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Abstract. Professional communication converts knowledge into coordinated action. This chapter develops the 

communication capability required throughout Across Markets and Borders, integrating audience analysis, evidence, 

argument, academic and professional writing, editing, storytelling, persuasion, public speaking, visual 

communication, listening, feedback, difficult conversations, cross-cultural communication, digital practice and 

responsible use of generative AI. Communication is treated not as message transmission alone but as accountable 

meaning-making within relationships, institutions and power structures. Readers learn to evaluate source credibility, 

construct evidence-based arguments, synthesize scholarship, use APA 7th conventions, write decision-ready 

professional documents, present data without distortion and choose channels that fit task and audience. African 

evidence and the Safaricom M-PESA ecosystem illustrate how trust, agents, language, access and institutional 

credibility shape communication in practice; the Boeing 737 MAX crisis provides a comparative global case on truth, 

uncertainty and organizational credibility. Christian moral reasoning grounds communication in truthfulness, dignity, 

neighbour-love, conscience and accountability, distinguishing ethical persuasion from manipulation and coercion. 

Keywords: professional communication; academic writing; business writing; argumentation; source credibility; persuasion; 

public speaking; data storytelling; cross-cultural communication; communication ethics 

Learning Outcomes 
By the end of this chapter, the reader should be able to: 

1 Diagnose a professional communication situation by identifying purpose, audience, context, constraints, channel, 

evidence needs and the legitimate response sought. 

2 Compare transmission, transactional, rhetorical, genre-based and media-choice perspectives on communication, 

explaining the contribution and limitation of each. 

3 Evaluate source credibility and evidential strength, then construct defensible arguments by distinguishing claims, 

evidence, warrants, qualifiers, counterarguments and rebuttals. 

4 Produce coherent academic writing that develops a clear thesis, synthesizes sources, maintains paragraph-level 

logic, attributes ideas accurately and applies core APA 7th conventions. 

5 
Produce and systematically edit decision-ready professional emails, memos, briefing notes, reports, proposals, 

executive summaries and recommendations for clarity, concision, tone, readability, accessibility and factual 

accuracy. 

6 Use storytelling, framing and ethical persuasion to make evidence meaningful without allowing anecdote, emotional 

salience, selective presentation or power to displace material facts or audience agency. 

7 Design and deliver effective in-person, remote and hybrid presentations, including executive briefings, question-

and-answer sessions and accessible visual or data communication. 

8 Demonstrate active listening, constructive feedback and disciplined communication in difficult conversations and 

negotiation settings. 

9 Adapt communication responsibly across linguistic, cultural, professional, accessibility and digital contexts, 

including accountable use of generative AI and synthetic-media provenance. 

10 Apply Christian moral reasoning alongside serious alternative ethical perspectives to dilemmas involving truth, 

influence, power, silence, confidentiality, disclosure, correction and the dignity of audiences. 
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Concept Map and Chapter Roadmap 

 
Figure 2.1. Professional communication as accountable meaning-making. 

Source: Author's synthesis integrating transmission, rhetorical, relational and ethical perspectives. 

Professional communication begins before a sentence is written or a slide is opened. A communicator first 

identifies the real situation: what is at stake, who needs to understand or decide, what evidence is available, what 

constraints apply, and what response is legitimately sought. Message design then connects evidence, argument, 

language, visuals and channel. Reception is not passive. Audiences interpret messages through prior knowledge, 

interests, culture, trust, incentives and situational pressures. Feedback therefore completes a loop in which 

misunderstanding, resistance or new evidence may require revision. Ethics surrounds the entire process because a 

technically effective message can still be deceptive, manipulative, humiliating or irresponsible. 

The chapter proceeds from foundations to application. Sections 2.1-2.3 define the communication problem 

and show how purpose, audience, context and channel fit together. Sections 2.4-2.5 develop critical reading, 

evidence, argument and scholarly writing. Sections 2.6-2.7 move into professional genres and editing. Sections 

2.8-2.10 address storytelling, persuasion and public speaking. Sections 2.11-2.14 develop visual, interpersonal, 

cross-cultural, digital and AI-mediated communication. Sections 2.15-2.16 apply the framework to African and 

global cases. The final sections integrate faith and ethics, provide a professional toolkit, identify common errors 

and hand the reader to Chapter 3, where communication competence becomes the foundation for rigorous 

research design. 

Opening Case: Safaricom, M-PESA and the Problem of One 
Truth for Many Audiences 

A single business fact rarely has a single audience. Consider Safaricom's M-PESA ecosystem in Kenya. In its 

audited FY26 results for the year ended 31 March 2026, Safaricom Kenya reported KSh 182.73 billion in M-

PESA revenue, 40.99 million one-month active M-PESA customers, KSh 41.68 trillion in transaction value and 

46.41 billion transactions (Safaricom PLC, 2026). Those figures can appear in an investor briefing, a regulatory 

filing, a customer message, an agent training note, a news release or an academic case. Yet each genre must 

answer different questions. An investor asks whether growth is durable and what risks could impair cash flows. A 

regulator asks whether users are protected and rules are followed. An agent needs operational instructions. A 
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customer wants to know what a fee, outage or product change means personally. A researcher asks what the 

figures measure and whether company-reported claims are independently supported. 

The underlying facts should not change merely because the audience changes. What changes is the selection, 

order, explanation, level of detail, terminology and channel. This distinction is central to ethical communication. 

Audience adaptation is legitimate when it improves understanding; it becomes manipulation when material 

information is omitted, distorted or framed so that the audience is led toward a conclusion it would not 

reasonably accept if fully informed. 

M-PESA also demonstrates that communication is relational rather than purely textual. Early ethnographic 

research found that customers could trust Safaricom as an institution while remaining more cautious about 

individual agents, and that trust relationships developed through repeated interaction (Morawczynski & 

Miscione, 2010). Research on M-PESA communication and adoption likewise found that communication 

practices adapted to target users and channels contributed to diffusion, although a small case sample means the 

results should not be treated as a universal causal estimate (Mulwa & Ndati, 2013). More recent nationally 

representative research shows that proximity to formally trained mobile-money agents is associated with higher 

adoption, particularly among people without formal education, reinforcing the importance of human explanation 

at the edge of a digital system (Johnen et al., 2023). Tuwei and Tully (2021) further show that agents can act as 

local interpreters of technology, adapting corporate procedures to social and cultural realities. 

These findings expose a deeper communication problem. A digital platform may process billions of 

transactions, yet trust is still created or lost through words, interfaces, receipts, help channels, agents, 

explanations and responses to error. Scale therefore increases the need for communication discipline rather than 

replacing it. The professional communicator must preserve factual consistency while translating meaning across 

audiences with different knowledge, power, language and risk. 

MANAGERIAL INSIGHT | The communication integrity test 

Before adapting a message for an audience, ask two questions. First, what does this audience genuinely need in order to 

understand and act competently? Second, what material fact would I be tempted to hide, soften or bury because it could make 

the audience less likely to accept my recommendation? The first question supports adaptation. The second reveals the boundary 

between adaptation and manipulation. 

 

2.1 Why Professional Communication Matters 
Chapter 1 established that enterprise is an integrated system of markets, institutions, people, technology, 

evidence and moral responsibility. The hand-off to this chapter is therefore straightforward: analysis that cannot 

be communicated cannot coordinate action. A sound pricing model can be rejected because its assumptions are 

hidden. A good research finding can be ignored because the writer does not distinguish evidence from 

recommendation. A technically correct presentation can mislead because the chart scale exaggerates a small 

effect. A manager can damage trust by writing an email that is factually accurate but needlessly humiliating. 

Communication quality changes what organizations know, what decisions they make and how people experience 

authority. 

Contemporary labor-market evidence reinforces the point. The World Economic Forum's Future of Jobs 

Report 2025, based on responses from more than 1,000 employers representing more than 14 million workers 

across 55 economies, reported leadership and social influence among the highest-ranked core skills and found 

that 50% of surveyed employers regarded empathy and active listening as core workforce skills (World 

Economic Forum, 2025). Such employer surveys are perceptions rather than causal proof that a particular 

communication technique raises productivity, but they indicate that communication remains economically 

significant even as AI and data skills expand. 

Communication also has an epistemic function. Organizations do not simply possess knowledge; they 

construct shared understandings through documents, meetings, dashboards, presentations, conversations and 
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routines. Poor communication can therefore create organizational ignorance. If a frontline worker observes a risk 

but cannot safely communicate it upward, the organization may behave as if the risk does not exist. If executives 

receive only summaries that exclude uncertainty, they may confuse confidence of presentation with strength of 

evidence. If scholarship rewards citation volume without synthesis, readers can mistake accumulation for 

argument. 

The chapter owns communication competence. It teaches how to read critically, argue from evidence, write 

academically and professionally, speak, listen, present, persuade and adapt messages. It does not teach how to 

design a research study, which belongs to Chapter 3; how to estimate statistical relationships, which belongs to 

Chapter 4; how to build predictive models, which belongs to Chapter 5; how to design marketing 

communications strategy, which belongs to Chapter 10; or how to conduct full negotiation strategy, which is 

developed within leadership and organizational behavior in Chapter 6. Where these subjects touch 

communication, the chapter focuses on message quality and human interaction rather than duplicating the 

specialist theory. 

2.2 Communication as Purposeful, Relational and Contextual 
Action 

2.2.1 From transmission to meaning 

A foundational communication model treats a message as a signal that moves from sender to receiver through 

a channel and can be degraded by noise. Shannon and Weaver's (1949) mathematical communication model was 

developed for technical signal transmission, not as a complete theory of human meaning, but its vocabulary 

remains useful. Encoding can fail; channels have constraints; noise can interfere; received signals can differ from 

sent signals. In business, an ambiguous acronym, poor audio connection, overloaded slide or translation error 

functions like noise because it increases the chance that the intended message will not be recovered accurately. 

The limitation of a purely linear model is that human communication is interpretive. People do not simply 

decode symbols; they infer meaning from context, relationships, prior knowledge, perceived motives and 

institutional roles. Feedback changes subsequent messages. Participants can be senders and receivers 

simultaneously. Silence can communicate. Power can shape who is permitted to speak and whose interpretation 

becomes authoritative. Communication is therefore better understood as a transactional process in which 

meaning is jointly constructed but not always equally controlled. 

 
Figure 2.2. From transmission to accountable professional communication. 

Source: Author's synthesis drawing on Shannon and Weaver (1949), Bitzer (1968), Miller (1984), Daft and Lengel (1986), and Dennis et al. (2008). 
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2.2.2 Rhetorical situation: exigence, audience and constraints 

Classical rhetoric asks how a communicator can discover appropriate means of persuasion. Aristotle's 

treatment of ethos, pathos and logos remains influential because it distinguishes the credibility of the speaker, the 

affective orientation of the audience and the reasoning of the message. Modern rhetorical theory adds that 

communication is called forth by a situation. Bitzer (1968) identifies an exigence, an audience capable of 

responding and constraints that shape what can be said or done. 

For professional communication, the practical implication is important: start with the situation, not the 

document type. A manager does not need "a PowerPoint" in the abstract. The manager may need a board decision 

on capital expenditure, a safety warning to employees, a factual correction to customers or a policy option brief 

for government. The appropriate form follows the communicative task. 

Rhetorical analysis should not be confused with permission to make truth relative to audience preferences. A 

communicator can choose language, examples and emphasis that fit the audience, but the material facts and 

evidential limits remain constraints. Rhetorical competence concerns how to make truth intelligible and action-

relevant, not how to manufacture assent. 

2.2.3 Genre as recurring social action 

Professional genres exist because organizations face recurring communication situations. A memo, research 

article, executive summary and proposal are not merely layouts. Each genre embodies expectations about 

purpose, evidence, authority, sequence and response. Miller (1984) famously described genre as social action, 

emphasizing that recurrent forms emerge because communities repeatedly need to accomplish recognizable tasks. 

Swales (1988) similarly links genres to discourse communities with shared goals and communicative practices. 

This explains why copying a template without understanding its social purpose produces weak writing. A 

board memo and an academic article can discuss the same problem but organize evidence differently because the 

expected reader, decision and accountability structure differ. Academic readers usually expect transparent 

engagement with prior scholarship, a traceable argument and explicit limits. Executives often need the decision 

issue, recommendation, major evidence, risks and next actions quickly. Neither genre is inherently more 

rigorous. Rigour means meeting the evidential and accountability requirements appropriate to the task. 

2.2.4 Communication is constrained by power and responsibility 

Communication takes place within authority structures. A chief executive's informal comment may be 

interpreted as an instruction. A junior analyst may be formally invited to disagree but reasonably fear career 

consequences. A supplier may "accept" ambiguous terms because the buyer controls future orders. A government 

notice may be legally valid but practically inaccessible to citizens with limited connectivity or literacy. Meaning 

therefore depends partly on power. 

Responsible communicators account for this asymmetry. They do not treat consent, feedback or silence as 

equally informative under all conditions. Research on employee voice and silence shows that upward 

communication depends not only on whether employees possess relevant information but also on whether they 

judge speaking up to be safe, worthwhile and likely to have effect (Morrison, 2023). A leader who asks, "Any 

objections?" after publicly announcing a preferred answer is therefore not conducting the same communication 

process as a leader who invites dissent, asks for evidence and protects those who raise concerns. Communication 

competence includes designing conditions in which relevant truth can reach decision makers; Chapter 6 develops 

the wider leadership and organizational-behavior conditions that sustain such voice. 

2.2.5 Comparing major perspectives 
Table 2.1. Major perspectives on professional communication 

Perspective Central question Strength Important limitation 

Transmission 
model 

Did the signal move accurately from 
sender to receiver? 

Clarifies channels, encoding, noise 
and fidelity. 

Understates interpretation, relationship, 
power and feedback. 
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Perspective Central question Strength Important limitation 

Transactional 

model 
How do participants co-create meaning 

through interaction and feedback? 
Captures reciprocity, context and 

dynamic adjustment. 
Can understate structural differences in 

authority and institutional constraint. 

Rhetorical 
perspective 

What response is required by the 
situation, audience and constraints? 

Connects purpose, audience, 
credibility, reasoning and action. 

Can be misused instrumentally if 

persuasion is detached from truth and 

ethics. 

Genre/discourse 
perspective 

What recurrent social action is this 

document or speech expected to 

perform? 

Explains why professional forms 

differ across communities and 

institutions. 

Conventions can become rigid or 
reproduce exclusionary norms. 

Media richness / 
synchronicity 

Which channel properties fit the 
ambiguity and communication process? 

Useful for channel choice in 
distributed and digital work. 

