward Employees by Bob Nelson

Psycho-Cybernetics by Maxwell Maltz

Self-Matters: Creating Your Life from the Inside Out by Phillip C. McGraw

The 7 Habits of Highly Effective People by Stephen Covey

The 17 Essential Qualities of a Team Player by John C. Maxwell

The Carrot Principle by Adrian Gostick and Chester Elton

The Six Pillars of Self-Esteem by Nathaniel Branden

Spectacular Teamwork by Robert R. Blake, Jane Srygley Mouton, and Robert L. Allen
Working with Emotional Intelligence by Daniel Goleman

The Five Dysfunctions of a Team by Patrick Lencioni

The Happiness Advantage by Shawn Achor

Happier by Talben-Shahar

Real-Time Marketing for Business Growth by Monique Reece

Peak by Chip Conley

Delivering Happiness by Tony Hsieh

Positivity by Barbara Fredrickson

To Sell Is Human by Daniel Pink

Quiet by Susan Cain

StrengthsFinder 2.0 by Tom Rath

Crucial Conversations by Kerry Patterson, Joseph Grenny, Ron McMillian, Al Switzler
Fierce Conversations by Susan Scott

Who Moved My Cheese? by Spencer Johnson

Miss Manners Minds Your Business by Judith Martin and Nicholas Ivor Martin
The Power of Positive Confrontation by Barbara Pachter
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CHAPTER PREVIEW

LEARNING OBJECTIVES

After studying Chapter 1,
you will be able to

1-1 Explain the nature, purpose,
and importance of human
relations.

1-2 Identify major developments
in the workplace that have
given new importance to
human relations.

1-3 Identify major forces
influencing human behavior
at work.

1-4 Review the historical
development of the human
relations movement.

1-5 Identify seven major themes
that serve as the foundation
for effective human relations.

Image Source/Getty Images

Introduction to Human
Relations
TIP OF THE ICEBERG | parOCiNG HUMAN

hanks to the landmark contributions of several contemporary minds, we

have learned more about who we are, how we think, and what we do.

These eminent writers and thinkers have given us several new principles

of psychology. One important example is the research conducted by
John Mayer and Peter Salovey that established the theory of emotional intelli-
gence (EQ). They discovered that persons with EQ were better liked by others,
had better social relations, and attained greater well-being than others.

The best-selling book Emotional Intelligence by Daniel Goleman created a
great deal of interest in EQ. Goleman stated that academic or technical ability is
the threshold requirement to gain entry to a career. Beyond this, the major fac-
tors that contribute to career success are such EQ qualities as empathy toward
others, adaptability to change, resilience, ability to handle disagreements, and
self-awareness. Emotional intelligence can matter more than 1Q.

The positive psychology movement, founded by Martin Seligman, represents
another landmark development in psychology. Research emerging from positive
psychology labs all over the world indicates that we become more successful
when we are happier and more positive.? The fundamentals of positive psychol-
ogy have been reported in Authentic Happiness: Using the New Positive Psychol-
ogy to Realize Your Potential for Lasting Fulfillment by Martin Seligman, The
Happiness Advantage by Shawn Achor, and Positivity by Barbara Fredrickson.

How we interact with other people is one of the more complex functions
the brain must perform. The study of emotional intelligence, positive psychol-
ogy and other important topics covered in this text helps us develop the non-
technical skills needed in the twenty-first-century workforce.
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Consistently ranked as one of the Top 100 Companies to work for by Fortune magazine, Whole Foods
Market focuses on the satisfaction of both its customers and its employees.

TECHNICAL SKILLS AREN'T ENOUGH

Bl A lack of technical skills is not the primary reason new hires fail to meet employer
expectations and experienced workers falter on the road to career success. Today a grow-
ing number of employers seek employees who are skilled in the areas of human interac-
tion. Interpersonal skills, sometimes described as soft or people skills, fall into two
categories:3

Personal qualities: Treating others with sensitivity, making the right ethical choices,
emotional control, ability to work as a team member, etc.

Thinking skills: Ability to engage in creative problem solving, make appropriate deci-
sions, apply critical listening skills, etc.

Interpersonal skills are as learnable as software programs or a new electronic messag-
ing system. And, interpersonal skills can enhance a résumé and a job interview.

Total Person JlaNlelals

Work requiring extensive human interactions is the fastest-growing category of employ-
ment in developed countries. Among these positions are jobs held by a variety of knowl-
edge workers—managers, sales representatives, engineers, medical personnel, lawyers,
and other skilled professionals who serve as the engine of the knowledge economy.

Source: Susan Lund, James Manyika, and Sree Ramaswamy, “Preparing for a New Era of Work, "
McKinsey Quarterly, November, 2012; Geoff Colvin, “In the Future, Will There Be Any Work Left for
People to Do?” Fortune, June 2, 2014, p. 196.
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Small Business Career Opportunities

Small business is the biggest driver of job creation in America. Many of the most success-
ful firms seek employees with well-developed interpersonal skills. David Biggar, founder
of Vintage Point wine sales, says his philosophy is: “Create a company where relation-
ships mean everything.”* Ron Conway, cofounder of Altos Computer Systems, wants his
employees to form a personal relationship with every customer. The phrase “It’s not what
you know, but who you know” summarizes his philosophy.’

Human Relations Defined

[  The term human relations in its broadest sense covers all types of interactions among
people—their conflicts, cooperative efforts, and group relationships. It is the study of why
our beliefs, attitudes, and behaviors sometimes cause relationship problems in our per-
sonal lives and in work-related situations. The study of human relations emphasizes the
analysis of human behavior, prevention strategies, resolution of behavioral problems, and
self-development.

Major Developments that Give New Importance to
Human Relations

Every organization depends on three essential factors: people, process, and technology.
The first success factor is people.® Personal and interpersonal effectiveness set the stage
for career success. Studies indicate that communication and interpersonal skills are highly
rated by nearly all employers who are hiring new employees.

Several important developments in the workplace have given new importance
to human relations. Each of the following developments provides support for human
relations.

m The labor market has become a place of churning dislocation caused by the heavy vol-
ume of mergers, acquisitions, business closings, bankruptcies, downsizings, and out-
sourcing of jobs to foreign countries. Executives often view downsizing as an
important step toward profitability. During periods of large-scale employee layofts,
we see the development of an employers’ market. Firms take longer to fill jobs, wait-
ing for the perfect employee. They prefer candidates with wide-ranging skill sets who
are willing to take on multiple tasks and learn new ones.”

m  Changing work patterns create new opportunities and new challenges. Throughout the
past few years, the United States has embraced a flexible labor force. Data reported
by the Bureau of Labor Statistics indicates that about 26 percent of working Ameri-
cans have nonstandard jobs. The largest group of people in this category is tempo-
rary or part-time workers. Another large segment of the nonstandard workforce are
self-employed. When enterprising persons are laid off by corporations, they increas-
ingly become independent consultants, contractors, landscape gardeners, carpenters,
and freelancers.®

m Organizations are increasingly oriented toward service to clients, patients, and custom-
ers. We live in a service economy where relationships are often more important than
products. Restaurants, hospitals, banks, public utilities, colleges, airlines, and retail

stores all must now gain and retain the patronage of their clients and
We live in a service economy customers. In any service-type firm, there are thousands of “moments
where relationships are often more of truth”—those critical incidents in which customers come into con-
tact with the organization and form their impressions of its quality

important than products. and service
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“Since your job credentials are identical,
we'll play musical chairs.”

