
 

 

INFORMATIVE COMMUNICATION UNIT 
 

 I. BASIC MODEL AND THEORETICAL BACKGROUND 
 A. Attention. 
  1. The nature of attention. 
   a. Attention defined. 
    1.) Adjustment of body, sense organs to receive a particular stimulus. 
    2.) Focus to increase clarity, vividness. 
    3.) Readiness to respond. 
   b. Involuntary vs. voluntary: 
    1.) Involuntary is reflexive, more desirable. 
    2.) Voluntary is forced, less desirable (more fatigue, boredom). 
   c. Factors that affected attention: 
    1.) Motivation to learn. 
    2.) The different/unusual. 
    3.) Entertainment value. 
    4.) Expectation. 
    5.) Learned tendency (for certain stimuli). 
  2. Creating attention. 
   a. Motivating audience. 
    1.) Direct appeals (“Hard sell” by telling them the benefits of listening). 
    2.) Vital factors (that naturally grab attention, like survival). 
    3.) Immediacy (relating to what they are already thinking about). 
    4.) Audience participation (they cannot participate without paying attention). 
   b. Creating Curiosity. 
    1.) Novelty (the new/different). 
    2.) Suspense (enhances the entertainment factors). 
   c. Entertainment factors. 
    1.) Humor (topical and appropriate). 
    2.) Narratives/stories (people like stories). 
    3.) Conflict (the essence of drama). 
    4.) Sex (but be careful about audience, social situation). 
   d. Sensory stimulation. 
    1.) Use of audio-visual, etc.  
     a.) Visual attention factors -- vision is the dominant sense for people. 
      i.) Size (bigger is better). 
      ii.) Color (especially bright colors). 
      iii.) Proximity (closer is better). 
      iv.) Movement (attracts attention). 
     b.) Other senses, as manageable. 
    2.) Specific and concrete language (as opposed to general and abstract). 
 B. Clarity. 
  1. Model of Clarity. 
   a. Adaptation to audience's limited capacity to take in information (K.I.S.S. and “less is more”). 
   b. Adaptation to audience's frame of reference (using “the known to teach the unknown”). 
   c. Precision (saying exactly what you mean -- room for interpretation is room for misinterpretation). 



 

 

  2. Creating Clarity. 
   a. Avoiding overload (K.I.S.S. and “less is more”). 
    1.) Narrowing scope of message (in consideration of time limits, etc.). 
    2.) Repetition, restatement (especially for an oral presentation). 
   b. Relating to audience's frame of reference (“using the known to teach the unknown”). 
    1.) Audience experience -- reference it. 
    2.) Analogy/comparison/contrast. 
    3.) Clear language. 
     a.) Barriers to clarity (including "obfuscation" -- being intentionally unclear). 
      i.) Unfamiliar vocabulary. 
      ii.) Long and/or complex messages. 
      iii.) Vague, abstract language (too open to misinterpretation). 
      iv.)  Equivocation (using a word/term inconsistently in its meaning). 
     b.) George Orwell's advice for clear language.  
   c. Precision -- room for interpretation is room for misinterpretation. 
    1.) Illustrations/examples. 
    2.) Statistics (but be careful). 
    3.) Testimony (when someone else said it more clearly). 
    4.) Visual Aids. 
 C. Retention. 
  1. Some principles concerning easier to remember material 
   a. As active process, motivated listener makes difference (i.e., motivating material would). 
   b. Vividness, sensory impact a factor (visual memory by far the most powerful). 
   c. Relating of ideas to each other to aid association process (clear, simple, organization). 
   d. Repetition can help. 
  2. Creating Retention (cannot be done without attention or clarity in first place!) 
   a. Repetition. 
    1.) "Magic number" is three (three distributed repetitions most efficient). 

    2.) Previews, reviews (“Tell them what you are going to tell them, tell them, tell them what you 
told them”). 

   b. Limited main points 
    1.) Three or four a good limit. 
    2.) Special reinforcement if beyond five. 
   c. Careful sequence/clear organization. 
                                      1.) Simple, logical patterns (e.g., chronological or spatial patterns). 
    2.) Primacy-recency effect (beginning/ending of message easier to retain). 
   d. Visuals. 
    1.) Showing better than telling, for retention. 
    2.) Telling and showing best. 
   e. Use of emphasis. 
    1.) Verbal cues (wording like “remember this”). 
    2.) Nonverbal cues (emphasis in voice, body communication, etc.). 
   f. Use of mnemonic devices. 
    1.) E.g., acronyms (like “H.O.M.E.S.” for the five Great Lakes). 
    2.) Acrostic sentences, (e.g., “My Very Educated Mother Just Served Us Nachos,” for the 

planets in our solar system). 



 

 

II. AUDIO-VISUAL AIDS 
 A. Dale's Cone of Experience. 
  1. Model, starting at the top of the cone. 
   a. Telling. 
    1.) Spoken word. 
    2.) Language-based graphics. 
   b. Showing. 
    1.) Audio recordings. 
    2.) Pictures. 
    3.) Educational video. 
    4.) Exhibits/props. 
    5.) Field/study trips. 
    6.) Demonstrations. 
   c. Doing. 
    1.) Dramatized experience (role-playing). 
    2.) Contrived experience (simulation). 
    3.) Direct purposeful experience (learning by doing it). 
  2. Observations (moving from top to bottom). 
   a. More concrete (less abstract). 
   b. More senses, more learning styles involved. 
   c. More skill required (to create, manage the presentation). 
   d. More resources required. 
  3. Uses. 
   a. Attempting to go as far down cone as possible when choosing strategies. 
   b. Limitations on moving down the cone: 
    1.) Topic. 
    2.) Audience (what would work for them). 
    3.) Situation (time, resources, etc.). 
    4.) Self (what you can make work). 
 B. Making and using visual aids. 
  1. Functions. 
   a. Attention. 
   b. Clarity. 
   c. Retention. 

d. Proof. 
e. Building credibility. 
f. Reducing communication anxiety. 

  2. Types. 
   a. Board display (white board, magnetic board, etc.). 
   b. Pictorial aid. 
   c. Schematic aid (graphs, tables, etc.). 
   d. Objects, models. 
   e. Projection (e.g., PowerPoint). 
   f. Audio recording. 
   
 



 

 

  3. Selection 
   a. By display method. 
   b. By availability. 
   c. By ease of use. 
   d. By time available. 
   e. By appropriateness to speaker. 

g. By appropriateness to speech. 
h. By appropriateness to audience. 

  4. Preparation. 
   a. Large enough. 
   b. Clear enough. 
   c. Colors used well (e.g., high enough contrast). 
  d. Simple enough. 
   e. Usually for a single point. 
   f. To reinforce verbal effort (not as ends in themselves). 
   g. Easy to use, correct if problems arise. 
  5. Use. 
   a. Do’s. 
    1.) Plan, rehearse. 
    2.) Interact with it (point to it, etc.). 
    3.) Balance eye contact with looking at aid. 
    4.) Introduce, conclude as necessary. 
   b. Don'ts. 
    1.) Block aid. 
    2.) Talk to aid instead of audience. 
    3.) Get flustered at a problem. 
    4.) Show aid when it will distract. 
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