"Richest" is not always best; familiarity, 

accessibility, documentation and culture 

matter. 

Ethical-dialogic 
perspective 

Is communication truthful, respectful, 

accountable and open to legitimate 
response? 

Makes dignity, conscience, power 
and moral responsibility explicit. 

Normative principles still require 
judgment in contested cases. 

Source/Note: Author's synthesis drawing on Shannon and Weaver (1949), Bitzer (1968), Miller (1984), Daft and Lengel (1986), Dennis et al. (2008) 

and communication-ethics reasoning. 

No single perspective is sufficient. Technical fidelity matters, but so do audience interpretation and 

institutional power. Genre conventions matter, but conventions can hide poor reasoning. Persuasion matters, but 

ethical limits govern how influence is pursued. The professional task is integrative. 

2.3 Purpose, Audience, Context, Channel and 
Communication Goals 

2.3.1 Define the decision or response before drafting 

Weak communication frequently begins with an undefined goal. "Inform stakeholders" is too vague. Inform 

them of what, so they can do what, by when, under what constraints? A useful communication goal specifies the 

desired cognitive and practical result without presuming that persuasion is always legitimate. 

A decision-oriented formulation has five parts: 

1. Situation: What has happened or must be decided? 

2. Audience: Who needs to understand, decide, act or provide input? 

3. Knowledge gap: What does the audience not yet know, misunderstand or dispute? 

4. Legitimate response: What decision, action or reflection is sought? 

5. Evidence standard: What level of evidence is necessary given the stakes? 

A low-stakes scheduling message may require almost no argument. A recommendation to close a factory, 

change an investment policy or alter a safety process requires evidence, alternatives, uncertainty and 

distributional consequences. The higher the consequence and irreversibility of the decision, the stronger the case 

for traceability and challenge. 

2.3.2 Audience analysis without stereotyping 

Audience analysis asks what readers or listeners already know, care about, fear, control and need. It should 

include at least knowledge, role, decision authority, incentives, likely objections, terminology, language, 

accessibility needs and relationship to the communicator. For cross-border communication, regulatory context, 

cultural conventions and time-zone or connectivity constraints may also matter. 

Audience analysis becomes stereotyping when group labels substitute for evidence about actual people. 

Statements such as "Africans prefer stories," "engineers only want numbers," or "senior executives never read 

details" are poor analysis. They turn averages, anecdotes or assumptions into deterministic claims. A better 
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practice is to identify the concrete demands of the situation, gather information about the actual audience and 

design layered communication so that different readers can access the level of detail they need. 

PRACTICE TOOL | Audience-Purpose Brief 

Situation: What problem or opportunity creates the need to communicate? Primary audience: Who must understand or decide? 

Secondary audiences: Who may be affected, consulted or able to block implementation? Decision/action: What legitimate 

response is requested? Audience knowledge: What can safely be assumed? What must be explained? Audience concerns: What 

material interests, risks or objections are foreseeable? Evidence threshold: What must be sourced, quantified or independently 

verified? Tone and relationship: Formal, collegial, corrective, urgent, confidential, public? Channel: What medium best supports 

complexity, speed, record, accessibility and feedback? Ethical red line: What material information must not be hidden even if 

disclosure weakens the case? 

 

2.3.3 Primary, secondary and unintended audiences 

Digital communication collapses audience boundaries. An email intended for a small team can be forwarded. 

A private message can become evidence in litigation or investigation. A social post written for customers can be 

read by regulators, employees, competitors and journalists. Professional writers should therefore distinguish the 

intended audience from foreseeable secondary audiences without falling into paralysing self-censorship. 

A useful discipline is to write as though a competent, fair-minded third party could later review the message. 

This does not mean every confidential document should be public. Confidentiality can be legitimate and 

necessary. It means the writer should be able to defend the truthfulness, fairness and professionalism of the 

communication if its existence becomes known. 

2.3.4 Channel choice: richness, synchronicity and record 
Daft and Lengel (1986) argue that richer media can help organizations address equivocality because they support rapid 

feedback, multiple cues and more personal interaction. Dennis, Fuller, and Valacich (2008) refine the problem by 

distinguishing communication processes that require conveyance of information from those that require convergence on 

shared meaning. The practical lesson is not "use video for important topics." Channel choice should match the task. 

A live conversation is valuable when ambiguity is high, emotion is strong or rapid clarification matters. 

Written communication is valuable when precision, reflection, documentation or asynchronous access matters. A 

difficult performance conversation may require both: a live meeting for dialogue and a written follow-up for 

clarity. A complex board decision may begin with a concise briefing note, proceed to discussion and end with 

recorded resolutions. 

Table 2.2. Channel-selection guide 

Communication need Often suitable channel Why Risk to manage 

Simple factual update Email, collaboration post, 

dashboard alert Fast, searchable, asynchronous. Overload, unclear subject, missing action 

owner. 

Complex analysis Report or briefing note plus 
discussion 

Creates evidence record and 
enables clarification. 

Decision makers may read only summary; 
key caveats must be surfaced. 

Ambiguous or 

emotionally sensitive 
issue 

Live meeting or call, followed by 

written record 
Supports nuance, questions and 

relational repair. 
Power imbalances can suppress dissent; 

meeting record can be vague. 

Urgent operational 

incident 
Real-time alert plus defined 

escalation channel 
Speed and coordination are 

critical. 
Premature certainty, contradictory messages, 

unverified facts. 

Negotiation or 

difficult conversation 
Synchronous dialogue with 

prepared points and notes 
Enables inquiry and adaptive 

response. Reactive language, anchoring, loss of record. 

Policy or high-stakes 
recommendation 

Decision memo / briefing plus 
formal presentation 

Combines traceable evidence 
with accountable deliberation. 

Excessive compression can hide uncertainty 
or alternatives. 

Source/Note: Author's synthesis based on task, ambiguity, documentation, access and feedback requirements. 
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2.3.5 Communication goals and measurable quality 

Not every communication outcome should be measured by agreement. A message can be successful when the 

audience understands the evidence and still rejects the recommendation. Better quality indicators include 

comprehension, recall of material points, decision timeliness, error rates, appropriate action, trust, question 

quality and whether later interpretations match the documented message. 

For ethical reasons, communicators should be cautious with engagement metrics. Click-through rate, time on 

page, applause or conversion can reward sensationalism and emotional manipulation. A high-performing 

message in behavioral terms can be poor communication if it induces action through misunderstanding. Outcome 

metrics should therefore be paired with integrity metrics: factual accuracy, disclosure of material limitations, 

accessibility, correction speed and complaint or misunderstanding patterns. 

2.4 Critical Reading, Source Credibility, Evidence and 
Argument Construction 

2.4.1 Critical reading begins with the claim 

Critical reading is not habitual suspicion. It is disciplined inquiry into what a source actually claims, what 

evidence supports the claim and how far the inference can travel. Before evaluating whether a document is 

"credible," identify its central propositions. A source may be trustworthy about one fact and weak about another. 

A company's audited revenue figure, for example, can be a strong source for its reported revenue but a weak 

independent source for the claim that its social impact is wholly beneficial. 

Claims can be descriptive, causal, predictive, evaluative or normative. Descriptive claims state what exists or 

happened. Causal claims state that one factor produced or changed another. Predictive claims estimate what may 

happen. Evaluative claims judge performance against a criterion. Normative claims state what ought to be done. 

Confusing claim types is a major source of poor argument. A survey showing that customers prefer a feature does 

not by itself prove the feature caused retention; a correlation does not establish causation; a forecast is not an 

observed fact; a legal requirement is not automatically a moral endorsement. 

2.4.2 Source credibility is multidimensional 
A strong source-evaluation process examines provenance, competence, method, independence, recency, 

corroboration and relevance. Credentials matter, but authority should be claim-specific. A Nobel laureate outside 

the relevant field does not automatically outrank a domain specialist. Institutional prestige does not make a report 

methodologically sound. Conversely, a small local organization can provide uniquely valuable primary evidence 

about conditions that global datasets cannot observe. 

Wineburg and McGrew (2019) found that professional fact-checkers tended to evaluate unfamiliar websites by reading 

laterally: they left the site, opened additional tabs and investigated who stood behind the source and what independent 

sources said about it. Historians and students in the study were more likely to remain within the site and be influenced 

by surface features such as logos. The sample was small and task-specific, so the result should not be universalized, but 

the practical principle is strong: do not let a source define its own credibility. 

EVIDENCE CHECK | A credibility checklist is not a truth machine 

No acronym or score can certify truth. A recent, professionally designed, highly cited source can still be wrong. Credibility tools 

should trigger questions: Who produced this? What exactly is claimed? What evidence would change the conclusion? Is the 

source independent of the interest it evaluates? Can the underlying data or method be inspected? What do credible sources that 

disagree say? Which claim is primary evidence, which is interpretation, and which is advocacy? 
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2.4.3 Evidence hierarchy depends on the question 

There is no universal evidence ladder suitable for all business communication. An audited financial statement 

may be best for reported financial results. A randomized experiment can be powerful for a narrow causal effect. 

Ethnography may be superior for understanding how users actually experience a service. Administrative data can 

describe large populations while omitting informal activity. Interviews can reveal mechanisms and meanings but 

are vulnerable to recall and selection biases. Legal questions require primary law and authoritative interpretation. 

Market questions may require triangulation across customer data, competitors, macroeconomic evidence and 

local observation. 

The communicator should therefore evaluate evidence by fit to claim rather than by prestige alone. Chapter 3 

develops research design in full. Chapter 2's responsibility is narrower: when using evidence, identify what it can 

and cannot support. 

2.4.4 Misinformation, virality and the cost of frictionless sharing 
Digital media makes reproduction cheap and verification comparatively expensive. Vosoughi, Roy, and Aral's (2018) large 

study of Twitter diffusion from 2006 to 2017 found that false news spread farther and faster than true news in their 

dataset, with novelty and human sharing behavior playing important roles. Lazer et al. (2018) argue that misinformation 

is a system-level problem involving platforms, incentives, cognitive processes and institutional trust. These studies do 

not justify treating every viral claim as false, but they undermine the assumption that popularity is evidence of 

reliability. 

Professional communicators should slow down when information is emotionally gratifying, reputationally 

damaging or unusually convenient to their prior beliefs. Screenshots require provenance. Statistics require 

definitions and denominators. Quotations require context. Images and audio increasingly require verification 

because generative systems can synthesize convincing material. Speed matters in business, but correction after a 

false public claim is usually more costly than a brief verification delay. 

2.4.5 The Toulmin structure of practical argument 

Toulmin's model, first published in 1958 and represented here by the updated edition (Toulmin, 2003), is 

particularly useful for professional reasoning because real arguments are rarely formal syllogisms. A practical 

argument includes a claim, the grounds or evidence supporting it, and a warrant explaining why the evidence 

justifies the claim. Backing supports the warrant; a qualifier limits the strength of the claim; and a rebuttal 

identifies conditions under which the inference may fail. 
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Figure 2.3. Evidence-to-argument chain using the Toulmin model. 

Source: Author's synthesis based on Toulmin (2003; original work published 1958). 

Consider a manager recommending that a retailer extend opening hours. 

Claim: The Kigali flagship store should remain open one hour later on Fridays for a three-month pilot. 

Grounds: Friday sales in the final hour before closing have repeatedly reached capacity, customer exit surveys report unmet 

evening demand, and nearby competitors remain open later. 

Warrant: If demand is constrained by closing time and incremental revenue is likely to exceed incremental labor and 

security costs, a controlled extension can create value. 

Backing: Historical sales patterns, staffing estimates and comparable-location evidence. 

Qualifier: The recommendation is provisional because demand could shift after novelty wears off. 

Rebuttal: If security risk, staff transport constraints or local regulations make the extension unsafe or non-compliant, the 

pilot should not proceed in its proposed form. 

This structure exposes hidden assumptions. A claim with abundant data can still be weak if the warrant is 

unsound. For example, "website traffic rose 40%, therefore the campaign increased sales" requires a causal 

bridge that traffic data alone cannot provide. 

2.4.6 Deduction, induction and abduction 

Deductive reasoning applies general premises to reach a conclusion that follows if the premises are true and 

the reasoning is valid. Inductive reasoning generalizes from observations with probabilistic rather than certain 

force. Abductive reasoning seeks the best available explanation for observed facts. Business communication uses 

all three. A compliance memo may apply a rule deductively. A market analyst may infer a pattern from 

observations. An incident team may compare possible explanations for a system failure. 

The key communication duty is to match language to inferential strength. "The evidence proves" is 

inappropriate when the evidence merely makes one explanation more plausible. Qualifiers such as likely, 

consistent with, suggests, under these assumptions and within this sample are not weakness when they accurately 

represent uncertainty. 

2.4.7 Common fallacies and rhetorical errors 

Arguments fail when relevance, inference or evidence breaks down. Common errors include attacking the 

person rather than the claim; presenting only two options when alternatives exist; assuming that because one 

event followed another it was caused by it; generalizing from an unrepresentative case; using popularity as 
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evidence of truth; appealing to authority outside the authority's competence; shifting the burden of proof; cherry-

picking favourable evidence; and moving the standard of proof after contrary evidence appears. 

The language of "fallacy" should itself be used carefully. Not every analogy is false, not every appeal to 

authority is illegitimate, and not every emotionally powerful story is manipulative. The question is whether the 

reasoning is appropriate to the claim and whether the communicator is representing the evidence fairly. 

2.4.8 Synthesis: building knowledge from multiple sources 

Synthesis differs from serial summary. A weak literature paragraph reports Source A, then Source B, then 

Source C. A synthesis organizes sources around a question, relationship or tension. It may show convergence, 

contradiction, methodological difference, temporal change or context dependence. Good synthesis asks why 

sources differ rather than merely noting that they do. 

A useful synthesis matrix records the source, claim, method, context, finding, limitation and relevance to the 

writer's argument. This tool is preparation for writing, not a substitute for prose. 

Table 2.3. Example synthesis matrix for a professional evidence review 

Source Question / 

context Evidence Main finding Limitation Use in argument 

Morawczynski & 

Miscione (2010) 

Trust in early M-

PESA use in 

Kenya 

14-month 

ethnographic 

study 

Institutional and 

interpersonal trust evolved 

differently. 

Context-specific; 

early stage of 

ecosystem. 

Explains why platform trust and 

agent trust should be distinguished. 

Mulwa & Ndati 
(2013) 

Communication 
and technology 

adoption 

Small mixed-
method case 

Audience-appropriate 
communication contributed 

to M-PESA diffusion. 