Cartoonresource/Shutterstock.com

m Workplace incivility is increasingly a threat to employee relationships. In this
information-based, high-tech, constantly changing global economy, we are witnessing an
increase in workplace incivility. Rude behavior in the form of high-decibel cell phone
conversations, use of profanity, or failure to display simple courtesies such as saying
“thank you” can damage workplace relationships. A study conducted by Cisco Systems
Inc. found that the cost of incivility in its organization topped $8.3 million annually.”

m Many companies are organizing their workers into teams in which each employee
plays a part. Organizations eager to improve quality, improve job satisfaction,
increase worker participation in decision making and problem solving, and improve
customer service are turning to teams.

Although some organizations have successfully harnessed the power of teams, others
have encountered problems. One barrier to productivity is the employee who lacks the
skills needed to be a team member. In making the transition to a team environment, team
members need skills such as relationship building, group decision making, commitment
to team goals and values, conflict resolution, and communications."

m Diversity has become a prominent characteristic of today’s workforce. A number of
trends have contributed to greater workforce diversity. Throughout the past two dec-
ades, participation in the labor force by Asian Americans, African Americans, and
Hispanics has increased; labor force participation by adult women has risen to a
record 60 percent; the employment door for people with physical or mental impair-
ments has opened wider; and larger numbers of young workers are working with
members of the expanding 50-plus age group. Within this heterogeneous workforce,
we will find a multitude of values, expectations, and work habits. The major aspects
of workforce diversity are discussed in Chapters 15 and 16.
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Total Person figSle]q)

“The employee skills gaps talked about most are not technical, math or reading prob-
lems. Instead, employers’ top concern is lack of soft skills needed for success in almost
every role.”

Source: Bruce Clarke, “Employees Have Hard Time Finding Soft Skills in Workplace,” News &
Observer, January 27, 2013, p. 3E.

The Challenge of Human Relations

To develop and apply the wide range of human relations skills needed in today’s work-
place can be extremely challenging. You will be working with clients, customers, patients,
and other workers who vary greatly in age, work background, communications style, val-
ues, cultural background, gender, and work ethic.

Human relations is further complicated by the fact that we must manage three types of
relationships (see Figure 1.1). The first relationship is the one with ourselves. Many people
carry around a set of ideas and feelings about themselves that are quite negative and in most
cases quite inaccurate. People who have negative feelings about their abilities and accom-
plishments and who engage in constant self-criticism must struggle to maintain a good
relationship with themselves. The importance of high self-esteem is addressed in Chapter 4.

DEFINING TALENT AT PWC

uman
RELATIONS PricewaterhouseCoopers has 175,000 employees working in 154 countries. The company pro-
in Action vides a wide range of audit, tax, and advisory services. Dennis Nally, CEO, says having technical
000 skills is important but that's almost a given these days. Talent is having the right softer skills in
m terms of being able to work in a collaborative environment, teaming with people, communicat-
ing well, and demonstrating sensitivities to cultural diversity.

Source: Javier Espinoza, “PwC’s CEO Switches Tactics to Keep Millennials,” Wall Street Journal, July 11,
2011, p. B4.

The second type of relationship we must learn to manage is the one-to-one relation-
ships we face in our personal and work lives. People in the health-care field, sales, food
service, and a host of other occupations face this challenge many times each day. In some
cases, racial, age, or gender bias serves as a barrier to good human relations. Communica-
tion style bias, a topic that is discussed in Chapter 3, is another common barrier to effec-
tive one-to-one relationships.

The third challenge we face is the management of relationships with members of a
group. As already noted, many workers are assigned to a team on either a full-time or a
part-time basis. Lack of cooperation among team members can result in quality and pro-
ductivity problems.

The Influence of the Behavioral Sciences

The field of human relations draws on the behavioral sciences—psychology, sociology,
and anthropology. Basically, these sciences focus on the why of human behavior. Psychol-
ogy attempts to find out why individuals act as they do, and sociology and anthropology
concentrate primarily on group dynamics and social interaction. Human relations differs
from the behavioral sciences in one important respect. Although also interested in the
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Figure 1.1 = Major Relationship Management Challenges

ALL WORK IS DONE
THROUGH
RELATIONSHIPS

Group
members

One-to-one

why of human behavior, human relations goes further and looks at what can be done to
anticipate problems, resolve them, or even prevent them from happening. In other words,
this field emphasizes knowledge that can be applied in practical ways to problems of
interpersonal relations at work or in our personal lives.

Human Relations and the “Total Person”

The material in this book focuses on human relations as the study of how people satisfy
both personal and work-related needs. We believe, as do most authors in the field of inter-
personal relations, that such human traits as physical fitness, emotional control,
self-awareness, self-esteem, and values orientation are interdependent. Although some
organizations may occasionally wish they could employ only a person’s physical strength
or creative powers, all that can be employed is the total person. A person’s separate char-
acteristics are part of a single system making up that whole person. Work life is not
totally separate from home life, and emotional conditions are not separate from physical
conditions. The quality of one’s work, for example, is often related to one’s ability to cope
with the stress created by family problems.

Many organizations are beginning to recognize that when the whole person is
improved, significant benefits accrue to the firm. These organizations are establishing em-
ployee development programs that address the total person, not just the employee skills
needed to perform the job. Gregg Appliances, Inc., an appliance and electronics retail
chain, offers employees education programs that help them cope with marital stresses.'!
International Business Machines (IBM) has launched a program to combat childhood
obesity among employees’ children.'” Some organizations offer lunchtime seminars on
financial planning, parenting skills, and other topics.

Total Person figSle]q)

“We know two things for certain: Incivility is expensive, and few organizations recognize
or take action to curtail it.”

Source: Christine Porath and Christine Pearson, “The Price of Incivility—Lack of Respect Hurts Morale
and the Bottom Line,” Harvard Business Review, January—February 2013, p. 116.
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The Need for a Supportive Environment

Some people in leadership positions do not believe that total person development, job
enrichment, motivation techniques, or career development strategies help increase pro-
ductivity or strengthen worker commitment to the job. It is true that when such practices
are tried without full commitment or without full management support, there is a good
chance they will fail. Such failures often have a demoralizing effect on employees and
management alike.

A basic assumption of this book is that human relations, when applied in a positive
and supportive environment, can help people achieve greater personal and professional
satisfaction from their careers and help increase an organization’s productivity and
efficiency.

NUMBER ONE AGAIN

uman
RE L.ATIONS Each year, a list of the 100 best companies to work for is published in Fortune magazine. Job
in Action seekers need to study the list carefully because these are companies where morale is high and
000 interpersonal relationships are characterized by a high level of trust and camaraderie. Google,
m the large (34,311 employees) Internet services and retailing company, has been ranked number
one five times.

