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Communication

It doesn’t matter if this is your first communication course or not.
You’ve probably heard about many different definitions of the word
“communication”. In this chapter, you will learn how that communication

i, itself is a cultural element by studying different models of communication.
You’ll learn about the different ways communication and culture are studied
and about the skills required to become more effective in intercultural
communication.

Because communication is an element of culture, it has often been
said that communication and culture are inseparable. As Afred G. Smith
(1966: Communication and Culture: Readings in the Codes of Human Interaction.
New York: Holt, Rinehart & Winston) wrote in his preface to Communication
and Culture, culture is a code we learn and share, and learning and sharing
require communication. Communication requires coding and symbols
that must be learned and shared. Godwin C. Chu (1977: Radical Change
through Commaunication in Mao’s China. Honolulu: University Press of Hawaii)
observed that every cultural pattern and every single act of social behavior
involves communication. To be understood, the two must be studied

together. Culture cannot be known without a study of communication, and



communication can only be understood with an understanding of the

culture it supports.

Components of Communication

You are better able to understand communication when you
understand the components of the process. Ten components of

communication, shown in figure 1, are

Source + Encoding Mcss‘agc}ﬂ Channel ¥ Receiver —PDecodin%—b %2?&‘,‘,’12;

- X m-3 Z 00

Feedback

Figure 1  Components of Communication

Source. The source is the person with an idea he or she desires to
communicate. Examples are CBS, the White House, your instructor, and
your mother.

Encoding. In the television and movie version of Star Trek, you saw
Mr. Spock touching alien beings for what was called “mind meld”.
You assume Mr. Spock was able to access directly the thoughts of the
alien creature. Unfortunately, we humans are not able to do that. Your
communication is in the form of symbols representing the ideas you desire
to communicate. Encoding is the process of putting ideas into symbols.

The symbols into which you encode your thoughts vary. You can
encode thoughts into words and you can also encode thoughts into
nonspoken symbols. The oils and colors in a painting as well as your
gestures and other forms of nonverbal communication can be symbols.

Traditionally, a clear distinction is made between symbols and the
objects or thoughts they represent. The symbol is not the thing, yet we
often act as if it were. When you bite into a lemon, the juice causes your

mouth to water as salivary glands under your tongue secrete digestive

Noise \
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enzymes. But if you visualize a lemon and say the symbol, “lemon” to
yourself several times your mouth waters as the same salivary enzymes
are produced not by the thing but by its symbol! The symbols “glove” and
“above” probably don’t cause reactions, but someone special saying “I love
you” can trigger several reactions in your body.

Message. The term message identifies the encoded thought. Encoding is
the process, the verb; the message is the resulting object.

Channel. The term channel is used technically to refer to the means
by which the encoded message is transmitted. Today, you might feel more
comfortable using the word “media.” The channel or medium, then,
may be print, electronic, or the light and sound waves of face-to-face
communication.

Noise. The term noise technically refers to anything that distorts the
message the source encodes. Noise can be of many forms: External noise
can be the sights, sounds, and other stimuli that draw your attention
away from the message. Having a radio on while reading is external noise.
Internal noise refers to your thoughts and feelings that can interfere
with the message. Being tired or being hungry can be distractions from
complete attention to the message. Finally, the phrase “semantic noise”
refers to how alternative meanings of the source’s message symbols can
be distracting. For example, a speaker’s use of uncalled-for profanity can
cause us to wonder why the speaker used profanity and draw attention away
from the message itself.

Receiver. The receiver is the person who attends to the message. Receivers
may be intentional; that is, they may be the people the source desired to
communicate with, or they may be any person who comes upon and attends
to the message.

Decoding. Decoding is the opposite process of encoding and just as much
an active process. The receiver is actively involved in the communication
process by assigning meaning to the symbols received.

Receiver response. Receiver response refers to anything the receiver does
after having attended to and decoded the message. That response can range

from doing nothing to taking some action or actions that may or may not be



the action desired by the source.

Feedback. Feedback refers to that portion of the receiver response of
which the source has knowledge and to which the source attends and
assigns meaning. A reader of this text may have many responses, but
only when the reader responds to a survey or writes a letter to the author
does feedback occur. When a radio talk show host receives enthusiastic
telephone calls and invites a guest back, feedback has occurred.

Feedback makes communication a two-way or interactive process.
Linear and interactive models seem to suggest that communication is an
isolated single discrete act independent of events that preceded or might
follow it.

Context. The final component of communication is context. Generally,
context can be defined as the environment in which the communication
process takes place and which helps to define the communication. If you
know the physical context, you can predict with a high degree of accuracy
much of the communication. For example, you have certain knowledge and
expectations of the communication that occurs within churches, temples,
and synagogues. At times, you intentionally want to place your romantic
communications in a quiet, dimly light restaurant or on a secluded
beach. The choice of the environment, the context, helps assign the desired
meaning to the communicated words.

In social relationships as well, the relationship between the source
and receiver may help define much of the meaning of the communication.
Again, if you know the context you can predict with a high degree of
accuracy much of communication. For example, knowing that a person is
being stopped by a police officer for speeding is enough to predict much of
the communication. Certain things are likely to be said and done; other
things are very unlikely.

Culture is also context. Every culture has its own worldview, its
own way of thinking of activity, time, and human nature, its own way of
perceiving self, and its own system of social organization. Knowing each
of these helps you assign meaning to the symbols.

The component of context helps you recognize that the extent to



which the source and receiver have similar meanings for the communicated
symbols and similar understandings of the culture in which the

communication takes place is critical to the success of the communication.

(Intercultural Communication by Fred E. Jandt, SAGE Publications, 1995)
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Intercultural Communication

The link between culture and communication is crucial to
understanding intercultural communication because it is through the
influence of culture that people learn to communicate. A Korean, an
Egyptian, or an American learns to communicate like other Koreans,

Egyptians, or Americans. Their behavior conveys meaning because it