Small sample; causal 
attribution limited. 

Supports communication 
adaptation as a plausible adoption 

mechanism. 

Johnen et al. 

(2023) 

Agent 

characteristics and 

adoption in Kenya 

Nationally 

representative 

household survey 

plus agent census 

Trained nearby agents 

associated with higher 

adoption. 

Observational 

design; association is 

not pure causal 

proof. 

Shows continuing importance of 

human explanation and service 

capability. 

Tuwei & Tully 
(2021) 

Agent adaptation 
in Western Kenya 

Interviews and 
observations 

Agents adapt corporate 
protocols to local realities. 

Regional qualitative 
evidence. 

Demonstrates communication as 

local translation and relational 
work. 

Source/Note: Author's synthesis of the cited M-PESA evidence streams; methodological limits are stated explicitly. 

2.5 Academic Writing: Structure, Synthesis, Coherence, 
Citation and APA 7th 

2.5.1 Writing is a recursive problem-solving process 
Academic writing is often taught as a linear sequence: outline, draft, edit. Flower and Hayes (1981) instead model writing as 

a recursive cognitive process in which planning, translating ideas into text and reviewing interact continuously. Writers 

revisit goals when new evidence appears, restructure paragraphs when the argument changes and revise claims when 

counter-evidence weakens certainty. This model remains useful because it treats revision as thinking rather than 

cosmetic correction. 

A mature writer separates drafting from final judgment. Early drafting can explore ideas; publication-ready 

writing cannot leave exploratory uncertainty hidden inside vague prose. The final text should make the argument 

architecture visible enough that a critical reader can reconstruct how each major conclusion was reached. 

2.5.2 Thesis, purpose and architecture 

An academic thesis is not merely a topic. It is the central answer or position that the paper will defend. A 

strong thesis is contestable enough to require evidence, precise enough to guide structure and proportionate to the 

available evidence. "Digital communication is important" is a topic statement. "In cross-border firms, channel 

choice should be treated as an institutional and accessibility decision rather than a simple preference for richer 
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media because infrastructure, documentation and language alter which medium is actually usable" is an arguable 

proposition. 

The introduction should establish the problem, significance, relevant context, gap or tension, purpose and 

roadmap without front-loading unnecessary literature. The body should develop a sequence of claims. The 

conclusion should synthesize what has been established, state limits and explain implications rather than merely 

repeating the introduction. 

2.5.3 Paragraph logic: claim, evidence, analysis and connection 

A paragraph is a unit of reasoning, not a fixed number of sentences. Most analytical paragraphs perform four 

functions: advance a controlling claim, provide relevant evidence or illustration, analyze why the evidence 

matters, and connect the result to the larger argument. These functions need not appear mechanically in the same 

order, but the reader should not have to guess why a quotation or statistic was inserted. 

WORKED EXAMPLE | From source dump to analytical paragraph 

Weak version: "Johnen et al. (2023) studied mobile money agents in Kenya. They found that training matters. Tuwei and Tully 

(2021) also studied agents and found they adapt to customers. M-PESA has many agents. Therefore communication is 

important." Stronger version: "M-PESA's communication capacity is partly embedded in its agent network rather than confined 

to corporate media. Johnen et al. (2023), using nationally representative household data linked to an agent census, found higher 

adoption where nearby agents offered account opening and had formal training, with particularly strong associations among 

users without formal education. Qualitative work by Tuwei and Tully (2021) complements this aggregate evidence by showing 

how agents adapt procedures to customers' local social and cultural realities. The methods answer different questions, but 

together they support a practical conclusion: customer understanding depends on both formal service design and situated human 

explanation." 

 

2.5.4 Coherence and cohesion 

Coherence is the conceptual unity that allows a reader to follow the argument. Cohesion is created by 

linguistic ties such as reference, substitution, conjunction, lexical repetition and other devices that connect 

sentences (Halliday & Hasan, 1976). A paragraph can be cohesive yet incoherent if its sentences are 

grammatically connected but conceptually unrelated. Conversely, a knowledgeable reader may infer coherence 

from a text that gives too few explicit transitions, but professional writers should not force readers to reconstruct 

avoidable gaps. 

Useful transitions identify logical relationships: addition, contrast, cause, qualification, example, sequence or 

consequence. Repeating the same transition formula can become mechanical. The goal is not to decorate prose 

with connectors but to signal the actual structure of reasoning. 

Hyland's (2005) work on metadiscourse emphasizes that academic writers guide readers through text and position themselves 

relative to claims. Expressions such as however, the evidence suggests, in this chapter, a limitation is and we distinguish 

help readers organize and evaluate the argument. These devices should clarify intellectual responsibility, not inflate 

certainty. 

2.5.5 Synthesis, paraphrase and quotation 

Paraphrase means restating an idea in genuinely new language and structure while preserving its meaning and 

attribution. Changing a few synonyms is patchwriting, not adequate paraphrase. Summary compresses a larger 

source to its relevant core. Quotation preserves exact wording and should be used when the wording itself is 

analytically important, unusually precise, historically significant or contested. 

Academic synthesis normally depends more on paraphrase and comparison than quotation. Excessive quoting 

can outsource the writer's reasoning to sources. A strong writer tells the reader what the source contributes, how 

it relates to other evidence and why it matters to the present argument. 
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2.5.6 Citation is a reasoning practice, not a decoration 

Citation serves multiple functions: it attributes intellectual work, enables verification, positions a claim within 

scholarship and allows readers to distinguish source-derived evidence from the writer's analysis. A citation 

placed at the end of a paragraph should have a clear relationship to the claims it supports. Writers should avoid 

"citation laundering," in which a source is cited for a claim the source itself only attributes to another source or 

does not actually establish. 

Primary sources are preferable when the claim concerns an original study, law, dataset, official statistic or 

theory. Secondary scholarship remains valuable for synthesis, critique and historical interpretation. Chapter 3 

develops literature searching systematically; Chapter 2 focuses on accurate attribution once sources have been 

selected. 

2.5.7 Core APA 7th conventions 

The Publication Manual of the American Psychological Association (American Psychological Association, 

2020) governs citation and reference conventions used throughout this book. The objective is traceability and 

consistency rather than ritual punctuation. Table 2.4 summarizes frequently used patterns; writers should consult 

the manual or current APA Style guidance for unusual source types. 

Table 2.4. APA 7th quick-reference patterns 

Source situation In-text form Reference principle 

One author (Entman, 1993) or Entman 

(1993) Author, date, title, source, volume/issue/pages and DOI when available. 

Two authors (Daft & Lengel, 1986) Cite both surnames every time. 

Three or more 

authors (Vosoughi et al., 2018) Use first author plus et al. from first citation. 

Direct quotation (Author, year, p. x) Add page or other locator; quote sparingly and exactly. 

Group author (World Economic Forum, 

2025) Spell out the organization unless a clear abbreviation is needed repeatedly. 

Web report (UNESCO, 2023) Use organization/author, date, italicized report title where appropriate and stable URL. 

Journal article with 

DOI (Bodie, 2010) Present DOI as https://doi.org/...; do not add "doi:". 

No DOI and 
database article Standard author-date Generally omit database URL for ordinary academic database content unless required 

for retrieval. 

Secondary citation (Original Author, year, as cited 

in Secondary Author, year) 
Use only when the original cannot reasonably be obtained; reference the source 

actually read. 

Source/Note: Condensed from American Psychological Association (2020); consult official APA Style guidance for unusual cases. 

Reference entries use a hanging indent and sentence case for article and book titles. Journal names and 

volume numbers are italicized; issue numbers are not italicized. DOIs are formatted as URLs. Retrieval dates are 

generally unnecessary for stable content but can be appropriate for intentionally changing webpages. APA 

conventions evolve through clarifications and new source types, so exact edge cases should be checked against 

current official guidance rather than inferred from an old example. 

2.5.8 Academic integrity and generative AI 
Generative AI changes the mechanics of writing but not the evidential obligations of scholarship. A model 

output is not a source merely because it is fluent. The writer must still read and verify the underlying literature, 

trace factual claims to real evidence, protect confidential or restricted material, avoid fabricated references, and 

disclose AI assistance when institutional rules or the material nature of the assistance requires it (UNESCO, 

2023). The accountable author must be able to defend every submitted claim and citation. Section 2.14 develops 



ACROSS MARKETS AND BORDERS CHAPTER 2 

OPEN CHRISTIAN PRESS  •  16 

the broader communication risks and controls for generative AI, including confabulation, privacy, synthetic-

media provenance and human accountability. 

FAITH AND VOCATION | Truthfulness in scholarship 

Christian commitment to truth is not satisfied by avoiding obvious plagiarism. It requires refusing fabricated citations, selective 

quotation, convenient omission and false certainty. Proverbs 11:1 condemns dishonest measures because distortion in 

exchange violates neighbour-love; the same principle applies to evidence. Scholarly integrity is therefore both an academic norm 

and a moral practice of truthful witness. 

 

2.6 Professional Writing: From Email to Executive 
Recommendation 

Academic writing is designed primarily to make knowledge claims traceable and contestable. Professional 

writing is designed to help identifiable people understand a situation and act. The difference is not that business 

writing can ignore evidence. It is that professional readers often face severe constraints of time, role, authority 

and risk. They need to know what has happened, why it matters, what decision is required, what evidence 

supports the recommendation, what uncertainties remain and who is responsible for the next step. 

The central discipline is therefore reader-centered usefulness. A document can be grammatically excellent 

yet professionally weak if it buries the requested action on page eight, gives senior leaders operational detail they 

cannot use, or presents a recommendation without cost, risk and implementation implications. Conversely, 

brevity is not a virtue when it removes material facts. Concision means eliminating what does not help the reader 

make the intended judgment, not simply reducing word count. 

2.6.1 The professional message architecture 

A reliable professional message can be organized around six questions: What does the reader need to know? 

Why does it matter now? What evidence supports the message? What decision or action is required? By whom 

and by when? What material caveats, risks or alternatives must be disclosed? The order changes with genre, but 

these questions prevent the common failure of writing that is technically complete yet operationally unusable. 

For routine and favorable messages, the main point can usually appear early. For sensitive or contested 

messages, context may need to precede the request, but strategic delay should not become evasion. A 

communicator who knows that a reader will misunderstand a buried qualification cannot defend the message 

merely because the qualification was technically present. 

 
Figure 2.4. Professional communication moves from situation to significance, evidence, decision, action and accountability. 

Source: Author's professional communication framework. 

https://www.biblegateway.com/passage/?search=Proverbs%2011%3A1&version=CSB
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2.6.2 Email: a small document with large consequences 

Email is deceptively simple. Its low production cost encourages overuse, unclear requests and indiscriminate 

copying. A high-quality professional email normally has a specific subject line, an appropriate greeting, an 

opening that establishes purpose, a concise body with only the context needed, a clear call to action, a deadline 

where relevant and a professional close. The first screen should usually answer the reader's most urgent question: 

why am I receiving this? 

Subject lines function as retrieval metadata as well as headlines. "Meeting" is weak; "Decision required by 

Thursday: Q4 supplier renewal" is useful. The body should distinguish information from action. When several 

recipients are involved, ownership should be explicit: "Amina, please approve the revised budget by 16:00 

Friday; David, upload the signed version once approved." Copying people without clarifying whether they are 

expected to act can create diffusion of responsibility. 

WORKED EXAMPLE | Repairing an ambiguous business email 

Original: "Hi all, just following up on the client issue. Please make sure the necessary things are done soon because they are 

waiting. Let me know if there are problems." Revised: "Subject: Action required today: Kivu Foods delivery correction. Body: 

Team, Kivu Foods received 40 cartons fewer than the quantity shown on Monday's delivery note. Before we respond to the 

client, please complete the following by 15:00 today: (1) Eric, reconcile the warehouse dispatch record with the signed delivery 

note; (2) Grace, confirm whether the missing cartons remain in transit; and (3) Diane, hold the replacement shipment until Eric 

and Grace confirm the cause. I will send the client a factual update at 16:00. Please flag any evidence that contradicts this plan 

before 14:30. Thank you." The revised version is longer but more concise in the professional sense: each sentence reduces 

uncertainty, identifies ownership or prevents an avoidable error. 

 

Email also creates a durable record. Writers should assume that important messages may later be forwarded, 

audited or reviewed outside the immediate context. This is not an argument for defensive bureaucracy. It is a 

reason to avoid sarcasm, unsupported allegations, hidden manipulation and casual disclosure of confidential 

information. 

2.6.3 Memos and briefing notes 

A memo is useful for internal analysis that requires more structure than email but less formality than a full 

report. A briefing note is designed to bring a decision maker rapidly to an informed position. Effective briefings 

typically identify the issue, relevant background, current status, evidence, options, risks and recommended 

action. The writer should make the decision logic visible rather than simply displaying information. 

The discipline of a briefing note is selective completeness. The document should contain all information 

material to the decision while excluding detail that does not affect it. This requires judgment. A policy briefing 

on a border delay, for example, may need the volume of affected shipments, cost exposure, legal constraints, 

customer implications and available remedies. It may not need a chronological narrative of every email 

exchanged since the problem began. 

2.6.4 Business reports 

A business report is an evidence-based document that investigates a defined problem and communicates 

findings for professional use. Report architecture depends on purpose, but a substantial analytical report often 

contains a title page, executive summary, introduction or terms of reference, method or evidence base, findings, 

analysis, options or recommendations, implementation considerations, limitations, references and appendices. 

A report should separate finding, interpretation and recommendation. A finding states what the evidence 

shows. Interpretation explains its significance. A recommendation proposes action. Blurring these levels can 

make advocacy look like evidence. For example, "Customs clearance averaged 3.8 days in the sampled 

shipments" is a finding; "this delay is commercially material because the product is perishable" is interpretation; 

"the firm should shift 60% of volume to the alternative corridor during peak season" is a recommendation 

requiring further cost and feasibility analysis. 
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A strong report also distinguishes the strength of evidence. Company records, official statistics, interviews, 

customer data and external market reports do not carry identical evidentiary weight. Chapter 3 develops research 

design and methodological defensibility; Chapter 2 requires the writer to report the provenance and limits of 

whatever evidence is being used. 

2.6.5 Executive summaries 

An executive summary is not an introduction. It is a compressed version of the decision-relevant substance of 

the entire document. A senior reader should be able to understand the problem, the evidence base, the principal 

findings, the recommended action, major risks and implementation implications without reading the full report 

first. 

Because the summary represents the full report, it is normally written last. It should not introduce claims 

absent from the body or soften important limitations that appear later. The most dangerous executive summary is 

one that is rhetorically confident while the underlying analysis is qualified. 