Source: Milton Moskowitz and Robert Levering, “The 100 Best Companies to Work For,” Fortune,
February 3, 2014, p. 108.

THE FORCES INFLUENCING BEHAVIOR AT WORK

Bl  This book will increase your knowledge of factors that influence human behavior in a
variety of work settings. An understanding of human behavior at work begins with a
review of the six major forces that affect every employee, regardless of the size of the or-
ganization. As Figure 1.2 indicates, these are organizational culture, supervisory-manage-
ment influence, work group influence, job influence, personal characteristics of the
worker, and family influence.

Organizational Culture

Every organization, whether a manufacturing plant, retail store, hospital, or government
agency, has its own unique culture. The organizational culture is the collection of shared
values, beliefs, rituals, stories, and myths that foster a feeling of community among organ-
izational members."? The culture of an organization is, in most cases, the reflection of the
deeply held values and behaviors of a small group of individuals. In a large organization,
the chief executive officer (CEO) and a handful of senior executives will shape the culture.
In a small company, the culture may flow from the values held by the founder.'*

) ) Google, the popular Internet services and retailing company,
It is no exaggeration to say that has developed a culture that emphasizes customer service. One slo-
supervisors and managers are the gan sumr;arizes 1tshe Google philosophy: “Focus on the user and ali

else will follow.”"” Google consistently ranks at or near the top o
P Okes.p ers'ons 07 G Fortune’s Best Companies to Work For list.
organization. In the new economy, almost every source of organizational
success—technology, financial structure, and competitive strategy—
can be copied in an amazingly short period of time.'® However,
making customers the center of the company culture can take years.
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Figure 1.2 m Major Forces Influencing Worker Behavior
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Supervisory-Management Influence

Supervisory-management personnel are in a key position to influence employee behavior.
It is no exaggeration to say that supervisors and managers are the spokespersons for the
organization. Their philosophy, competence, leadership style, and integrity establish the
organization’s culture in the eyes of employees. Each employee develops certain percep-
tions about the organization’s concern for his or her welfare. These perceptions, in turn,
influence such important factors as productivity, customer relations, safety consciousness,
and loyalty to the firm.

Work Group Influence

In recent years, behavioral scientists have devoted considerable research to determining
the influence of group affiliation on the individual worker. This research has identified
three functions of group membership. First, it can satisfy social needs. When employees
feel more connected to their colleagues at work, they are generally more productive.'”
Many people find the hours spent at work enjoyable because coworkers provide needed
social support. Second, the work group can provide the emotional support needed to deal
with pressures and problems on or off the job. Finally, the group provides assistance in
solving problems and meeting goals. A cohesive work group lends support and provides
the resources we need to be productive workers.

Job Influence

Work in modern societies does more than fulfill economic needs. When we find meaning
and fulfillment in our jobs, we become more complete as human beings.'"® As one
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A work group can be a positive influence in employees’ lives when group members offer each other job
assistance and emotional support.

organizational consultant noted, work has taken center stage in the lives of most people:
“We spend most of our waking hours doing our jobs, thinking about work, and getting to
and from our workplaces. When we feel good about our work, we tend to feel good about
our lives. When we find our work unsatisfying and unrewarding, we don’t feel good.”"’
Unfortunately, many people hold jobs that do not make them feel good. Many workers
perceive their jobs to be meaningless and boring. Some workers experience frustration
because they feel powerless to influence their working conditions.

Personal Characteristics of the Worker

Every worker brings to the job a combination of abilities, interests, aptitudes, values, and
expectations. Worker behavior on the job is most frequently a reflection of how well the
work environment accommodates the unique characteristics of each worker.

Identifying the ideal work environment for today’s workforce is difficult. A single
parent may greatly value a flexible work schedule and child care. The recipient of a new
business degree may seek a position with a new high-tech firm, hoping to make a lot of
money in a hurry. Other workers may desire more leisure time, and some workers seek
job security.

Coming into the workplace today is a new generation of workers with value systems
and expectations about work that often differ from those of the previous generation.
Today’s better-educated and better-informed workers value identity and achievement.
They also have a heightened sense of their rights.

Family Influence

A majority of undergraduates and those currently employed name balancing work and
personal life as their top career goal.”® Most people want time for family, friends, and
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leisure pursuits. However, finding employers who truly support work/life balance can be
difficult, especially during a slowing economy.

The number of dual-income families has doubled since 1950. Both parents have jobs
in over 60 percent of married-couple homes. When both partners are working long
hours, it may be difficult to balance career and family choices. Some long-standing work
and family problems include a lack of quality, affordable child care, inflexible work sched-
ules, and time management problems. These issues will be discussed in Chapter 16.

THE DEVELOPMENT OF THE HUMAN RELATIONS MOVEMENT

1  The early attempts to improve productivity in manufacturing focused mainly on trying to
improve such things as plant layout and mechanical processes. But, over time, there was
more interest in redefining the nature of work and perceiving workers as complex human
beings. This change reflected a shift in values from a concern with things to a greater con-
cern for people. In this section, we briefly examine a few major developments that influ-
enced the human relations movement.

The Impact of the Industrial Revolution

The Industrial Revolution marked a shift from home-based, handcrafted processes to
large-scale factory production. Before the Industrial Revolution, most work was per-
formed by individual craft workers or members of craft guilds. Generally, each worker
saw a project through from start to finish. Skills such as tailoring, carpentry, and shoe-
making took a long time to perfect and were often a source of pride to an individual or a
community. Under this system, however, output was limited.

The Industrial Revolution had a profound effect on the nature of work and the role of
the worker. Previously, an individual tailor could make only a few items of clothing in a
week’s time; factories could now make hundreds. However, the early industrial plants were
not very efficient because there was very little uniformity in the way tasks were performed.
It was this problem that set the stage for research by a man who changed work forever.

Taylor’s Scientific Management

In 1874, Frederick W. Taylor obtained a job as an apprentice in a machine shop. He rose
to the position of foreman, and, in this role, he became aware of the inefficiency and
waste throughout the plant. In most cases, workers were left on their own to determine
how to do their jobs. Taylor began to systematically study each job and break it down
into its smallest movements. He discovered ways to reduce the number of motions and
get rid of time-wasting efforts. Workers willing to follow Taylor’s instruction found that
their productivity increased.*!

Frederick W. Taylor started the scientific management movement, and his ideas
continue to influence the workplace today. Critics of Taylor’s approach say that the speci-
alized tasks workers perform often require manual skills but very little or no thinking.

Total Person Jlalelals

“You can only get so much more productivity out of reorganization and automation.
Where you really get productivity leaps is in the minds and hearts of people.”

Source: James Baughman quote from Frank Rose, “A New Age for Business?” Fortune, October 8,
1990, p. 162.
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Mayo’s Hawthorne Studies

Harvard Business School Professor Elton Mayo and his colleagues accidentally discovered
part of the answer to variations in worker performance while conducting research in the
mid-1920s at the Hawthorne Western Electric plant, located near Chicago. Their original
goal was to study the effect of illumination, ventilation, and fatigue on production work-
ers in the plant. Their research, known as the Hawthorne studies, became a sweeping
investigation into the role of human relations in group and individual productivity. These
studies also gave rise to the profession of industrial psychology by legitimizing the human
factor as an element in business operations.**

After three years of experimenting with lighting and other physical aspects of work,
Mayo made two important discoveries. First, all the attention focused on workers who
participated in the research made them feel more important. For the first time, they were
getting feedback on their job performance. In addition, test conditions allowed them
greater freedom from supervisory control. Under these circumstances, morale and moti-
vation increased and productivity rose.

Second, Mayo found that the interaction of workers on the job created a network of
relationships called an informal organization. This organization exerted considerable
influence on workers’ performance.

Although some observers have criticized the Hawthorne studies for flawed research
methodology, this research laid the foundation for the field of organizational behavior.>®

From the Great Depression to Today

During the Great Depression, interest in human relations research waned as other ways of
humanizing the workplace gained momentum. During that period, unions increased their
militant campaigns to organize workers and force employers to pay attention to such
issues as working conditions, higher pay, shorter hours, and protection for child laborers.

After World War II and during the years of postwar economic expansion, interest in
the human relations field increased. Countless papers and research studies on worker effi-
ciency, group dynamics, organization, and motivational methods were published. Douglas
McGregor, in his classic book The Human Side of Enterprise, argued that how well an
organization performs is directly proportional to its ability to tap human potential.**
Abraham Maslow, a noted psychologist, devised a “hierarchy of needs,” stating that peo-
ple satisfied their needs in a particular order. Later, Frederick Herzberg proposed an im-
portant theory of employee motivation based on satisfaction. Each theory had
considerable influence on the study of motivation and is explored in detail in Chapter 7.
Since the 1950s, theories and concepts regarding human behavior have focused more and
more on an understanding of human interaction.

Peter Drucker, often described as the greatest management thinker and writer of all
time, influenced organizational behavior for a period of 60 years. He originated the view
of the corporation as a human community built on trust and respect for the worker. He
made clear there is “No business without a customer,” a simple concept that created
greater support for customer services.”

BIG-BOOK BLOCKBUSTERS

uman
REL.A-IAIONS Each year, between 4,000 and 5,000 new books claiming to be about business are published.
in Action Here is a list of five heavyweights that have had a major impact on the way we view interperso-

000 nal relations:

m m The One Minute Manager by Kenneth Blanchard and Spencer Johnson. (Published in 1982
and still making best-seller lists.)
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m Reengineering the Corporation by Michael Hammer and James Champy. (A BusinessWeek
reviewer said, “May well be the best-written book for the managerial masses since In
Search of Excellence.”)

m Built to Last by Jim Collins. (According to USA Today, it's “one of the most eye-opening
business studies since In Search of Excellence.)

m /n Search of Excellence by Tom Peters and Robert Waterman. (Described by the Wall Street
Journal as "one of those rare books on management that are both consistently thought
provoking and fun to read."”)

m How to Win Friends and Influence People by Dale Carnegie. (Published in 1936 and still a
best seller.) Considered the first managing yourself blockbuster.

Source: Adapted from Ryan Underwood, “A Field Guide to the Gurus,” Fast Company, November 2004,
p. 104; Walter Kiechel, lll, “The Management Century,” Harvard Business Review, November 2012,
pp. 63-75.

There is no doubt that management consultants Tom Peters and Robert Water-
man also influenced management thinking about the importance of people in organi-
zations. Their best-selling book In Search of Excellence, published in 1982, describes
eight attributes of excellence found in America’s best-run companies. One of these
attributes, “productivity through people,” emphasizes that excellent companies treat the
worker as the root source of quality and productivity. The editors of Fast Company
magazine say that In Search of Excellence “fired the starting gun in the race to the
New Economy.”?°

We have provided you with no more than a brief glimpse of selected developments
in the human relations movement. Space does not permit a review of the hundreds of
theorists and practitioners who have influenced human relations in the workplace. How-
ever, in the remaining chapters, we do introduce the views of other influential thinkers
and authors.

MAJOR THEMES IN HUMAN RELATIONS

B  Seven broad themes emerge from the study of human relations. They are communication,
self-awareness, self-acceptance, motivation, trust, self-disclosure, and conflict resolution.
These themes reflect the current concern in human relations with the twin goals of
(1) personal growth and development and (2) the achievement of organizational objec-
tives. To some degree, these themes are interrelated (see Figure 1.3), and most are
discussed in more than one chapter of this book.

Communication

It is not an exaggeration to describe communication as the “heart and soul” of human
relations. Communication is the means by which we come to an understanding of
ourselves and others. To grow and develop as persons, we must develop the awareness
and the skills necessary to communicate effectively. Communication is the human
connection. That is why the subject is covered in more than one section of this book.
In Chapter 2, we explore the fundamentals of both personal and organizational com-
munication. It is these fundamentals that provide the foundation for all efforts to
improve communication. Chapter 3 provides an introduction to communication styles
and outlines several practical tips on how you can cope with communication style bias.
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Figure 1.3 m Major Themes in Human Relations
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Chapter 8 explains how constructive self-disclosure, an important form of personal
communication, can be used to improve human relationships.

Self-Awareness

One of the most important ways to develop improved relationships with others is to
develop a better understanding of ourselves. With increased self-awareness comes a
greater understanding of how our behavior influences others. The late Stephen Covey,
author of The Seven Habits of Highly Effective People, says that self-awareness enables us
to stand apart and examine the way we “see” ourselves, as well as to see other people.””

The importance of self-awareness is being recognized by an increasing number of
authors, trainers, and educators. Daniel Goleman, introduced at the beginning of this
chapter, has given us new insights into the importance of self-aware-
ness. Of all the elements that make up emotional intelligence, Gole-
is being recognized by an man asserts, self-awareness is the most important. He notes that a
increasing number of authors, deﬁcit in self—awzzigeness can be da@aging to ope’s personal r.elailtion—
ships and career.” Self-awareness is discussed in greater detail in the
chapters that are featured in Part 2.

The importance of self-awareness

trainers, and educators.

LIFE-CHANGING MEETING

uman
RELATIONS Jim Collins, best-selling author, recalls a life-changing meeting with Peter Drucker. Collins says
in Action Drucker altered the direction of his life by focusing the discussion around one simple question:
000 “What do you want to contribute?”
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Self-Acceptance

The degree to which you like and accept yourself is the degree to which you can genu-
inely like and accept other people. Self-acceptance is the foundation of successful interac-
tion with others. In a work setting, people with positive self-concepts tend to cope better
with change, accept responsibility more readily, tolerate differences, and generally work
well as team members. A negative self-concept, however, can create barriers to good
interpersonal relations. Self-acceptance is crucial not only for building relationships with
others but also for setting and achieving goals. The more you believe you can do, the
more you are likely to accomplish. Chapter 4 explains why high self-esteem (complete
self-acceptance) is essential for effective human relations.