PRACTICE TOOL | Executive Summary Test 
A publication-ready executive summary should answer seven questions in a few coherent paragraphs: What decision or problem 

is addressed? What evidence was examined? What are the most important findings? What do those findings mean? What is 

recommended? What material risks or uncertainties accompany the recommendation? What happens next, by whom and on what 

timetable? 

 

2.6.6 Proposals 

A proposal asks another party to authorize, fund, purchase, partner or permit something. Its persuasive force 

should come from demonstrated fit between a problem and a credible solution. A proposal usually needs a clear 

need or opportunity, objectives, proposed approach, deliverables, evidence of capability, schedule, resources or 

budget, risks, governance and evaluation criteria. 

Weak proposals begin with the seller. Strong proposals begin with the decision problem. "We are a leading 

consultancy with fifteen years of experience" may be relevant later, but it does not establish why the client should 

act. A proposal should also avoid manufactured urgency, inflated benefits and concealment of dependency. 

Where success depends on assumptions, those assumptions belong in the proposal. 

2.6.7 Recommendations and the difference between advice and assertion 

A recommendation should be actionable, evidence-linked and bounded by conditions. "Improve 

communication" is not a recommendation. "Introduce a bilingual pre-departure SMS and WhatsApp confirmation 

for cross-border drivers, with the dispatch manager accountable for message accuracy and delivery logging, and 

review missed-delivery rates after eight weeks" identifies intervention, audience, channel, accountability and 

evaluation. 

Recommendations should explain alternatives considered and the criterion used to choose among them. This 

is especially important where trade-offs involve cost, speed, risk, fairness or legal exposure. Chapter 5 develops 

formal decision methods; here the communication task is to make the reasoning auditable. 

Table 2.5. Professional genres and their dominant communication problem 

Genre Primary communication 

problem Core reader question Frequent failure 

Email Coordination and action What do you need from me, and by when? Vague purpose, hidden action, excessive 

copying. 

Memo Internal analysis or policy What should our organization understand 
or decide? Information dump without decision logic. 

Briefing note Rapid executive judgment What is the issue, evidence, options and 

recommendation? 
Too much background; weak 

prioritization. 
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Genre Primary communication 

problem Core reader question Frequent failure 

Business report Evidence-based diagnosis What happened, why, and what should 
follow? 

Findings mixed with unsupported 
prescription. 

Proposal Authorization or 

commitment 
Why this problem, solution, provider and 

plan? 
Seller-centered claims; hidden 

assumptions. 

Executive summary Decision-ready 

compression What must I know from the full document? Becomes a generic introduction or 

marketing page. 

Recommendation Defensible action What should be done, by whom, under 
what conditions? 

Vague verbs and no implementation 
ownership. 

Source/Note: Author's synthesis of recurring professional communication genres. 

2.7 Editing for Clarity, Concision, Tone, Logic and Readability 
Editing is the stage at which a writer tests whether the document actually performs its intended function. 

Proofreading checks surface correctness. Editing is broader: it tests argument, sequence, evidence, language, tone 

and reader effort. The distinction matters because a document can be error-free and still be incoherent. 

2.7.1 Macro-editing before sentence editing 

The highest-return edits usually occur above sentence level. Before polishing wording, ask whether the 

document has the right purpose, claims, evidence, architecture and proportions. Deleting a beautifully written but 

irrelevant section is better than refining it. A practical sequence is: purpose and audience, argument and evidence, 

organization, paragraph logic, sentence clarity, terminology and tone, then grammar, formatting, citations and 

final proof. 

2.7.2 Plain language is precision, not simplification of thought 

Plain language aims to make information understandable and usable by its intended audience. ISO 24495-

1:2023 establishes principles and guidelines for plain-language documents across many forms of text 

(International Organization for Standardization [ISO], 2023). Plain language does not forbid technical 

vocabulary. A specialist term may be the most precise word available. The obligation is to define it when readers 

may not know it and to avoid complexity that serves status rather than meaning. 

One useful test is whether a simpler construction preserves the same substance. "At this point in time" can 

become "now." "Due to the fact that" can become "because." But technical distinctions should not be flattened. 

Replacing "liquidity risk" with "money problem" in a finance report may destroy necessary precision. 

2.7.3 Concision and information density 

Concision is the ratio of useful meaning to reader effort. Remove redundancy, nominalizations that hide 

actors, unnecessary throat-clearing and repeated conclusions. Prefer concrete verbs where they clarify agency. 

"Implementation of the decision was undertaken by management" is weaker than "Management implemented the 

decision." 

Passive voice is not inherently wrong. It is useful when the actor is unknown, irrelevant or deliberately 

backgrounded for a legitimate reason. In methods writing, "responses were anonymized before analysis" may be 

appropriate because the procedure is more important than the person performing it. The ethical problem occurs 

when passive construction hides accountability: "Mistakes were made" may conceal who made a consequential 

decision. 
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2.7.4 Tone as a relationship decision 

Tone is the interpersonal meaning carried by wording, formality, directness and emotional stance. 

Professional tone is not synonymous with coldness. A crisis update can be factual and compassionate; a rejection 

can be firm and respectful; a corrective email can preserve dignity while naming performance gaps. 

Tone should fit the power relationship. A manager has more freedom than a subordinate to create 

psychological pressure. A lender, regulator, professor, buyer or platform owner may have structural power that 

makes apparently polite language coercive in effect. Ethical tone therefore considers the reader's real ability to 

disagree or refuse. 

2.7.5 Readability metrics: useful alarms, poor judges 

Readability formulas estimate textual difficulty using surface features such as sentence length and word 

length. They can identify unusually dense prose, but they do not measure conceptual accuracy, argument quality, 

reader prior knowledge or cultural familiarity. A short sentence can be misleading; a longer sentence can be 

precise. Readability scores should therefore function as diagnostic alarms rather than optimization targets. 

EVIDENCE CHECK | When readability becomes a target 

Once a readability score becomes a performance metric, writers may shorten sentences mechanically, replace necessary 

terminology or fragment complex reasoning. The better question is whether the intended reader can accurately understand and 

act on the message. Comprehension testing, peer review and user feedback often reveal problems a formula cannot detect. 

 

2.7.6 The publication-ready editing pass 

A rigorous final edit asks whether every major claim has evidence or a clearly signaled reasoning basis; 

whether uncertainty is calibrated; whether headings match the argument; whether terms are used consistently; 

whether numbers reconcile across text, tables and figures; whether pronouns have clear referents; whether 

examples are ethically appropriate; whether visual elements can stand on their captions and labels; and whether 

citations actually support the claims to which they are attached. 

2.8 Storytelling for Professional and Leadership 
Communication 

Stories are not the opposite of evidence. They are a form for organizing human experience through actors, 

goals, conflict, causality and change. In professional communication, narrative can help audiences understand 

why a problem matters, remember a sequence and connect abstract evidence with lived consequences. It is 

powerful precisely because it can shape attention and belief. 

Green and Brock (2000) describe transportation as absorption into a narrative involving attention, imagery and emotion. 

Across several experiments, greater transportation was associated with stronger story-consistent beliefs and evaluations. 

This evidence explains both the usefulness and danger of stories: a vivid narrative can make an atypical case feel 

representative. 

2.8.1 The professional story has an analytical job 

A business story should serve a defined communication purpose. It may explain origin, illuminate a customer 

problem, show a decision turning point, humanize a statistic, transmit organizational memory or create a scenario 

of future action. The writer should know which function the story performs before adding dramatic detail. 

A compact professional narrative often contains five elements: setting, actor, tension, decision or action, and 

consequence or learning. The sequence can be expressed as context → disruption → choice → consequence → 

meaning. This architecture is useful for case presentations, leadership communication and executive pitches 

because it creates movement without requiring theatricality. 
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WORKED EXAMPLE | Turning a statistic into a responsible story 

Statistic only: "Thirty-two percent of customers abandoned the onboarding process before identity verification." Story plus 

evidence: "At 09:10 on Monday, a new customer in Musanze reached the identity-verification screen after completing six earlier 

steps. The mobile connection dropped while the page was loading, and the application restarted. That experience is not evidence 

by itself, but it illustrates a wider pattern: 32% of applicants in the April onboarding data exited at or immediately before identity 

verification. The product team should therefore test whether page weight, connection stability and document requirements 

explain the observed abandonment rather than assuming customers simply changed their minds." The story gives the statistic 

human meaning while explicitly preventing one anecdote from becoming causal proof. 

 

2.8.2 Data and narrative should constrain each other 

The disciplined communicator uses data to prevent the story from overclaiming and uses story to prevent data 

from becoming dehumanized. Anecdotes can generate hypotheses, illustrate mechanisms and reveal experience. 

They should not substitute for representative evidence when prevalence or causation is the question. Likewise, 

averages should not erase outliers that represent serious harm. 

2.8.3 Leadership stories and identity 

Leaders often use stories to communicate organizational identity: what the organization values, what conduct 

it rewards, what failures it learns from and whom it serves. Such stories can form culture, but repeated heroic 

narratives can also suppress dissent. If every success story centers the chief executive and every failure story 

blames frontline staff, storytelling becomes a power instrument rather than shared learning. 

ETHICAL DILEMMA | When the best story is not representative 

A fundraising team has an emotionally compelling customer story that generates significantly more donations than aggregate 

outcome data, but the customer's transformation is unusually positive. The story is factually true. Is it ethical to lead with it? A 

responsible answer must consider representativeness, disclosure, audience vulnerability, intended inference and whether the 

story would leave a reasonable listener with a materially false impression of typical outcomes. 

 

2.9 Persuasion, Rhetoric, Framing and Ethical Influence 
Persuasion is communication intended to influence judgment, attitude or action. It is unavoidable in business: 

proposals seek approval, leaders build commitment, negotiators advocate terms, entrepreneurs seek capital and 

scholars defend interpretations. The moral question is not whether influence occurs, but whether the audience's 

capacity for informed judgment is respected. 

2.9.1 Aristotle's rhetorical appeals: ethos, logos and pathos 

Classical rhetoric distinguishes ethos, the perceived credibility and character of the communicator; logos, the 

reasoning and evidence offered; and pathos, the emotions and values engaged. These are not separate buttons to 

press. Credibility can determine whether evidence is trusted; emotion can signal importance; reasoning can 

discipline both. 

Ethos should be earned through competence, honesty and appropriate disclosure, not manufactured through 

borrowed authority. Logos requires valid inference and relevant evidence, not merely numbers. Pathos is 

legitimate when emotion is connected to truth, such as acknowledging the human cost of an accident. It becomes 

manipulative when fear, shame or outrage is deliberately amplified to bypass reason. 

2.9.2 Elaboration and dual-process accounts of persuasion 

The Elaboration Likelihood Model proposes that persuasion can occur through relatively effortful scrutiny of 

message arguments or through less effortful cues, depending partly on motivation and ability to process the issue 

(Petty & Cacioppo, 1986). Chaiken's (1980) heuristic-systematic model similarly distinguishes systematic 
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processing from heuristic use of cues. These models caution professionals against assuming that audiences 

always examine evidence deeply. 

The ethical implication is not to exploit low attention. It is to design material so consequential decisions can 

withstand scrutiny. A pension product, medical service, loan or investment should not depend on a celebrity cue 

or default setting to conceal terms that would alter a careful customer's decision. For low-stakes choices, 

heuristics are normal and efficient; for high-stakes choices, communicators should increase transparency and 

deliberative opportunity. 

2.9.3 Framing: inevitable selection, contestable emphasis 

Framing selects and emphasizes aspects of reality in ways that shape problem definition, causal 

interpretation, moral evaluation and possible remedy (Entman, 1993). Every communication frames because no 

message can contain all facts. The ethical issue is whether selection produces a materially misleading picture. 

Consider a factory closure. Management can frame it as "operational optimization," workers as "livelihood 

destruction," investors as "capacity rationalization" and public authorities as "regional employment shock." Each 

frame highlights something real, but each can conceal other consequences. A responsible communicator 

identifies the legitimate decision perspective while disclosing facts material to affected audiences. 

 
Figure 2.5. Ethical influence combines credible character, sound evidence, transparent framing, audience agency and proportionate 

emotion. 
Source: Author's synthesis drawing on Aristotle (2007), Petty and Cacioppo (1986), Entman (1993), and McCornack (1992). 

2.9.4 Information manipulation and misleading truth 

A message can be technically true and still deceptive. Information Manipulation Theory examines how 

communicators may violate expectations concerning quantity, quality, relation or manner of information in ways 

that produce misleading impressions (McCornack, 1992). In professional life, common forms include selective 

statistics, buried fees, truncated time periods, strategically omitted denominators and graphical scales chosen to 

exaggerate change. 

The ethical test is therefore not "Can every sentence be defended?" but "Would a reasonable audience, given 

the communicator's knowledge and the context, be left with a materially false belief?" Truthfulness includes 

relevant completeness. 
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2.9.5 Rhetorical shortcuts under low attention 

Section 2.4.7 identified common errors of inference. Persuasive settings add a further risk: weak reasoning 

can be packaged in cues that audiences process quickly when motivation, time or expertise is limited. Status 

signals, repetition, vivid anecdotes, social proof and emotionally charged labels can all influence judgment 

without strengthening the underlying claim. The ethical response is not to eliminate every heuristic cue, which 

would be impossible, but to ensure that consequential recommendations remain intelligible under scrutiny and 

that peripheral cues do not conceal weak evidence or missing alternatives. 

2.9.6 Ethical influence versus manipulation 

Influence becomes manipulation when the communicator intentionally exploits a vulnerability, conceals 

material information, engineers confusion or uses power to undermine meaningful consent. The boundary is 

contextual. Scarcity messages are not inherently manipulative if stock genuinely is limited; fabricated countdown 

timers are deceptive. Personalization is not inherently wrong; using intimate behavioral data to target a person at 

a moment of known vulnerability can be. 

PRACTICE TOOL | The Ethical Persuasion Test 

Before releasing a persuasive message, ask five linked questions. Truth: Are the explicit and implied claims accurate? 

Evidence: Is the strength of the language proportionate to the evidence? Material completeness: Have facts that would 

reasonably change the audience's decision been disclosed? Agency: Can the audience understand, question and refuse without 

engineered confusion or illegitimate pressure? Accountability: Would the communicator defend the same framing if the omitted 

context and targeting method became public? 

 

2.10 Public Speaking and Executive Presentation 
Speaking is embodied communication. The audience receives not only words but pace, vocal emphasis, 

posture, timing, visual support, responsiveness and signs of confidence or uncertainty. Effective speaking 

therefore combines intellectual architecture with delivery. 