Motivation

Most people who engage in the study of motivation seek answers to two questions: “How
do I motivate myself?” and “How do I motivate others?” If you are really committed to
achieving peak performance, you must motivate yourself from within.** Inner drives for
excellence can be very powerful. To motivate others, you need to understand time-
proven, well-researched theories and well-established motivation strategies. Chapter 5 will
help you identify the priorities and values that motivate you. Chapter 7 explores the com-
plex nature of human motivation, particularly of self and others, and examines various
motivation strategies. In Chapter 10, you will learn how incentives and various positive
reinforcement methods serve as external motivators.

Trust

Trust is the building block of all successful relationships with coworkers, customers, fam-
ily members, and friends. There is compelling evidence that low levels of trust in a work-
force can lead to reduced productivity, stifled innovation, high stress, and slow decision
making.”® When a lack of trust exists in an organization, a decline in the flow of informa-
tion almost always results. Employees communicate less information to their supervisors,
express opinions reluctantly, and avoid discussions. Cooperation, so necessary in a
modern work setting, deteriorates. When a climate of trust is present, frank discussion of
problems and a free exchange of ideas and information are encouraged. The concept of
trust is discussed in Chapters 8 and 12.

Self-Disclosure

Self-disclosure and trust are two halves of a whole. The more open you are with people,
the more trust you build. The more trust there is in a relationship, the safer you feel to
disclose who you are. Self-disclosure is also part of good communication and helps
eliminate unnecessary guessing games. Managers who let their subordinates know
what is expected of them help those employees fulfill their responsibilities. Chapter 8
emphasizes the need of individuals to verbalize the thoughts and feelings they carry
within them and provides many practical suggestions on how to use constructive
self-disclosure.

Conflict Resolution

Conflict in one form or another surfaces almost daily in the lives of many workers.
You may experience conflict during a commute to work when a careless driver cuts you
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This supervisor is working to resolve conflict between two employees. Conflict resolution skills are
critical for every manager to learn.

off at a freeway exit ramp. If your job includes supervisory-management responsibil-
ities, you will spend a great deal of time in conflict resolution, attempting to resolve
conflicts among members of your staff. As a team member, you may assume the role
of mediator when other team members clash. Conflict also surfaces when working
parents try to balance the demands of both work and family. Stressful conditions
at home often interfere with work performance, and on-the-job pressures create or
magnify problems at home.”" The ability to anticipate or resolve conflict can be an
invaluable skill. Although Chapter 13 deals specifically with the topic of conflict resolu-
tion, the chapters devoted to communication, achievement of emotional control, and
team building provide many valuable suggestions on how conflict can be handled
constructively.

HUMAN RELATIONS: BENEFITS TO YOU

As previously noted, the workforce is currently characterized by downsizing, mergers,
buyouts, business closings, and other disruptive forces. We are seeing more emphasis on
quality products and quality services. In addition, diversity has become a more prominent
characteristic of today’s workforce. These conditions will very likely continue. One of the
best ways to cope with these changes is to develop and apply the interpersonal skills
needed for success in today’s working world.

Many leaders think that courses in human relations are important because very few
workers are responsible to themselves alone. These leaders point out that most jobs today
are interdependent. If people in these jobs cannot work effectively as a team, the effi-
ciency of the organization will suffer.
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_‘ LOOKING BACK: SUMMARY OF LEARNING OBJECTIVES

1. Explain the nature, purpose, and importance of
human relations.

The healthy functioning of any organization, large
or small, depends on teamwork. Effective human
relations are the very foundation of teamwork.
Human relations, when applied in a positive and
supportive environment, can help increase an
organization’s productivity and efficiency.

2. Identify major developments in the workplace that
have given new importance to human relations.

The restructuring of America from an industrial
economy to an information economy has had pro-
found implications for the study of human relations.
Several major developments in the workplace have
given new importance to this branch of learning.
Some of these developments include churning dislo-
cation in the labor market, changing work patterns,
the need for higher service standards, increasing
workplace incivility, greater reliance on team-based
structures, and workforce diversity.

3. Identify major forces influencing human behav-
ior at work.

A key purpose of this text is to increase under-
standing of major factors that influence human
behavior in a variety of work settings. These
include organizational culture, supervisory-

management influence, work group influence, job
influence, personal characteristics of individual
workers, and family influence.

. Review the historical development of the human

relations movement.

Early attempts to improve productivity in manu-
facturing focused on such things as plant layout
and mechanical processes. With the passing of
time, there was more interest in redefining the
nature of work and perceiving workers as complex
human beings. Two landmarks in the study of
motivation and worker needs are Frederick Tay-
lor’s work in scientific management and Elton
Mayo’s Hawthorne studies. Later research by
Douglas McGregor, Frederick Herzberg, Carl Rog-
ers, Peter Drucker, Jim Collins, and others contrib-
uted greatly to our understanding of how to
achieve productivity through people.

. Identify seven major themes that serve as the

foundation for effective human relations.

Seven major themes emerge from a study of
human relations: communication, self-awareness,
self-acceptance, motivation, trust, self-disclosure,
and conflict resolution. These themes reflect the
current concern in human relations with personal
growth and satisfaction of organization objectives.

KEY TERMS

human relations, 5 informal organization, 13 motivation, 16

total person, 8 communication, 14 trust, 16
organizational culture, 9 self-awareness, 15 self-disclosure, 16
scientific management, 12 self-acceptance, 16 conflict resolution, 17
Hawthorne studies, 13 interpersonal relations, 16

CAREER INSIGHT

.

The daily news sources are constantly reporting on
mergers, business closings, downsizing, and changing
business trends. With so much uncertainty in the job
market, you need to devote time to answering the fol-
lowing questions:

1. What are your career goals? Although you may
change careers several times, now is the time to
carefully study career options.

2. What transferable skills do you currently possess?

What additional skills need to be developed?
“Millions of people make a career-change each
year without going back to school,” says Richard
N. Bolles, author of the best-selling book, What
Color is Your Parachute?”* They take advantage of
various learning pathways.
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_‘ TRY YOUR HAND

1. In his book, The Success Principles, Jack Canfield
describes 50 principles that will increase your con-

with classmates the benefits you will seek
throughout your employment career.