2.10.1 Start with the decision, not the slide deck 

An executive presentation should begin with the communication objective. What does the audience need to 

know, decide, believe or do by the end? The presentation can then be designed backward from that outcome. 

Starting by creating slides often produces a sequence of topics rather than an argument. 

A robust executive structure is: decision or problem, stakes, evidence, options, recommendation, risk and 

next step. When the audience already knows the background, repeating it wastes scarce attention. When the 

decision is unfamiliar or contested, more context may be necessary. The architecture should fit the audience's 

prior knowledge and authority. 

2.10.2 Openings and endings 

The opening should establish relevance rapidly. It can use a decision statement, a consequential fact, a brief 

case, a problem contrast or a question that genuinely structures the talk. Generic openings such as "Today I am 

going to talk about..." spend attention without creating value. 

The ending should not simply say "thank you." It should close the argument: what has been established, what 

decision follows and what action is requested. A board presentation on a supplier failure might end, "The 

evidence supports dual sourcing for the critical component despite a 4.2% unit-cost premium. Approval today 

allows qualification to begin next Monday and reduces our single-supplier exposure before the November peak." 

2.10.3 Delivery: credibility without performance theater 

Delivery should make reasoning easier to follow. Vocal variation can signal structure; pauses can mark 

transition; eye contact can support connection; deliberate movement can reduce distraction. Gestures should be 
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natural rather than choreographed. Speakers should not imitate culturally specific norms as universal 

prescriptions. 

Public speaking anxiety is common and multidimensional. Bodie (2010) reviews cognitive, physiological and behavioral 

components and a range of interventions. Preparation, repeated exposure, cognitive restructuring and skills practice can 

help. The aim is not to eliminate all arousal. Moderate arousal can coexist with excellent performance. A speaker should 

be judged by communicative effectiveness, not by whether nervousness is visible. 

2.10.4 Q&A as evidence of command 

Question-and-answer periods test both knowledge and character. Listen to the full question, clarify 

ambiguity, answer the strongest version and distinguish known facts from uncertainty. If the answer is not 

known, say so and specify how it will be verified. Inventing confidence under pressure damages credibility more 

than a bounded admission of uncertainty. 

A difficult question should not be neutralized through humiliation. Reframing is legitimate when it clarifies 

the issue; evasion is not. In high-stakes environments, teams should pre-mortem likely objections and prepare 

evidence, not scripted deflections. 

2.10.5 Remote and hybrid presentations 

Remote and hybrid presentations add technical and participation constraints to ordinary speaking. Audio 

quality, bandwidth, screen size, platform familiarity, latency and unequal visibility can determine whether an 

otherwise strong presentation is usable. The presenter should therefore circulate essential material in advance 

when appropriate, optimize slides for small screens, test audio and screen sharing, provide captions or transcripts 

where needed, and maintain a fallback channel for failure. 

Hybrid settings create an additional fairness problem: people in the physical room can dominate informal 

cues and turn-taking while remote participants become observational. A competent chair deliberately monitors 

chat and raised-hand channels, names decision points aloud, repeats in-room questions for remote listeners and 

records consequential decisions in a durable written form. The technology is not the meeting; it is infrastructure 

for a communication process that still requires audience access, feedback and accountability. 

Table 2.6. Executive presentation architecture by decision situation 

Situation Recommended emphasis Visual support Speaker discipline 

Routine update Variance from plan, causes, actions Trend lines, milestone table Do not narrate every completed activity. 

Investment 

request 
Opportunity, economics, assumptions, 

downside, ask 
Cash-flow summary, 

scenario chart 
State assumptions and uncertainty 

plainly. 

Crisis briefing Verified facts, unknowns, immediate controls, 

responsibilities 
Timeline, incident map, 

decision log 
Separate facts from hypotheses; avoid 

premature blame. 

Strategy 

proposal 
Problem, alternatives, trade-offs, choice, 

implementation Option matrix, roadmap Make rejected alternatives visible. 

Research 
presentation Question, method, evidence, inference, limits Minimal method diagram 

and key results 
Do not overstate causality or 
generalizability. 

Source/Note: Author's executive-presentation decision guide. 

2.11 Visual Communication and Data Storytelling 
A visual is an argument about attention. It tells the reader what differences, relationships or sequences 

deserve to be seen. Visual design is therefore not cosmetic. It can clarify evidence or distort it. This section owns 

the communication choices that make evidence perceptible and honest; Chapter 4 develops statistical 

visualization, exploratory analysis and quantitative interpretation in methodological depth. 
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2.11.1 Match the visual encoding to the analytical question 
Cleveland and McGill (1984) helped establish an empirical foundation for graphical perception by comparing the accuracy 

with which people decode different visual encodings. Judgments based on position along a common scale are generally 

more accurate than judgments based on area or volume. This supports a practical principle: when precise comparison 

matters, simple bars, dots or aligned positions are often superior to decorative three-dimensional graphics. 

The analytical question should determine chart type. Use lines primarily for change over an ordered sequence 

such as time; bars for comparison among categories; scatterplots for association between quantitative variables; 

maps when geography itself is analytically meaningful; and tables when readers need exact values rather than 

pattern recognition. Pie and donut charts can be usable for a small number of clearly differentiated parts, but they 

become difficult when readers must compare similar angles. 

2.11.2 Scale, denominator and baseline are ethical choices 

A chart can tell the truth numerically and mislead perceptually. Truncated axes can exaggerate small changes; 

changing denominators can make rates appear incomparable; dual axes can imply relationships that disappear 

under a common scale; cumulative totals can hide falling growth rates. The communicator should choose a scale 

that serves the analytical question and disclose transformations that materially affect interpretation. 

WORKED EXAMPLE | Same data, different impression 

Suppose annual defect rates fall from 5.0% to 4.6%. A bar chart with a vertical axis from 4.5% to 5.1% will make the 

improvement visually dramatic; an axis from 0% to 100% will make it nearly invisible. Neither scale is automatically correct. If 

the decision concerns whether a 0.4 percentage-point reduction is operationally meaningful, the chart can zoom to the relevant 

range but should clearly label the axis and preferably state both the absolute and relative change. Visual emphasis must not be 

allowed to substitute for interpretation. 

 

2.11.3 Visual hierarchy and slide design 

A slide is not a page projected onto a wall. It has limited viewing time and distance constraints. A strong slide 

has one main job, a message-driven title, readable type, limited competing elements and visual hierarchy that 

makes the intended path obvious. Decorative icons, gradients and stock imagery should be removed when they 

do not add meaning. 

The title "Revenue by Quarter" names a topic. "Revenue recovered in Q4, but margins remained below plan" 

states an insight. Message titles reduce the amount of inference an audience must perform while listening. 

2.11.4 Data storytelling without data theater 

Data storytelling integrates evidence, explanation and sequence so a reader can understand what changed, 

why it matters and what action follows. It should not force every dataset into a dramatic narrative. Some 

evidence is genuinely ambiguous or stable. The communicator's duty is to reveal the pattern, not manufacture 

one. 

Borkin et al. (2013) showed that visualizations differ in memorability, but memorability is not equivalent to accuracy or 

decision quality. A memorable infographic can still be misleading. Professional visual communication must optimize 

comprehension and truthful interpretation before aesthetic novelty. 

2.11.5 Accessibility is part of accuracy 

A message that cannot be perceived by part of its intended audience is not fully communicated. WCAG 2.2 

provides current international guidance for accessible web content, including perceivability, operability, 

understandability and robustness (World Wide Web Consortium [W3C], 2024). For professional documents and 

slides, practical implications include sufficient contrast, meaningful alternative text for informative images, 

descriptive link text, captions for audio/video, keyboard-accessible digital materials, readable typography and 

avoiding color as the sole carrier of meaning. 
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Accessibility also extends beyond disability. Bandwidth, device size, language proficiency and data cost 

shape whether digital communication is usable. GSMA reported 416 million mobile internet users across Africa 

in 2025, representing 28% penetration, while 960 million people lived within coverage but were not using mobile 

internet (GSMA, 2025). A manager should therefore not interpret "network coverage" as equivalent to effective 

digital reach. 

AFRICAN CONTEXT | Channel design under a usage gap 

A communication strategy that assumes every customer can stream video or open a large PDF may exclude people who 

technically live within network coverage. In many African markets, responsible channel planning may require lightweight pages, 

SMS, compressed media, voice, local-language support, offline materials or trusted human intermediaries. The correct mix is an 

empirical question about the audience, not a stereotype about the continent. 

 

2.12 Listening, Feedback, Difficult Conversations and 
Negotiation Communication 

Communication competence is often evaluated by output: writing and speaking. In organizations, failures of 

reception can be equally costly. A leader who speaks clearly but does not hear contrary evidence can create a 

highly articulate failure. 

2.12.1 Active listening is observable behavior 

Active listening involves attending, demonstrating understanding, clarifying, paraphrasing and responding in 

ways that help the speaker know the message has been processed. Weger et al. (2014) experimentally compared 

active-listening responses with other response conditions and found that people generally perceived active 

listeners as more understanding and socially attractive. The result should not be reduced to a technique for 

appearing empathetic. Genuine listening requires willingness to revise one's understanding. 

Listening has at least three layers: content (what happened or is proposed), meaning (what the speaker 

believes it implies) and interest or concern (what matters to the speaker). A manager who immediately solves 

the content problem may miss the underlying concern about fairness or trust. 

2.12.2 Questions that improve understanding 

Good questions reduce ambiguity without conducting an interrogation. Open questions invite explanation; 

closed questions confirm details; diagnostic questions test causes; reflective questions examine assumptions; and 

counterfactual questions explore alternatives. Leading questions are legitimate only when their directional nature 

is clear. In investigations or sensitive conversations, questions should not smuggle conclusions into the evidence 

record. 

2.12.3 Feedback is information for improvement, not a verdict on personhood 

Feedback should help a person understand the gap between current performance and a relevant standard and 

identify the next action. Kluger and DeNisi's (1996) meta-analysis of 607 effect sizes and 23,663 observations 

found that feedback interventions improved performance on average, but more than one-third reduced 

performance. Their feedback intervention theory suggests that effects worsen when attention shifts away from the 

task and toward self-focused processes. 

This evidence cautions against the simplistic claim that "more feedback is better." High-quality feedback is 

specific, timely enough to be useful, grounded in observable behavior or output, connected to standards and 

oriented toward improvement. "You are careless" attacks identity; "three figures in the summary do not reconcile 

with Table 4; verify the source file and replace them before 14:00" identifies a correctable task. 
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2.12.4 Receiving feedback 

Receiving feedback requires epistemic humility without automatic submission. The recipient should clarify 

the evidence, identify what is actionable and distinguish a legitimate performance standard from personal 

preference or unjust pressure. A Christian ethic of humility does not require agreement with false accusation. 

Respectful challenge can be morally necessary. 

2.12.5 Difficult conversations 

Difficult conversations combine substantive disagreement with emotion, identity and relationship risk. A 

disciplined conversation begins by separating observable facts from interpretation. Instead of "You do not respect 

deadlines," use "The last three submissions arrived after the agreed deadline, on Tuesday, Friday and Monday." 

The speaker can then explain impact, invite the other person's account, identify shared interests and agree on a 

future standard. 

The sequence is not a script but a reasoning framework: facts → interpretation → impact → inquiry → 

shared problem → options → commitment → follow-up. In conflict, each party should be able to state the 

other's position in a form the other recognizes before rebuttal. 

2.12.6 Negotiation communication: positions, interests and information 

Negotiation is a communication process through which parties seek agreement under partially aligned and 

partially conflicting interests. It involves offers and concessions, but also information exchange, inference, 

signaling, framing and relationship management. Chapter 6 treats conflict and negotiation inside leadership and 

organizational behavior; Chapter 19 develops commercial diplomacy. Chapter 2 owns the communication 

competence required for both. 

Positions state what a party says it wants. Interests explain why. Two parties may oppose each other's 

positions while possessing compatible interests. A supplier demands payment within 15 days; the buyer asks for 

60 days. The supplier's underlying concern may be working-capital liquidity, while the buyer's concern is 

matching customer receipts. Options such as supply-chain finance, partial advance payment or a volume-linked 

schedule may create value that positional bargaining misses. 

Communication also determines whether a negotiation is truthful. Strategic silence is not automatically 

deceptive; negotiators are not required to disclose every private preference. But false factual claims, fabricated 

alternatives, intentionally misleading authority statements and promises made without intention to perform 

violate honest dealing. 

PRACTICE TOOL | Listen-Clarify-Frame-Commit 
Listen for content, interest and emotion without drafting the rebuttal while the other person speaks. Clarify facts, terms and 

assumptions. Frame the problem in language both parties can recognize, without erasing genuine disagreement. Commit only 

to specific actions that can be performed, assigning owner, deadline and verification. Record consequential agreements in a 

suitable durable form. 

 

2.13 Cross-Cultural, Inclusive and Multilingual 
Communication 

Cross-border business increases the probability that communicators differ in language, conventions, status 

expectations, directness, time orientation and interpretation of silence. The wrong response is to convert cultural 

frameworks into deterministic national stereotypes. Chapter 7 develops cross-cultural theory in depth; Chapter 2 

focuses only on communication practice. 
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2.13.1 Culture affects interpretation, but individuals are not national averages 
Deardorff (2006) identifies attitudes such as respect and openness, knowledge and comprehension, and communication-

related skills within intercultural competence. The practical implication is that competence combines self-awareness 

with adaptation. A communicator should investigate how a specific audience interprets forms of address, disagreement, 

deadlines, hierarchy, privacy and evidence rather than assuming that nationality predicts behavior. 

Terms such as "high-context" and "low-context" can be useful heuristics when they prompt questions about 

how much meaning is carried implicitly by relationships and context. They become harmful when used as fixed 

labels. Organizations themselves have cultures, professions have conventions and generations or regions within 

the same country can differ substantially. 

2.13.2 Language choice is a power choice 

The language selected for a meeting, contract, training or customer message can determine who participates 

fully. Using a global business language may reduce coordination cost while increasing cognitive load for second-

language speakers. Speakers with high proficiency can mistakenly equate verbal speed with intelligence or 

commitment. 

Inclusive communication can require advance written materials, slower turn-taking, definitions of acronyms, 

written confirmation of decisions and multilingual summaries. Translation should preserve meaning rather than 

simply replace words. Legal, technical and culturally sensitive content may require qualified human review even 

when machine translation is used for first drafts. 