fidence, help you tackle daily challenges, and teach 3. Companies featured in Fortune’s list of the 100
you how to realize your ambitions. Number one best companies to work for in America are charac-
on his list is “Take 100% responsibility for your terized by openness, fairness, camaraderie among
life.” This includes the quality of your relation- employees, job security, opportunities for advance-
ships, your health and fitness, your income, your ment, and sensitivity to work/family issues. These
career success—everything! He says most of us companies are concerned about the total person,
have been conditioned to blame events outside of not just the skills that help the company earn a
our life for those parts of our life we dislike. profit. Here are some of the companies that have
Reflect on your life up to this point and identify made the “best companies” list:
situations in which you blamed someone or some-
thing else for your failure to achieve a goal or Company Location Type of Business
improve in some a?ea..Do you see any situations NetApp Sunnyvale, CA _ Storage & Data
in which you felt justified in blaming others or Management
refused to take risks?”? J
2. Human relations and the total person concept are Zappos.com AlS R N I
. . . Retailer
interwoven in the 17 chapters of this text. Progres- _ . _ .
sive organizations recognize that most employees are Edward Jones  St. Louis, MO Financial Services
striving to satisfy both personal and work-related DreamWorks  Glendale, CA  Animation
needs. They also recognize that employees display a Marriott Bethesda, MD  Hotel Chain
wide range of interrelated human traits such as emo- International
tional control, values orientation, and self-awareness. Wegmans Food Rochester, NY — Grocer
a. Analyze the importance of creating an organi- Markets
zational culture that meets the needs of the total
person. Develop a profile of two of these companies by
b. Many organizations that have been selected for visiting their websites and reviewing the available
Fortune magazine’s list of 100 best companies information. Also, visit Hoover’s Inc. website, a
to work for in America provide benefits that resource that provides access to profiles of thou-
meet the needs of the total person. Google, for sands of companies. Additional information on
example, has three wellness centers and a seven- each of these companies may be found in Bloom-
acre sports complex that includes courts for berg Businessweek, Forbes, Fortune, and other busi-
basketball, bocce, and shuffleball. Brainstorm ness publications.
_* CRITICAL THINKING CHALLENGE
To achieve a better understanding of the major themes m To build a more trusting relationship with others,
in human relations, complete the following sentences. I need to...
Work quickly and don’t worry too much about the m My greatest strength in the area of communication
ending. Sentence completion exercises can be powerful is...
vehicles for self-discovery and personal growth. m To grow in the area of self-awareness, I need to...
m [ am motivated to give my best when...

m To become more self accepting I need to...
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SELF-ASSESSMENT EXERCISE

HUMAN RELATIONS: THE KEY TO PERSONAL GROWTH AND CAREER SUCCESS

For each of the following statements, circle the number
from 1 to 5 that best represents your response:
(1) strongly disagree (never do this); (2) disagree

(rarely do this); (3) moderately agree (sometimes do
this); (4) agree (frequently do this); (5) strongly agree
(almost always do this).

A. 1 accept the premise that within an organization all work is 1 2 3 4 5
influenced by relationships.

B. laccept the view that major developments in the workplace 1 2 3 4 5
have given new importance to the study of human relations.

C. lview human relations as the study of how people satisfy both 1 2 3 4 5
personal and work-related needs.

D. | understand the major forces influencing worker behavior. 1 2 3 4

E. Ican explain the major themes that emerge from the study of 1 2 3 4

human relations.

After identifying your response to each item, select an attitude or skill you would like to improve. Prepare a
written goal and then describe the steps you will take to achieve this goal.

YOU PLAY THE ROLE

The college you attend offers career counseling, job place-
ment assistance, and help finding summer internships.
You plan to meet with a career counselor and seek help
finding a summer internship with a well-established
company. You will be meeting with a class member, who
will assume the role of career counselor. The purpose of
this meeting is to give the counselor some basic informa-
tion about your career plans and the type of company
you would like to work for. Before the meeting, prepare a
written outline of information you plan to present during

BELOW THE SURFACE

t the beginning of this chapter, we
described two groundbreaking concepts
that have contributed to our understanding
of human behavior. First, we now know
that IQ is one of many “intelligences,” and it is not a
particularly good predictor of workplace success.
The authors of Emotional Intelligence 2.0 indicate
that emotional intelligence (EQ) is the foundation for
a host of skills needed by employees: empathy,
social skills, anger management, trust, and stress

ACHIEVING PERSONAL
GROWTH

the meeting. Base your notes on your academic studies
and your current employment interests. The outline
should focus on the following areas:

m Define what type of work would be most mean-
ingful.

m Describe what type of organizational culture
would be most appealing to you.

m Identify what you find to be the basic rewards of
work.

>
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tolerance, for example. They note that a little effort
spent on increasing your EQ tends to have a wide-
ranging, positive impact on your life.?*

Second, when our brain gets stuck in a pattern
that focuses on negativity and failure, we set ourselves
up to fail. Once this pattern is well established, we
begin scanning our environment looking for annoyan-
ces. When this frame of mind is well established, we
miss out on the positives in our life.3> Positivity broad-
ens our minds and expands our range of vision.*®
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QUESTIONS

1. It is possible to increase your EQ. The authors of
Emotional Intelligence 2.0 indicate that people
improve their EQ most when the following con-
ditions are present:®’

m They have a strong motivation to learn or
change.

m They practice new behaviors consistently.

m They seek feedback on their own behavior.

CHAPER 1 INTRODUCTION TO HUMAN RELATIONS 21

If you are determined to improve your EQ,
which of these conditions would be most chal-
lenging? Which of these conditions would you
like to improve?

2. Over the next few days make a conscious effort

to monitor your thinking patterns. If you dis-
cover a pattern of negativity, what changes can
you make to move in the direction of greater
positive thinking?

growing number of workers do not feel
there's a healthy balance between work
and personal life. Some are tired of work-
ing 10- to 12-hour days and weekends.
Many want a better balance between work and
family. These employees search for companies that
offer family-friendly features such as flexible sched-
uling, telecommuting, and child care. Each year
Working Mother magazine publishes a list of the
100 best companies for working mothers. Let’s look
at two of the companies that made the 2011 list.>®

m American Express This financial services com-
pany describes its commitment to the health
of its employees as a “core business value.”
Employees who want to lose weight, screen
for medical conditions, or reduce stress can
consult with nurses, health coaches, dieti-
tians, and physicians at company-sponsored
wellness clinics. The company offers seminars

_‘ CHAPTER 1 ENDNOTES

CLOSING C ASE—l IN SEARCH OF WORK/LIFE BALANCE

on eating well and cafeterias with nutritious
meals.

m Bain & Company This Boston-based manage-
ment consulting firm offers all employees flex-
ible schedules and the opportunity to work
off-site. Women may reduce their work
schedules by 40 percent and still be consid-
ered for promotions. The firm offers fully paid
maternity leave for up to 12 weeks.

QUESTIONS

1. What are some of the economic benefits that
justify the family-friendly services offered by
these two companies?

2. Some companies develop work/life programs

that focus primarily on employees who have
children. What are the advantages and disad-
vantages of this approach?
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CHAPTER PREVIEW

LEARNING OBJECTIVES

After studying Chapter 2,
you will be able to

2-1 Explain the communication
process.

2-2 |dentify and explain the filters
that affect communication.

2-3 |dentify ways to improve
personal communication,
including developing listening
skills.

2-4 Understand how
communications flow
throughout an organization.

2-5 Learn how to communicate
effectively using social media
and other communication
technologies.

Improving Personal
and Organizational
Communications

TIP OF THE ICEBERG | SopMuNCATION

emanding. Impatient. Emotional. Petulant. Intense. Are these the

words ever used to describe an effective communication style dis-

played by a prominent leader? No, not unless you're Steve Jobs. Wal-

ter Isaacson, author of the late Steve Jobs' biography, asked Jobs
about his inclination to be tough on people. “Look at the results,” Jobs replied.
“These are all smart people | work with, and any of them could get a top job at
another place if they were truly brutalized. But they don't.” He then added,
“And we got some amazing things done.”’