2.13.3 Inclusive language without ideological coercion 

Inclusive professional communication should avoid unnecessary humiliation, stereotyping and exclusion and 

should use terminology that enables the intended audience to participate with dignity. Inclusion does not require 

forced agreement with every philosophical or political vocabulary. In plural organizations, a sound standard is to 

communicate respectfully and accurately while protecting legitimate freedom of conscience. Where terminology 

itself is contested, define operational meanings rather than treating slogans as settled facts. 

2.13.4 Cross-cultural misunderstanding and repair 

When a message causes offense or confusion, the first task is diagnosis. Was the problem translation, 

historical association, tone, power, false assumption, ambiguity or substantive moral disagreement? An apology 

is appropriate when the organization caused avoidable harm, but an apology should not be used as a substitute for 

correcting the underlying process. Message testing with diverse reviewers, local partners and affected users can 

identify issues before release, though no consultation process guarantees universal agreement. 

Table 2.7. Cross-cultural communication safeguards 

Risk Diagnostic question Practical safeguard 

Language 
asymmetry Who is processing in a second or third language? Plain wording, slower pace, advance materials, written recap. 

Implicit 
hierarchy Can lower-status participants disagree safely? Directly invite challenge; separate idea evaluation from rank. 

Different 

directness norms 
Is indirect wording being mistaken for agreement or 

evasion? Confirm decisions and commitments explicitly. 

Translation loss Does the translated term carry the same technical or 

moral meaning? 
Back-check critical terms; use qualified review for high-stakes 

text. 

National 
stereotyping Are group averages being applied to an individual? Ask and observe; treat frameworks as hypotheses, not 

diagnoses. 

Conscience 

conflict 
Is a preferred vocabulary being made a condition of 

belonging unnecessarily? 
Define essential professional conduct and allow respectful 

pluralism where possible. 

Source/Note: Author's synthesis informed by Deardorff (2006) and accessibility principles. 
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2.14 Digital Communication, AI, Platforms and Information 
Integrity 

Digital communication changes speed, permanence, reach, discoverability and the cost of publication. A 

message can move from private chat to public evidence in seconds. Platform design also shapes what is seen, 

amplified or ignored. Responsible digital communication therefore requires more than adapting tone to a screen. 

This section focuses on communicative practice and information integrity; Chapter 20 develops digital platforms, 

AI, cybersecurity-adjacent governance and technology strategy at the enterprise level. 

2.14.1 Asynchronous communication and documentation 

Email, project-management tools and shared documents allow participants to process information at different 

times, preserve records and collaborate across time zones. They also create overload. Teams should distinguish 

channels by function: urgent incident alerts, formal approvals, discussion, document revision and social 

conversation should not compete in one undifferentiated stream. 

The principle is channel governance. Define where final decisions are recorded, which medium carries 

emergencies, how files are version-controlled and when a conversation must move from chat to synchronous 

discussion. Without these rules, organizational memory becomes a search problem. 

2.14.2 Platform writing and scannability 

Digital readers often encounter messages on small screens amid competing alerts. Headings, descriptive 

links, short paragraphs, front-loaded purpose and accessible formatting reduce navigation cost. Search 

optimization can improve discoverability, but keyword strategy should not corrupt meaning. Content designed 

primarily to capture clicks can reward sensationalism and erode trust. 

2.14.3 Verification, correction and synthetic-media provenance 

Section 2.4.4 established that digital virality is not a reliability signal. The platform-specific problem is 

operational: content can be copied, detached from context and recombined faster than conventional review 

processes can respond. Professionals should therefore preserve source provenance, distinguish original evidence 

from commentary, verify consequential screenshots or recordings, and retain a defensible record of what version 

was approved and when. 

Synthetic media raises the evidentiary threshold further. NIST's review of digital-content transparency 

approaches distinguishes complementary controls such as provenance metadata, authentication, labeling, 

watermarking and synthetic-content detection, while also emphasizing that no single technique is a universal 

solution (Chandra et al., 2024). Where authenticity is material, communicators should corroborate content 

through independent records rather than treating the absence of a detector warning as proof that an image, audio 

file or video is genuine. Corrections should be prominent enough to reach the audience exposed to the original 

error; a silent edit may protect the publisher's appearance while leaving the false version in circulation. 

2.14.4 Generative AI as a communication co-tool 
Generative AI can draft, summarize, translate, ideate, classify and transform communication at low marginal 

cost. It can also hallucinate facts, flatten nuance, leak confidential information, reproduce bias and make 

authorship ambiguous. NIST's Generative AI Profile treats confabulation, information integrity, privacy and 

human-AI configuration among relevant risk areas (Autio et al., 2024). UNESCO's guidance similarly 

emphasizes human agency, privacy and critical validation in educational and research use (UNESCO, 2023). 

A professional should therefore separate assistance from authority. AI can suggest a structure; the 

accountable person validates the evidence. AI can translate; a competent reviewer checks high-stakes meaning. 

AI can summarize a meeting; participants verify commitments before the summary becomes an official record. 

AI can generate a persuasive message; humans remain responsible for whether the message is truthful and 

ethically targeted. 
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2.14.5 Disclosure and provenance 

Disclosure requirements depend on context, law, institutional policy and materiality. Routine grammar 

assistance may not require the same disclosure as synthetic evidence, AI-generated images of real events or 

automated advice presented as human judgment. Provenance mechanisms can help document origin and editing 

history, but they should be treated as evidence inputs rather than infallible truth certificates (Chandra et al., 

2024). A defensible principle is that provenance should be disclosed when it would reasonably affect how the 

audience evaluates authenticity, evidence, responsibility or consent. 

POLICY LENS | Do not confuse platform rules with moral authority 

Platform policies, AI usage rules and institutional communication standards can be necessary coordination mechanisms. They 

are not infallible moral authorities. Professionals should comply with lawful and legitimate requirements while retaining 

responsibility to challenge rules that require deception, suppress material evidence or violate conscience or dignity. Digital scale 

increases the need for accountable judgment rather than eliminating it. 

 

2.15 Substantial African Case: M-PESA, Trust and 
Communication at Scale 

The opening case can now be revisited with the chapter's full analytical toolkit. Safaricom's audited FY26 

results show an ecosystem whose communication problem extends far beyond advertising. Safaricom Kenya 

reported 40.99 million one-month active M-PESA customers, KSh 182.73 billion in M-PESA revenue, KSh 

41.68 trillion in annual transaction value and 46.41 billion transactions for the year ended 31 March 2026 

(Safaricom PLC, 2026). At this scale, communication is built into interfaces, receipts, agent interactions, pricing 

disclosures, security warnings, complaint channels, service recovery, investor reporting and regulatory 

engagement. 

2.15.1 Audience architecture 

M-PESA has multiple audiences whose information needs overlap but are not identical. Customers need 

simple, accurate instructions and transparent fees. Agents require operating procedures, fraud controls and 

escalation channels. Merchants need transaction reconciliation and settlement information. Regulators require 

evidence on compliance, consumer protection and systemic risk. Investors need financial performance and risk 

disclosure. Community users may need explanation through local languages and trusted intermediaries. A single 

master set of facts must therefore be translated into several genres without changing material truth. 

This is where message consistency differs from message sameness. Consistency means the facts and 

obligations reconcile across communications. Sameness would mean using identical wording and detail for every 

audience, which can reduce comprehension. A customer warning should not read like an annual report, but the 

customer warning and annual report must not contradict each other. 

2.15.2 Trust is institutional, interpersonal and procedural 
Morawczynski and Miscione's (2010) 14-month study of early M-PESA use showed that trust could attach differently to 

Safaricom as an institution and to individual agents. This distinction remains analytically valuable. A strong brand does 

not eliminate the need for trustworthy frontline conduct. Conversely, a single good agent cannot compensate for opaque 

platform rules or weak dispute resolution. 

Johnen et al. (2023), combining a nationally representative household survey with data on agents, found that agent 

characteristics and services were associated with adoption, with trained agents and account-opening capability especially 

relevant. The evidence is observational rather than a randomized causal test, but it suggests that the edge of a digital 

platform is still human. Tuwei and Tully (2021) show how agents adapt formal protocols to local contexts. Together, 

these studies caution against treating digital adoption as a communication problem solved exclusively by national 

advertising. 
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2.15.3 Communication, access and the African digital usage gap 
The broader African connectivity environment reinforces the point. GSMA (2025) reported 416 million mobile internet users 

across Africa, but a large usage gap remained even where network coverage existed. For a communication system, 

infrastructure availability therefore does not guarantee comprehension, affordability or practical access. A complex app 

notification may be technically delivered yet functionally inaccessible if the user lacks data, language support, device 

capability or confidence. 

This suggests a layered communication strategy. High-frequency digital channels can handle routine 

confirmations and alerts. Agents and call centers can support ambiguity, onboarding and dispute resolution. 

Public information should use language and formats appropriate to the affected audience. Security messaging 

should be repeated across channels because fraud prevention depends on both awareness and behavior. The 

strategic value of human intermediaries should be evaluated rather than assumed to disappear with digitization. 

2.15.4 Evidence discipline in corporate success narratives 

Safaricom's reported customer, transaction and revenue figures are strong primary evidence for scale and 

financial performance. They are not independent proof that every customer understands fees, that all agents 

behave consistently or that every social-impact claim is realized. A scholarly case should therefore separate 

company-reported operational facts from independent research and normative evaluation. 

This distinction is especially important when firms use words such as inclusion, empowerment or 

transformation. Those terms may describe real effects, but they are interpretive claims requiring indicators and 

counterfactual reasoning. Chapter 3 develops methods for evaluating such claims. Chapter 2's contribution is to 

require that communication label them appropriately rather than presenting corporate interpretation as neutral 

fact. 

2.15.5 Managerial lessons from the case 

M-PESA demonstrates five transferable principles. First, high-scale digital systems still depend on human 

explanation and trust. Second, audience adaptation is necessary, but material facts must remain consistent across 

genres. Third, communication quality is partly an operational capability: agents, interfaces, complaints and 

service recovery communicate the organization continuously. Fourth, digital reach should be measured as usable 

access rather than nominal coverage. Fifth, claims about impact must be proportionate to the evidence supporting 

them. 

AFRICAN CONTEXT | Africa is not a single communication environment 

The M-PESA case should not be generalized to all African markets as though language, mobile-money regulation, literacy, 

banking systems, trust or agent networks were uniform. The transferable lesson is methodological: investigate actual audiences, 

institutions and channel constraints in each market. African rootedness requires more local evidence, not broader stereotypes. 

 

2.16 Comparative Global Case: Boeing 737 MAX and 
Communication Under Corporate Crisis 

The Boeing 737 MAX crisis is a fundamentally different communication environment from M-PESA, but it 

exposes the same core issues: audience trust, power, evidence, uncertainty, framing and accountability. Lion Air 

Flight 610 crashed in October 2018 and Ethiopian Airlines Flight 302 crashed in March 2019, resulting in 346 

deaths across the two accidents. The crisis involved engineering, certification, organizational decision making, 

regulation and corporate communication. This chapter does not attempt to re-litigate the technical accident 

investigation; it focuses on what crisis communication can and cannot accomplish when organizational 

credibility is damaged. 
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2.16.1 Crisis communication cannot outrun underlying conduct 

Crisis communication literature often asks which response strategy best protects reputation. Situational Crisis 

Communication Theory links response strategies to perceived responsibility and reputational threat (Coombs, 

2007). The Boeing case demonstrates a harder principle: no rhetorical strategy can permanently substitute for 

substantive correction when the crisis concerns safety and organizational conduct. 

Cusumano (2021) argues that the 737 MAX failures were not merely technological but reflected management and 

organizational problems. This matters communicatively because a safety crisis cannot be treated as a narrow public-

relations problem. If public statements promise safety while internal systems have not changed, communication can 

intensify distrust rather than repair it. 

2.16.2 What the language of crisis response reveals 
Gillings (2025) analyzed a 31,872-word corpus of Boeing press releases related to the MAX crisis and compared them with 

other corporate releases. The analysis identified recurring discourses of inclusivity, clarity and transparency, safety, 

confidence and knowledge. The study also notes that corporate statements in such a context are legally constrained and 

carefully revised, so they are evidence of strategic public language rather than transparent access to internal reasoning. 

This creates a professional tension. Legal counsel may appropriately limit speculation or admission before 

facts are established. Yet excessive defensiveness can make an organization appear to privilege liability 

management over human consequences. The communicator must distinguish four categories: verified fact, 

reasonable inference, unknown information and organizational commitment. Blending them creates false 

certainty. 

2.16.3 Ethiopian Airlines and asymmetry in global crisis framing 
Gebru (2020) examined the inter-corporate communication of Ethiopian Airlines and Boeing following the Ethiopian 

Airlines crash through crisis-communication and framing lenses. The case is valuable for an African-rooted textbook 

because it reveals that global crises do not occur in a neutral reputational field. Organizations from different regions can 

face different expectations, stereotypes and media frames. An African carrier may need to defend technical competence 

while simultaneously grieving passengers and coordinating with a powerful global manufacturer and regulators. 

The lesson is not that every negative frame is externally imposed. It is that communicators should identify 

country-of-origin assumptions, institutional power and the distribution of voice when interpreting crisis 

narratives. A globally dominant corporation can often place more communication into the public record than a 

smaller partner. Analysts should therefore compare source authority and incentives rather than counting message 

volume as credibility. 

2.16.4 Apology, uncertainty and responsibility 

An ethical crisis response should begin with affected persons rather than corporate reputation. Empathy is not 

a rhetorical accessory. Where harm is real, the organization should acknowledge it without using victims as 

reputation-repair imagery. Where responsibility is not yet fully determined, leaders can still express sorrow, 

provide verified facts, cooperate with investigation, explain immediate safety actions and commit to updates. 

On 16 September 2020, responding to a U.S. House Transportation and Infrastructure Committee report, 

Boeing stated that it had cooperated with the inquiry, was strengthening safety culture and rebuilding trust, and 

described extensive engineering and test activity related to the revised aircraft (Boeing, 2020). Such statements 

are primary evidence of Boeing's public position. They do not by themselves establish whether every claimed 

cultural or organizational improvement had been achieved. The responsible reader separates statement from 

independent verification. 

2.16.5 Comparison with M-PESA 
Table 2.8. Communication under scale and crisis: M-PESA and Boeing 

Dimension M-PESA ecosystem Boeing 737 MAX crisis Transferable lesson 
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Dimension M-PESA ecosystem Boeing 737 MAX crisis Transferable lesson 

Communication 
environment 

High-frequency service 

communication across customers, 
agents, merchants, regulators and 

investors. 

High-stakes safety crisis across families, 

airlines, regulators, engineers, investors and 

global publics. 

Audience maps change the form 

and evidentiary threshold of 

communication. 

Trust 

mechanism 

Brand, repeated transactions, agent 
behavior, service recovery and 

platform reliability. 

Safety performance, transparency, regulatory 
scrutiny, engineering credibility and 

accountability. 

Trust cannot be created by wording 
alone; it depends on underlying 

conduct. 

Evidence 

problem 

Company performance data must be 

distinguished from independent impact 
claims. 

Corporate statements must be distinguished 

from accident investigation, legal findings 
and independent analysis. 

Primary sources reveal what an 
organization reports or claims, not 

automatic truth of every 

interpretation. 

Power issue 
Platform scale can create information 

and bargaining asymmetry with users 
and agents. 

Global manufacturer, airlines, regulators and 

affected publics possess unequal voice and 
authority. 

Ethical communication must 

account for structural power, not 
just message clarity. 

Moral risk 
Opaque fees, inaccessible channels, 

fraud, exclusion, privacy or misleading 
inclusion claims. 

Reputation management that minimizes 

harm, obscures responsibility or overstates 
certainty. 

Truthfulness requires material 

completeness and proportionate 
claims. 

Source/Note: Safaricom PLC (2026), Morawczynski and Miscione (2010), Johnen et al. (2023), Boeing (2020), Gebru (2020), Cusumano (2021) and 

Gillings (2025). 

EVIDENCE CHECK | A crisis case is not an invitation to sensationalize 

A textbook should not turn tragedy into dramatic content. Names, quotations and technical claims should be used only when 

they add analytical value and can be verified. The objective is to develop professional judgment about communication under 

consequence, not to exploit human loss for narrative impact. 

 

2.17 Faith, Ethics and Moral Reasoning: Communication as 
Truthful Service 

Communication is morally consequential because words mediate knowledge, consent, reputation, authority 

and collective action. A dishonest balance distorts material exchange; a dishonest statement distorts 

informational exchange. Christian moral reasoning therefore treats truthful communication as part of justice, 

neighbour-love and faithful stewardship rather than merely a technique for maintaining trust. 

2.17.1 Truth as a moral obligation, not a reputation strategy 

Scripture condemns false witness and deceptive speech (Exodus 20:16; Proverbs 12:22) and calls believers to 

speak truth in relationships (Ephesians 4:25). The business implication is not simply that lying damages 

reputation. Even a deception that remains undetected violates the audience's right to make judgments based on 

reality. 

This distinction matters because instrumental ethics can collapse when deception is profitable and unlikely to 

be discovered. A Christian account grounds truthfulness in the character of God and the moral status of persons. 

The audience is a neighbour, not an object to be optimized. 

2.17.2 Human dignity and the right not to be manipulated 

Human beings bear the image of God (Genesis 1:26-27). Communication should therefore address persons as 

moral agents capable of reason and conscience. Persuasion can offer reasons, evidence, testimony and 

emotionally meaningful truth. Manipulation attempts to bypass or disable agency through deception, coercion, 

engineered confusion or exploitation of vulnerability. 

https://www.biblegateway.com/passage/?search=Exodus%2020%3A16&version=CSB
https://www.biblegateway.com/passage/?search=Proverbs%2012%3A22&version=CSB
https://www.biblegateway.com/passage/?search=Ephesians%204%3A25&version=CSB
https://www.biblegateway.com/passage/?search=Genesis%201%3A26-27&version=CSB
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Kantian ethics reaches a related conclusion through the principle that persons should not be treated merely as 

means. Rights-based approaches emphasize informed consent and protections that cannot be traded away solely 

for aggregate benefit. Consequentialist ethics asks whether communication produces beneficial or harmful 

outcomes. Virtue ethics asks what habits of character are formed by repeated communicative practice. These 

perspectives illuminate different dimensions. Christian reasoning agrees that consequences, duties and character 

matter, while grounding human dignity and final accountability in a theological account of creation and 

judgment. 

2.17.3 Neighbour-love and audience adaptation 

The command to love one's neighbour (Matthew 22:37-40) gives audience analysis a moral dimension. 

Adapting a message so a person can understand it can be an act of service. Using plain language for a first-time 

borrower, translating safety instructions, captioning a video or explaining technical uncertainty honors the 

audience's real needs. 

The same techniques can be used manipulatively. Behavioral targeting can exploit fear; personalization can 

imitate intimacy; simplified language can omit risks. Neighbour-love therefore asks not only whether adaptation 

increases conversion but whether it helps the other person perceive reality and choose responsibly. 

2.17.4 Speech, power and the vulnerable 

Scripture repeatedly treats words as capable of blessing and harm (James 3:5-10). In organizations, power 

magnifies this effect. A senior leader's joke can humiliate a junior employee; an evaluator's vague criticism can 

damage opportunity; a corporation's denial can shape public understanding; a government directive can chill 

legitimate dissent. 

Christian leadership should therefore use speech to clarify responsibility, correct without degrading, defend 

those who cannot easily defend themselves and create conditions in which inconvenient truth can be heard. The 

call to let speech be gracious and wise (Colossians 4:6) does not prohibit firm correction. Grace and truth can 

require saying an unwelcome thing without contempt. 

2.17.5 Confidentiality, secrecy and disclosure 

Truthfulness does not require public disclosure of every fact. Confidentiality can protect legitimate privacy, 

trade secrets, negotiations, security, personal data and legally privileged communication. Scripture itself 

distinguishes truthful speech from indiscriminate disclosure; wisdom includes appropriate restraint (Proverbs 

11:13). 

The moral problem is the use of confidentiality to conceal wrongdoing or material risk from those entitled to 

know. A professional should ask: Who has a legitimate claim to this information? What harm would disclosure 

or non-disclosure cause? Is confidentiality protecting a person or process, or protecting misconduct? What legal 

and organizational escalation routes exist? Chapter 13 develops whistleblowing and governance more fully. 

2.17.6 Correction, apology and restitution 

Truthful communication includes correcting false statements. A correction should be proportionate to the 

original reach and should clearly identify what was wrong. Quietly editing a public claim without acknowledging 

a material error can preserve the publisher's appearance while leaving the audience misinformed. 

Christian repentance is more than reputation repair. Where communication caused harm, apology should 

name the wrong honestly, avoid self-exonerating language and be joined to corrective action where possible. 

Zacchaeus's response to wrongdoing illustrates the moral logic of restitution rather than verbal remorse alone 

(Luke 19:8-9). In professional settings, restitution may involve corrected records, refunded fees, restored credit, 

revised decisions or public clarification. 

https://www.biblegateway.com/passage/?search=Matthew%2022%3A37-40&version=CSB
https://www.biblegateway.com/passage/?search=James%203%3A5-10&version=CSB
https://www.biblegateway.com/passage/?search=Colossians%204%3A6&version=CSB
https://www.biblegateway.com/passage/?search=Proverbs%2011%3A13&version=CSB
https://www.biblegateway.com/passage/?search=Proverbs%2011%3A13&version=CSB
https://www.biblegateway.com/passage/?search=Luke%2019%3A8-9&version=CSB
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2.17.7 Courage to communicate unwelcome truth 

Organizations are vulnerable when people learn that safety, legal or performance concerns should be softened 

to preserve hierarchy. Christian moral courage requires refusing falsehood even when the cost is personal. The 

biblical pattern of faithful witness repeatedly places truth in tension with power. In professional life, this does not 

license reckless accusation. Courage must be joined to evidence, due process and humility. 

A junior analyst who discovers that a projected benefit has been calculated from the wrong denominator has a 

duty to correct the record even if the error supports the executive's preferred proposal. A communicator is not 

faithful by presenting a polished message that hides a known defect. 

2.17.8 Conscience and plural workplaces 

Professionals often work with people who do not share Christian premises. Respectful communication should 

make room for moral disagreement without humiliation or coercive ideological conformity. A Christian can 

explain a truthfulness obligation through Scripture and also through publicly accessible reasons about informed 

consent, trust and human agency. A non-Christian colleague can reach similar professional conclusions through 

Kantian, rights-based, consequentialist or virtue-ethical reasoning. 

Pluralism does not require relativism. Some claims are false, some conduct is unjust and some requests 

should be refused. The professional challenge is to disagree accurately, distinguish person from proposition and 

protect legitimate conscience while maintaining necessary standards of conduct. 

FAITH AND VOCATION | A moral examination before sending 

Before sending a consequential message, ask: Is it true in both explicit statement and reasonable implication? Have I omitted 

something material because disclosure would weaken my preferred outcome? Does the message respect the audience as a person 

capable of conscience and judgment? Am I using authority to clarify responsibility or to pressure compliance? Have I 

represented opponents and sources fairly? Would I communicate the same core facts if the message were made public? Can I 

stand before God and those affected without needing hidden context to make the communication appear honest? 

 

2.18 Professional Toolkit: The TRACE Communication 
Framework 

Professional communication becomes more reliable when writers and speakers use a repeatable diagnostic 

rather than relying on style preferences. This chapter proposes the TRACE framework: Truth, Reader, 

Argument, Channel, Execution. It is not a substitute for specialized research, legal review or strategic analysis. 

It is a quality-control structure for turning knowledge into responsible communication. 
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Figure 2.6. TRACE: Truth, Reader, Argument, Channel and Execution. 

Source: Author's TRACE professional communication framework. 

2.18.1 T: Truth and evidence 

Identify the factual propositions in the message. Trace each important claim to evidence or explicit reasoning. 

Separate observation, interpretation, forecast and recommendation. State uncertainty in proportion to what is 

known. Check whether the message creates a materially misleading implication through omission, denominator 

choice, selective comparison or overconfident language. 

2.18.2 R: Reader and relationship 

Identify the primary and secondary audiences, their authority, knowledge, language, accessibility constraints 

and legitimate concerns. Ask how power shapes the audience's ability to question or refuse. Determine what the 

reader must know to act competently, not what the communicator wants the reader to notice first. 

2.18.3 A: Argument and action 

State the conclusion or requested action clearly. Map the evidence and warrant supporting it. Include 

alternatives, counter-evidence and qualifying conditions material to the decision. A recommendation should 

identify owner, timing and implementation implications where appropriate. 

2.18.4 C: Channel and context 

Match medium to complexity, urgency, record requirements, interactivity, confidentiality, bandwidth and 

accessibility. Use multiple channels when one medium cannot simultaneously support deliberation and 

documentation. Establish which channel is authoritative for the final decision. 

2.18.5 E: Execution and evaluation 

Edit, test and deliver. Check accuracy across prose, numbers, tables and visuals. Test comprehension with a 

representative reader where stakes justify it. After delivery, monitor whether the intended audience understood 

and acted as expected. Correct errors visibly and update records. 

Table 2.9. TRACE professional communication diagnostic 

Dimension Core question Minimum evidence or control Warning sign 

Truth Are the explicit and implied claims 
accurate and proportionate? 

Source trace, fact check, calculation 
check, uncertainty labels. 

"Technically true" wording that 
produces a false overall impression. 

Reader Who needs to understand or decide, and 

what power or access conditions matter? 
Audience map, language/accessibility 

needs, likely objections. 
Audience described only by 

stereotype or demographic label. 
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Dimension Core question Minimum evidence or control Warning sign 

Argument Why does the recommendation follow 

from the evidence? 
Claim-evidence-warrant chain, 

alternatives, qualifiers. 
Recommendation appears before the 

analytical basis exists. 

Channel Which medium supports the task and 

creates an appropriate record? 
Urgency, ambiguity, synchronicity, 

accessibility, confidentiality review. 
Important decision scattered across 

private chats with no durable record. 

Execution Was the message tested, delivered, 
understood and corrected if necessary? 

Editing checklist, owner, deadline, 
feedback loop, version control. 

Communication declared successful 
because it was sent. 

Source/Note: Author's TRACE professional communication framework. 

2.18.6 Ready-to-use mini-templates 

PRACTICE TOOL | Decision email template 

Subject: Decision/action + topic + deadline. Opening: one sentence stating why the recipient is receiving the message. 

Context: only facts required to understand the decision. Action: who must do what, by when. Evidence/attachment: identify 

the authoritative supporting document. Caveat: state any material uncertainty or dependency. Close: confirmation or escalation 

route. 

 

PRACTICE TOOL | Executive briefing template 

Issue: one paragraph defining the decision. Why now: trigger and consequence of delay. Evidence: three to five decision-

relevant findings, each sourced. Options: realistic alternatives with cost, benefit and risk. Recommendation: explicit choice 

and rationale. Implementation: owner, sequence, resources and decision date. Risks/unknowns: what could change the 

recommendation. 

 

PRACTICE TOOL | Presentation storyboard 

Slide 1: decision/problem and stakes. Slides 2-3: evidence that diagnoses the problem. Slides 4-5: alternatives and trade-offs. 

Slide 6: recommendation. Slide 7: risk, implementation and next decision. Add or remove slides only when the audience needs 

more evidence. Build the argument before designing visual polish. 

 

PRACTICE TOOL | Feedback preparation 

Write four lines before the conversation: Observed fact: what happened without motive attribution. Standard/expectation: 

what was agreed or required. Impact: why the gap matters. Next behavior: what change is requested and how success will be 

verified. Then prepare one genuine question inviting the other person's account. 

 

PRACTICE TOOL | AI-assisted communication check 

Record what the AI was asked to do; do not paste confidential material without authorization; verify every factual claim and 

citation; inspect for fabricated names, dates or sources; compare the draft with the actual audience and institutional context; 

disclose AI use when policy, materiality or authenticity requires it; and ensure an identifiable human accepts responsibility for 

the final communication. 
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2.19 Common Misconceptions, Analytical Errors and 
Professional Pitfalls 

Table 2.10. Common communication errors and corrective reasoning 

Misconception or pitfall Why it fails Better professional rule 

"If I sent it, I communicated it." Transmission does not guarantee receipt, 
comprehension or agreement. Build a feedback loop appropriate to consequence. 

"Audience adaptation means 

telling different people different 
truths." 

Adaptation concerns form and relevant emphasis; 

material facts must reconcile. Change explanation, not reality. 

"More detail is more rigorous." Excess detail can hide decision-relevant evidence 

and increase error. 
Include material detail and provide layered access 

to supporting evidence. 

"Shorter is always clearer." Compression can remove definitions, caveats or 

causal logic. 
Optimize useful meaning per reader effort, not 

word count alone. 

"Professional tone means 
impersonal language." 

Cold or bureaucratic language can obscure 
accountability and damage trust. 