And indeed they did. Steve Jobs’ vision and drive for innovation led his
team at Apple to transform seven different industries and become known as
one of the most innovative and valuable companies in the world. Jobs trans-
formed the personal computing industry when he cofounded Apple in his
parents’ garage in 1976. By the time he died in 2011, the music, phone, tablet,
retail stores, animated movies, and digital publishing industries had also trans-
formed under his leadership. For all these reasons, Isaacson says Steve Jobs
should be remembered with other great innovators including Henry Ford,
Thomas Edison, and Walt Disney.

Steve Jobs was known for being controlling and authoritarian, but he was also
known as an effective leader because he was a direct, focused, and charismatic
communicator who knew how to motivate and inspire people toward his vision.

For example, after being fired from Apple in 1985, Jobs later returned in
1997, saving the company from bankruptcy. Apple was making a dozen differ-
ent versions of the Macintosh and after several weeks of review meetings he

g finally shouted “Stop! This is crazy. Here’s what we need.” He marched to the
< front of the room and drew a two-by-two grid on the whiteboard. In the top
$two columns he wrote “Consumer” and “Pro” and in each row “Desktop”
g and "Portable.” He told his team to focus on making only four great products,
€ one in each quadrant. Focusing on only four products saved Apple, and it also
< taught his team the power of focus.

Yamad
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Steve Jobs tough, emotional, and often
abrasive communication style was
legendary; however his team was fiercely
loyal. Together they transformed six
industries and left an indelible mark

in history.

iStockphoto.com/EdStock/GYI NSEA/Justin Sullivan

A similar situation occurred when Jobs was initially shown complicated naviga-
tion screens for the iDVD, which enabled users to burn a video on a disc. He stopped
the team and explained, “Here's the new application,” drawing a rectangle on the
whiteboard. “It's got one window. You drag your video into the window. Then you
click the button that says ‘Burn.’ That's it. That's what we’re going to make.”?

Understanding the complexities and power of effective communication is one of
the most important skills you will ever learn, and it is an essential skill to hone through-
out your lifetime. Learning how to communicate effectively is different from understand-
ing your leadership style or communication style, which is the topic of the next chapter.

COMMUNICATION IN AN INFORMATION ECONOMY

In this age of information, the problem is not access to information; it is assimilating the
massive amount of information we experience daily. Rapid advances in digital technolo-
gies, mobile devices, Apps, and social media networks facilitate the ability to communi-
cate in multiple ways, wherever and whenever we want. The stream of information is
constant. Its usefulness and effectiveness is not driven so much by ongoing advances in
technology, but by each individual’s ability to filter, manage, and respond to the steady
onslaught of information and communication. Effective communication, both personal
and organizational, still depends on the human aspect of interactions. This has made per-
sonal and organizational communication skills more important than ever.

The Battle for Our Attention

Maggie Jackson, author of Distracted: The Erosion of Attention and the Coming Dark Age,
says today’s tech-savvy worker is often distracted by the constant flow of information
from electronic sources. As the speed and volume of information increase, so do the
number of distractions. Many workers say that frequent interruptions and the need to
engage in multitasking rob them of time to think. More information does not necessarily
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make us more knowledgeable. Ms. Jackson says critical thinking, problem solving, reflec-
tion, and focused communications are critical to personal and career success.

THE COMMUNICATION PROCESS

PEl  Many people take communication for granted. When they write, speak, or listen to
others, they assume that the message given or received is being understood. In reality,
messages are often misunderstood because they are incomplete or because different peo-
ple interpret messages in different ways. The diversity of today’s workforce calls for a
greater understanding of how to communicate effectively, through technology or face-to-
face, with people from different cultures, countries, and lifestyles.

Impersonal Versus Interpersonal Communication

In a typical organization, the types of communication used to exchange information can
be placed on a continuum ranging from “impersonal” on one end to “interpersonal” on
the other.* Impersonal communication is a one-way process that transfers basic infor-
mation such as instructions, policies, and financial data. Generally, organizations use this
information-delivery process when sending e-mails or memos as quick, easy ways to “get
the word out.” Their effectiveness is somewhat limited because there is little, if any, possi-
bility for the person receiving the information to clarify vague or confusing information.
Interpersonal communication is the exchange of information between two or more
people. Such words as share, discuss, argue, and interact refer to this form of two-way
communication. Interpersonal communication can take place in meetings, over the
phone, in face-to-face interviews, or during classroom discussions between instructors
and students. If interpersonal communication is to be effective, some type of feedback, or
understood response, from the person receiving the information is necessary. When this
exchange happens, those involved can determine whether the information has been
understood in the way intended. This is one of the reasons many employees prefer per-
son-to-person meetings, telephone calls, video, or web conference meetings.

Sender—Message—Receiver—Feedback

Effective communication is a continuous loop that involves a sender, a receiver, the mes-
sage, and feedback that clarifies the message.” To illustrate, suppose a coworker calls you to
ask for clarification of information that your boss gave during a team meeting earlier that
morning. You explain the project, providing details about the objective, the deadline, and
the various roles and responsibilities of other members on the team. When your coworker
asks questions about the project and his role in it, you clarify any misunderstandings, and
he understands what he needs to do to fulfill his responsibilities for the project. A simpli-
fied diagram of this communication process would look like Figure 2.1.

Figure 2.1 = Diagram of a Simple Communication Process

Message Message
sender receiver

Feedback
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Figure 2.2 m Diagram of More Complex Communication Process

Sender filters Receiver filters
« Semantics « Semantics
« Emotions « Emotions
« Language/ « Language/
Culture Culture .
Sender p - Attitudes .- - . Attitudes =~ ----- > L
(you) « Role expectations « Role expectations (plumber)
« Gender-specific « Gender-specific
focus focus
« Nonverbal « Nonverbal
messages messages

Feedback

Now suppose you are late for an appointment, and the plumber you had requested
three days ago calls you from her cell phone and asks directions to your house. She
explains that she has gotten lost in this neighborhood before, and it is obvious that Eng-
lish is her second language. The communication process becomes much more compli-
cated, as shown in Figure 2.2. As your message travels from you to your plumber, it must
pass through several “filters,” each of which can alter the way your message is under-
stood. Most communications flow through this complex process.

COMMUNICATION FILTERS

2-2 Messages are sent—and feedback is received—through a variety of filters that can distort
the intended message (see Figure 2.2.). When people are influenced by one or more of
these filters, their perception of the message may be totally different from what the sender
was attempting to communicate. Both sender and receiver must be keenly aware of these
possible distortions so that they can intercept any miscommunication.

Semantics

We often assume that the words we use mean the same things to others, but this assump-
tion can create problems. Semantics is the study of the relationship between a word and
its meaning(s). Words have associated meanings and usages. We can easily understand
what words like chair, computer, or envelope mean. But more abstract terms, such as silo,
downsizing, or internal customers, have less precise meanings.

New buzzwords surface frequently. Just about the time people understood the mean-
ing of rightsizing and downsizing, the term unsiloing was introduced to make a simple,
but important point: Managers should encourage cooperation and communication across
departments and share resources. People who have communicated extensively via text
messaging, instant messaging, and other digital technologies often assume that their
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jargon will be understood by everyone. However, when slang, buzzwords, or acronyms
are used in the mainstream of communication within organizations, it can be confusing
or can alienate others who do not understand their meaning or don’t like the use of cer-
tain buzzwords. For example, words and phrases such as “empowerment” (vague and
overused), “deck” (PowerPoint or Keynote presentation), and GMTA (great minds think
alike) are a turnoff or deemed unprofessional for some people. The impact of genera-
tional differences on interpersonal communications will be discussed in future chapters.

Language and Cultural Barriers

The needs of a multicultural workforce are getting more attention today because of glob-
alization and employers” growing support for cultural diversity among their workers. The
culture in which we are raised strongly influences our values, beliefs, expressions, and
behaviors. Culture can be defined as the accumulation of values, rules of behavior, forms
of expression, religious beliefs, and the like, for a group of people who share a common
language and environment. Culture helps shape just about every aspect of our behavior
and our mental processes. Culture is often associated with a particular country, but in fact
most countries are multicultural. African Americans, Hispanic Americans, Asian Ameri-
cans, and American Indians represent a few of the subcultures within the United States.®

The ability to interpret human actions, gestures, and speech patterns in a foreign cul-
ture is called cultural intelligence or CQ. A person with a high CQ quickly analyzes an
unfamiliar cultural situation and then responds appropriately.” Management professors
P. Christopher Earley and Elaine Mosakowski have studied more than 2,000 managers in
60 countries. They have identified three sources of cultural intelligence.®

Head. Before visiting a foreign country, learn as much as possible about the host coun-
try’s customs, religion, politics, morals, social structure, food, table manners, and the roles
of men and women.

Body. You can win the respect of foreign hosts, guests, or colleagues by showing you
understand their culture. The way you shake hands, order coffee, or accept a gift can
demonstrate, to some degree, you have already entered their world.

Heart. Adapting to a new culture is much easier when you have confidence in yourself. In
Chapter 4, we introduce self-efficacy, the belief that you can achieve what you set out to do.
A major source of self-efficacy is the experience of mastery in your area of specialization.

’? HOW TO SPEAK IOWAN

°
One solution to the doctor shortage in rural America is to enlist physicians from Egypt, India,

and other countries. At Mercy Medical Center in Mason City, lowa, about one-third of the
physicians are foreign born. The administration was concerned that there might not be a social
or emotional connection between patients and international physicians. With help from profes-
sors at the University of Northern lowa, the hospital developed a training course entitled
“Topics for Small Talk with lowans.” The foreign-born doctors learned about lowa'’s history
and traditions, crops, climate, and sporting interests. So, if a patient makes reference to a
mixed marriage, the person might be referring to a University of lowa Hawkeye tying the knot
with an lowa State University Cyclone.

Source: Miriam Jordan, “Learning to Speak lowan: Corn, Pigs, Cyclones and Hawkeyes,” Wall Street Journal,
September 9, 2011, pp. A1 and A16.
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Emotions

Strong emotions can either prevent people from hearing what a speaker has to say or
make them too susceptible to the speaker’s point of view. If they become angry or allow
themselves to be carried away by the speaker’s eloquence, they may “think” with their
emotions and make decisions or take action they regret later. Three-time Indianapolis
500 winner Helio Castroneves used a Twitter rant to complain about a penalty imposed
during a race. He called IndyCar race director Brian Barnhart a “circus clown.” He was
fined $30,000 and put on probation.’

Detaching yourself from another’s feelings and responding to the content of the mes-
sage is often difficult. It is hard to realize that another person’s emotional response is
more likely about fear or frustration than it is about you as an individual. Many customer
service jobs require that employees remain calm and courteous regardless of a customer’s
emotional state. Emotional control is discussed extensively in Chapter 9.

Attitudes

Attitudes can be a barrier to communication in much the same way as emotions. The
receiver may have a negative attitude toward the sender’s voice, accent, gestures, man-
nerisms, dress, or delivery. These negative attitudes create resistance to the message
and can lead to a breakdown in communication. Perhaps the listener has an established
attitude about the speaker’s topic. For example, a person who is strongly opposed
to abortion will most likely find it difficult to listen with objectivity to a prochoice
speaker. Keep in mind, however, that an overly positive attitude can also be a barrier
to communication. When biased in favor of the message, the listener may not effecti-
vely evaluate the speaker’s information. More is said about the power of attitudes in
Chapter 6.

Role Expectations

Role expectations influence how people expect themselves, and others, to act on the
basis of the roles they play, such as boss, customer, or subordinate. These expectations
can distort communication in two ways. First, if people identify others too closely
with their roles, they may discount what the other person has to say: “It’s just the boss
again, saying the same old thing.” A variation of this distortion occurs when we do not
allow others to change their roles and take on new ones. This often happens to employ-
ees who are promoted from within the ranks of an organization to management
positions. Others may still see “old Chuck” from Accounting rather than the new
department head.

Second, role expectations can affect good communication when people use their roles
to alter the way they relate to others. This is often referred to as “position power.” For
example, managers may expect employees to accept what they say simply because of the
authority invested in the position. When employees are not allowed to question the
manager’s decisions or make suggestions, communication becomes one-way information
giving.

Gender-Specific Focus

Gender roles learned throughout childhood can influence the way men and women com-
municate. As adults, women are more likely to view conversation as an opportunity to
establish rapport, make connections, and develop relationships. Men are more likely
to view conversation as an opportunity to maintain status, exhibit skill and knowledge, or
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Say Ni Hao (Hello) to Home Depot employees who are preparing for work at a store located in Beijing.
The world’s largest home improvement retailer must embrace lots of cultural adaptation if it is to achieve
success in China.

to be competitive. Chapter 16, “The Changing Roles of Men and Women,” discusses spe-
cific strategies you can use to communicate more effectively with those whose gender dif-
fers from your own.

Nonverbal Messages

When we communicate with others, we use both verbal and nonverbal communication.
Nonverbal messages, commonly referred to as “body language,” are the messages we
communicate through facial expressions, voice tone, gestures, appearance, posture, and
other nonverbal means. Research indicates that when two people communicate, nonver-
bal messages convey much more than verbal messages. This chapter limits its discussion
of nonverbal communication to body language. Physical appearance, another powerful
form of nonverbal communication, is discussed in Chapter 11.

Many of us could communicate more clearly, more accurately, and more credibly if
we became more conscious of our body language. We can learn to strengthen our com-
munications by making sure our words and our body language are consistent. Research
indicates that a stunning 93 percent of all face-to-face communication is nonverbal, yet
few people are trained to observe and understand the signs of body language and know
what they mean.'® Research has also shown that those who can effectively read and inter-
pret nonverbal communication, and manage how others perceive it, will enjoy greater
success in life than those who lack this skill.'' For all of these reasons, it's important to
learn and practice nonverbal communication skills.

When our verbal and nonverbal messages match, we give the impression that we can
be trusted and that what we are saying reflects what we truly believe. If your spoken
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