Use precise, respectful language suited to the 
relationship and stakes. 

"A citation makes a claim 

evidence-based." 
The cited source may not support the claim or may 

be low quality. Verify source-claim fit and provenance. 

"A true anecdote proves the 

general pattern." Salient cases can be unrepresentative. Use stories to illustrate, then test prevalence or 

causation with appropriate evidence. 

"A beautiful chart is a good chart." Aesthetic appeal does not ensure perceptual accuracy 
or honest scale. 

Make the analytical comparison easy and the 
transformation transparent. 

Table 2.10 (continued). Common communication errors and corrective reasoning 

Misconception or pitfall Why it fails Better professional rule 

"Emotion has no place in 
professional communication." 

Human consequence and motivation can be relevant 
to understanding. 

Use proportionate emotion tied to truthful 
evidence; reject emotional coercion. 

"Persuasion is manipulation." Reason-giving and advocacy can respect agency. Persuade through evidence, transparent framing 

and legitimate appeal. 

"The richest medium is always 

best." 
Synchronous media can overload, exclude or leave 

weak records. 
Match media to conveyance, convergence, urgency 

and accessibility. 

"Active listening means agreeing." Understanding and endorsement are different. Demonstrate accurate understanding before 
evaluating. 

"Feedback should be as direct as 

possible." 
Uncalibrated directness can shift attention to 

identity and reduce learning. 
Be specific about task, standard, impact and next 

behavior. 

"Cultural competence means 

memorizing national traits." 
Individuals and subcultures vary; stereotypes distort 

judgment. 
Treat frameworks as hypotheses and investigate the 

real audience. 

"AI makes communication 
objective." 

AI can reproduce bias, hallucinate, omit context and 
obscure accountability. 

Use AI as an aid under human verification and 
responsibility. 

"Legal approval means ethically 

adequate communication." 
Law sets important constraints but does not settle 

truthfulness, fairness or conscience. 
Apply legal, evidential and moral review 

separately. 

Source/Note: Author's synthesis from the chapter's theory, evidence and professional applications. 

Several deeper failures deserve emphasis. Metric substitution occurs when communicators optimize click-

through rate, slide ratings, citation counts or sentiment scores rather than genuine understanding. Executive 

smoothing occurs when uncertainty is progressively removed as information moves upward. Strategic 

ambiguity can preserve negotiating flexibility but becomes unethical when used to make incompatible promises 
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to different audiences (Eisenberg, 1984). Jargon as status signaling uses specialized language to exclude 

challenge. Performative consultation asks for input after the decision is effectively closed. Apology without 

correction treats words as a substitute for restitution. Automation without ownership allows teams to blame a 

model or template for a message no person is willing to defend. 

The professional remedy is not maximal disclosure, endless meetings or communication bureaucracy. It is 

disciplined proportionality. The higher the stakes, uncertainty, power asymmetry and irreversibility of the 

decision, the stronger the need for evidence, challenge, accessibility, durable records and moral scrutiny. 

2.20 Chapter Synthesis: From Knowing to Communicating 
Responsibly 

Professional communication is the infrastructure through which knowledge becomes coordinated action. The 

chapter began by moving beyond the idea that communication is merely a message transmitted from sender to 

receiver. Human communication is interpretive, relational, rhetorical, institutional and shaped by power. A 

communicator must therefore diagnose purpose, audience, context, channel and desired response before choosing 

words or visuals. 

Critical reading and source evaluation make communication epistemically responsible. Claims must be 

distinguished from evidence, source prestige from source fit, and confidence from proof. Toulmin's argument 

structure makes warrants and qualifiers visible. Academic writing then converts evidence into traceable scholarly 

reasoning through synthesis, coherence and accurate citation. Professional genres convert evidence into action 

through decision-ready emails, briefings, reports, proposals, executive summaries and recommendations. 

Editing is not cosmetic correction. It tests whether the message is relevant, logically organized, proportionate 

in tone and evidence, readable and accurate. Storytelling can humanize evidence but must not let vivid anecdotes 

impersonate representative data. Persuasion is legitimate when it offers sound reasons, truthful framing and 

proportionate emotional meaning while respecting agency. Public speaking adds embodied delivery and live 

accountability; visual communication adds perceptual choices whose scales and encodings can clarify or mislead. 

Listening, feedback and difficult conversation complete the chapter's shift from output to relationship. 

Communication is not successful because one party spoke. It is successful when relevant meaning is understood, 

legitimate disagreement can surface and commitments are clear. Cross-cultural and multilingual communication 

deepen this discipline by requiring adaptation without stereotyping. Digital platforms and generative AI expand 

reach and speed while making provenance, verification, privacy and human responsibility more important. 

The African M-PESA case showed that trust at scale depends on institutional credibility, agents, usable 

channels and evidence discipline. The Boeing 737 MAX case showed that communication cannot repair a crisis 

if underlying conduct, safety and accountability remain unresolved. Across both cases, scale increases 

responsibility. 

Christian moral reasoning places these skills under a higher purpose. Truth is not merely a tool for reputation; 

the audience is a neighbour bearing dignity and conscience. Communication should clarify reality, enable 

responsible judgment, correct error, resist manipulation and speak courageously when power prefers silence. 

Technical excellence and moral integrity therefore belong together. 

2.20.1 Hand-off to Chapter 3 

Chapter 2 has taught the reader how to evaluate and communicate evidence. The next question is where 

defensible evidence comes from. Chapter 3, Research Methods for Business and Trade: Questions, Evidence, 

Design, Ethics and Scholarly Inquiry, develops the logic of research problems, paradigms, literature searching, 

design, sampling, measurement, data collection and research ethics. The progression is deliberate. A researcher 

who cannot communicate clearly may conceal a sound method; a communicator without sound research methods 

may present weak evidence beautifully. Chapter 3 therefore moves from truthful expression to truthful inquiry. 
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Key Terms 
Active listening. Observable communicative behavior that demonstrates attention, checks understanding, clarifies meaning 

and responds to the speaker rather than merely waiting to speak. 

Argument. A structured set of claims in which evidence and reasoning are offered to support a conclusion. 

Audience analysis. Systematic examination of the knowledge, role, authority, interests, language, accessibility needs and 

likely concerns of intended recipients. 

Channel. The medium through which communication is carried, such as face-to-face speech, video, phone, email, chat, 

report, dashboard or public platform. 

Citation laundering. Using a citation to create the appearance of support when the cited source does not directly establish 

the claim or merely repeats another source. 

Coherence. The conceptual unity and logical progression that make a text or presentation understandable as a whole. 

Cohesion. Linguistic connections among sentences or clauses that help readers follow relationships within text. 

Communication goal. The legitimate understanding, decision, action or reflection a message is intended to enable. 

Concision. High useful meaning relative to reader effort, achieved without removing material information. 

Crisis communication. Communication undertaken during or after a consequential event that threatens persons, operations, 

legitimacy, trust or reputation. 

Data storytelling. Integration of quantitative or qualitative evidence with explanatory sequence and context to make a 

pattern and its implications understandable. 

Ethos. Rhetorical appeal grounded in the communicator's perceived character, competence and credibility. 

Executive summary. A decision-oriented compression of a longer report's problem, evidence, findings, recommendation, 

risks and next steps. 

Feedback. Information communicated about performance, understanding or response that can enable correction, learning or 

alignment. 

Framing. Selection and emphasis of aspects of a situation in ways that influence how a problem, cause, evaluation or remedy 

is understood. 

Genre. A recurrent communicative form shaped by the social purposes and expectations of a community or institution. 

Heuristic processing. Relatively low-effort judgment using cues or simple decision rules rather than extensive scrutiny of 

message arguments. 

Lateral reading. Evaluating an online source by leaving the source itself to investigate reputation, provenance and 

corroboration across independent sources. 

Logos. Rhetorical appeal based on reasoning and evidence. 

Manipulation. Influence that intentionally undermines meaningful agency through deception, coercion, engineered 

confusion or exploitation of vulnerability. 

Media richness. A theoretical description of a medium's capacity to convey cues, immediate feedback and nuanced 

information under ambiguity. 

Media synchronicity. The degree to which a medium supports coordinated communication at the same time, considered 

alongside conveyance and convergence needs. 

Metadiscourse. Language writers use to organize text and position themselves in relation to claims and readers. 

Pathos. Rhetorical appeal engaging emotion, values or felt significance. 

Plain language. Communication designed so intended readers can find, understand and use the information they need with 

reasonable effort. 

Professional communication. Purposeful, evidence-aware communication used to coordinate understanding, judgment and 

action in academic, organizational and public contexts. 

Provenance. The origin, authorship, chain of custody or production history of information or content. 

Rhetorical situation. The combination of exigence, audience and constraints that creates and shapes a communicative act. 

Synthesis. Integration of multiple sources into a coherent analytical relationship rather than serial summary. 

TRACE framework. The chapter's communication diagnostic: Truth, Reader, Argument, Channel and Execution. 
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Transportation. Cognitive and emotional absorption into a narrative, associated with story-consistent beliefs and 

evaluations. 

Warrant. The reasoning that explains why particular evidence supports a claim. 

Concept-Check Questions 
1. Why is a linear transmission model useful but insufficient for professional communication? 

2. Distinguish purpose, audience, context, channel and communication goal with one business example. 

3. What is the difference between source credibility and evidence fit? 

4. What does lateral reading add to traditional source-evaluation checklists? 

5. In Toulmin's model, how do evidence, warrant, qualifier and rebuttal differ? 

6. What distinguishes synthesis from serial source summary? 

7. Why should an executive summary normally be written after the report body? 

8. How is plain language different from oversimplification? 

9. Why can a true anecdote still mislead? 

10. Distinguish ethical persuasion from manipulation. 

11. When might a lower-synchronicity medium be preferable to a meeting? 

12. What does the Kluger and DeNisi (1996) meta-analysis imply about the phrase "feedback always improves 

performance"? 

13. Why is chart scale an ethical as well as technical choice? 

14. What is the difference between audience adaptation and message inconsistency? 

15. What responsibilities remain with a human author when generative AI contributes to a message? 
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Higher-Order Analytical and Critical-Thinking Questions 
1. A company discovers that a product claim is legally defensible but likely to be misunderstood by most customers. 

Evaluate the communication using rhetorical, legal and moral lenses. What should change? 

2. Compare media richness theory with media synchronicity theory for a multinational team responding to a sudden supplier 

failure. Which channels would you combine and why? 

3. "Professional communication should be neutral and emotion-free." Critically evaluate this statement using evidence from 

persuasion, crisis communication and moral reasoning. 

4. A government publishes a technically accurate 80-page regulation online and argues that businesses were adequately 

informed because the document was publicly available. Assess the claim using accessibility, channel and institutional-

power reasoning. 

5. Explain how executive smoothing of uncertainty can arise even when no individual employee lies. Design controls to 

prevent it. 

6. Critically evaluate the proposition that personalization improves communication. Under what conditions can it become 

manipulation? 

7. How should a Christian professional respond when an employer asks for language that is factually defensible sentence by 

sentence but designed to create a false overall impression? 

8. Compare the communication responsibilities of a platform firm with 30 million users and a small family enterprise. Which 

duties scale with size and which do not? 

9. Can an apology be strategically effective but morally inadequate? Develop criteria for judging the difference. 

10. In cross-cultural communication, how can professionals adapt to difference without reinforcing stereotypes or 

surrendering legitimate moral conviction? 
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Applied Case Problem: LakeLink Logistics and the Border 
Delay 

LakeLink Logistics is a fictional East African logistics company moving temperature-sensitive food products 

from Kigali to Nairobi. Over the last six weeks, twelve of forty refrigerated shipments arrived more than eighteen 

hours later than planned. The operations team believes the main cause is unpredictable border processing, while 

the customs broker argues that four delays were caused by incomplete documents from LakeLink itself. A major 

supermarket customer has threatened to shift volume to a competitor if reliability does not improve within one 

month. 

The chief executive asks the communications manager to prepare a board briefing and a customer update by 

tomorrow morning. The operations director wants the customer message to say that "regional border congestion 

caused temporary delays beyond our control." The data analyst shows that at least four of the twelve late 

shipments had missing or inconsistent documentation before arrival at the border. The legal adviser says the 

proposed sentence is not obviously false because congestion occurred during the same period. The commercial 

director worries that acknowledging internal documentation failures may weaken the firm's negotiating position. 

Task. Prepare the analytical architecture, not a full report. Identify the primary and secondary audiences; separate verified 

facts, hypotheses and unknowns; state the evidence needed before causal attribution; design a board briefing structure; draft 

the key proposition that should appear in the customer update; recommend channels and follow-up; and apply the TRACE 

framework. Explain what information must not be omitted even if disclosure creates commercial discomfort. 
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Ethical and Faith-Informed Dilemma: The Donor Impact 
Story 

A social enterprise has received grant funding to train 2,000 young entrepreneurs. A communications team 

selects one participant who built a rapidly growing company after the training. The story is true, moving and 

visually compelling. Internal evaluation data, however, show that most participants experienced modest income 

changes, 18% could not be reached for follow-up and no comparison group was used. A donor representative 

privately says, "Lead with the success story. The technical report can carry the caveats. People fund stories, not 

methods." 

Analyze the request from five perspectives: empirical integrity, rhetorical effectiveness, consequentialist 

ethics, rights/dignity ethics and Christian moral reasoning. Then design a way to tell the participant's story 

without implying that it represents typical program outcomes. Address informed consent, image use, uncertainty, 

the placement of caveats and whether the donor's preferred framing should be refused. 



ACROSS MARKETS AND BORDERS CHAPTER 2 

OPEN CHRISTIAN PRESS  •  45 

Data and Evidence Exercise: Communicating a Survey Result 
Without Distortion 

A fictional survey of 600 SME owners in three countries asks whether cross-border payment delays are a 

"major obstacle" to expansion. The results are: Country A, 62% of 200 respondents; Country B, 47% of 200; 

Country C, 31% of 200. Response rates were 72%, 54% and 38%, respectively. The sample frame covers 

registered SMEs that belong to national business associations. It excludes unregistered firms. The questionnaire 

was administered online in Country A, by phone in Country B and through a mixed online/agent method in 

Country C. 

Complete four tasks. First, write a two-sentence factual finding that does not overstate representativeness or 

causality. Second, design the most appropriate visual and justify the encoding, scale and annotations. Third, 

identify at least five limitations that should accompany the result. Fourth, write separate versions for an academic 

paper, a ministerial briefing and an SME association newsletter while keeping the underlying facts consistent. 

Conclude by identifying one misleading headline that must be rejected and explaining why. 
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